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If you haven't placed your 
order, see us at the Sert 
Room A, N. R. J. A. Con- 


vention. 





Usually $97.50 
Sale price $69.95 












$2755 Savings for every customer who buys a 56-piece service for 8} 


SUMMER SILVER SALE) 


Big beautiful $25.00 value drawer chest, Mahogany or Blonde finish, at an amazing low price. 


Cash in now—while there's still time! One month to go! Let this big new silver promotion turn your summer 
“slack” season upside down! Tie in with current ads in Lire and McCatv’s through local ads aimed straight at your 
regular customers. Pull in new customers by displaying this spectacular silver sale right out front! Put every 


Holmes and Edwards sales aid to work for you! Write, phone, or wire if you haven’t placed your order. 


Holmes & Edwards sterling inlaid silverplate 


MADE ONLY BY THE INTERNATIONAL SILVER COMPANY, MERIDEN, CONNECTICUT 























Specialists 


Right in the heart of the European diamond market we have our own offices constantly 
combing the markets to bring you the best values in fancy cut diamonds available. 
That is why hard to find diamonds are always in stock at William Levine with 
prices that defy competition. Marquises, emerald cuts, pear shapes, triangular cuts 
and heart shapes...all colors every quality in the sizes you want, to be 


shipped to you on memo at once. Phone, wire, or write... 


WILLIAM LEVINE COMPANY 


Importers ... Cutters 
29 EAST MADISON STREET * CHICAGO 2, ILLINOIS * PHONE: ANDOVER 3-7447 
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THE COVER 


Prominent on this month's cover, as 
well as in the eyes of consumers, is 
men's jewelry. For an up-to-date re- 
view of this increasingly important 
merchandise, turn to page 110. (The 
identification of the cover jewelry 
appears on page III.) For details on 
the all-important ‘Operation Cher- 
ub''—a JIC sponsored Christmas pro- 
motion—please turn to page 104. 
(Cover photo by Max Richter.) 
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the NEW Hrdpilton 


NEW Product Styling! NEW Exciting Packaging! 


NEW Product Features! NEW Profitable Promotions! 


Your Hamilton Representative Has Complete Details 
HAMILTON WATCH COMPANY, LANCASTER, PENNSYLVANIA 
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For bigger sales, feature all three in your advertising and 
store displays: (1) the name of your store, (2) the names of 
famous brands advertised in LIFE, (3) material that shows 
the products are advertised in LIFE. Used together, they rep- 
resent the most powerful sales combination in history. 





MORE PEOPLE READ LIFE EVERY WEEK THAN ANY OTHER MAGAZINE 
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Hen, 
at Karlan & 
Bleicher, the lead- 
ing Wholesalers and 
Manufacturers continue 
to select all their ring needs 9206/38/18 
from the jewelry industry’s great- 
est selection of Rings and Ring Find- 
MTG. 192/47078 ings. They find that “There’s More to See 
WEDD. 45/47078 at K&B”, because the K&B line never stands 
Lock Set still. New styles and new designs, which daily take 
their place in the glittering K&B showcase, help keep 
this unchallenged ring line way out in front. You, too, will 
find that this never-ending range of patterns and de- 
signs, all produced with the master-craftsmanship 
that has become the K&B hallmark, is your guaran- 
teed assurance of a Perfect source of supply 14/12 Oct. 


for “Perfect Rings and Ring Findings’’. Diamond rings shown mounted 
for illustration purposes only. 
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Write Today About 
K&B’s New FREE MAT SERVICE! 


LEADING 
GC FINDING MANUFACTURERS \ 


: ! 
IRLAN ( } Lt | (Hl I I ‘ » For Quality Ladies’ and Gents’ Stone Rings -- it's 


iors and Designers of “Perfect Ring Findings” _| PMCON STONE RING MANUFACTURING CO. INE 
A IVISI Oo 


) WEST S2nv STREET *° NEW YORK 19 fo} i i od 3-0) od Loe Vclomy-¥) 12 im mel_mr 0) (cs 2 a -s— 
















Your great new Elgin TV show— 
“Person to Person” with Edward R. Murrow 


STARTING SEPTEMBER 2ND, Elgin brings 
you one of the top ten rated shows on 
television—‘‘Person to Person”? with 
Edward R. Murrow! 


With that warm and friendly personal- 
ity, Edward R. Murrow, as your host, 
you'll be visiting such notables as ath- 
letes and movie stars, ambassadors and 


comedians—all sorts of people you’ve read 
about and would like to meet. 

**Person to Person”’ will be telecast live 
over CBS-TV on Friday nights at 10:30 
P.M. (New York time). Be sure to tune 
in on opening night—September 2nd! 


Every Elgin has the heart that never breaks, 
the guaranteed DuraPower Mainspring. 


See us at ANRJA Convention, August 14 to 18, Waldorf Astoria, Booths 27, 28, 29, 34, 35, 36. 


For what’s new in the watch business, watch 


MEMBER 


| } { 
+ Elgin National Watch Company e Elgin, Illinois 


ELGIN 
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PLAIN, CHANNELED and 
AZURED RING BLANKS 





Our line of ring blanks includes a complete 
assortment of shapes and styles designed to meet 
every requirement and all your varied needs. 


You will find plain blanks in all shapes and 
widths, rim rings for wide ornamental bands, 
channeled and azured rings for any size diamonds. 





When using our line, it will be apparent to 
you that production has been carried forward to 
the point where a minimum of labor is requir- 
ed to turn out the finished piece. For recogniz- 
ed quality, the Baker PLATINUM settings and 
findings are the choice of the industry. 








We present our entire line, the largest avail- 
able, in 10% Iridium-Platinum, Jewelry Palladi- 
um and Gold. Our settings, findings and ring 
blanks are all die-struck. 








& COMPANY. INC 


METALS 








113 ASTOR STREET, NEWARK 5, NEW JERSEY 
NEW YORK + SAN FRANCISCO + CHICAGO « LOS ANGELES 


FoR AuGUST, 1955 





See Our Exciting NEW LIN 
ANRJA SHOW, Waldorf-Astoria, August 14-18, 1955. 


take your pick... 


Choose any ring. You can’t go wrong with 
BRISTOL styling and quality for BRISTOL 
price. Manufacturers of 18K Gold, 14K Gold, 
10% Irid. Platinum and Palladium Diamond 
Rings. 





your best buy is BRISTO BRISTOL SEAMLESS RING COMPANY 


71 Nassau Street, New York 38, N. Y. 
REDD 


Oye 
Ars mS 
i 2 \ ~~ 


Rings Enlarged to Show Detail 
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TIL 
BRISTOL 


Manufacturers of 18K Gold, 14K Gold, 


10% Arid. Platinum and Palladium Diamond Rings. 





RINGS ENLARGED TO SHOW DET AII 





BRISTOL SEAMLESS RING COMPANY 


71 NASSAU STREET + NEW YORK 38, NEW YORK 














de luxe drawer chest... 


Complete with 54-piece service for 8. ., 
only 984.25 retail (including two bonus q 


A new-design chest as different as the pat- — 
tern itself. Low, modern lines . . . convenient ~ 
drawer for knife storage . . . beautifully ~ 
designed lifts and drawer pulls. Sure to : 


Choice of two beautiful chests. Mahogany-finish 
chest lined in rich teal blue fabric has silver-finish 
lifts and drawer pulls. Blond chest lined in lustrous 
green fabric has gold-finish lifts and drawer pulls. 


* TRADEMARKS OF ONEIDA LTD., ONEIDA, N. Y. 
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PLUS this 
striking display 


Eye-catching! Sales-catching! A 
complement to counters and win- 
dows! Community’s unique, new 
“Twilight” display brings the 
beauty of this great new pattern 
into clear, clever focus. In rich 
full color, with cards as shown. 
Available with two or more 52- 
or 54-pc. services of “Twilight” 
and one or more assortments 
each of Fruit Spoons and Party 
Serving Sets. 


FOR AuGusT, 1955 


4 Fruit Spoons 


$995. Regularly 


$6.00 


A fast-moving gift item 
—sure to attract many 
women! Useful for grape- 
fruit, melons, oranges, 
and other fruit. Set of 4 
gift-boxed. Colorful dis- 
play holder comes with 
each assortment of 12 
boxes. Regular trade 
discounts apply. 


Jul 


ee RAR tAm Sy Plow partes 


2-pc. Party Serving Set 


95 Regular 
— $3.50 value 


Imperial 6’ glass dish 
with attractive “Twilight” 
Server forsoft cheese and 
other spreads makes the 
perfect hostess gift. In 
attractive gift box. Dis- 
play holder comes with 
each assortment of one 
dozen. Regular trade 
discounts apply. 


Be ready! Your customers will be ask- 
ing to see “Twilight” —because they'll 
be seeing it in magazines and on 
TV. Feature the chest and display. 
Promote the introductory offers. Free 
merchandising aids await your order 
—-circulars, newspaper mats, envelope 
stuffers, window cards, TV films, radio 
announcements. Get your share of 
the “Twilight” business! 














ALABAMA 
Birmingham: 


Standard Jewelry Company 


2019 Fifth Avenue, North 


ARIZONA 
Phoenix: 


E. W. Reynolds Co. (Br. L. A.) 


831 North First Avenue 


CALIFORNIA 
Los Angeles: 
The Ball Co. of Calif. 
610 South Broadway 


A. Cohen & Sons Corp. 


(Br. N. Y. C.) 
Room 310, 215 West 5th Street 


The Corwin Company 
1060 South Figueroa Street 


E. W. Reynolds Company 


315 West Fifth Street 


The Hall Co. (Br. Corwin Co.) 


937-939 S. Grand Avenue 


San Francisco: 
Morgan & Allen Co., Inc 
657 Mission Street 


E. W. ces 4 Company, Inc. 
Br. L. A.) 


( 
657 Mission Street 


COLORADO 
Denver: 


A. C. Becken Co. (Br. Chicago) 


511—16th Street 


J. P. Byrne & Sons 

1441 Weiton Street 

Albert F. Long Co., Inc. 
1201 Welton Street 


Western Supply Company 


(Br. Salt Lake City) 
202 Enterprise Building 
829—15th Street 


DELAWARE 
Wilmington: 


B. Kleitz & Bro. Company 


Sixth & Market Streets 
WASHINGTON, D. C. 
Sobel Bros. 
930 E Street, N. W. 
FLORIDA 
Miami: 
L. Luria & Son, Inc. 
(Br. New York City) 
980 S. W. First Street 
GEORGIA 
Atlanta: 
A. oan & Sons Corp. 
(Br. N. Y. C.) 
321 Peashtres St., N. es 


Ewing Brothers 
5 Piaza Way 


Sommers & Sommers 
91-93 Cone Street, N. W. 


HAWAII 
Honolulu: 
E. W. Reynolds Co. (Br. L. 
. O. Box 3984 
ILLINOIS 
Chicago: 


Benj. Allen & Co., Inc. 
10 South Wabash Avenue 


A. C. Becken Co., Inc. 
22 W. Madison Street 


A.) 


Adolph Braude Company 
29 E. Madison Street 


Emil Braude & Sons 
538 S. Wabash Avenue 


Boas Sons Ltd. 
55 E. Washington Street 


The Ball Company 
6 N. Michigan Avenue 
Stein & Elilbogen Co. 
55 E. Washington Street 


INDIANA 
indianapolis: 
Baldwin Miller Co., Inc. 
238 S. Meridian Street 


IOWA 
Des Moines: 
The M. A. Lumbard Company 
504 Shops Building 


LOUISIANA 
New Orleans: 
Leonard Krower & Son, Inc. 
Canal & Exchange Place 
P. O. Box 330 


MARYLAND 
Baltimore: 
American Jewelry Company 
One North Liberty Street 


MASSACHUSETTS 
Boston: 

1. Alberts’ Sons, Inc. 

373 Washington Street 


K. A. Murphy Company 
373 Washington Street 


M. S. Page Company, Inc. 
373 Washington Street 


D. C. Percival & Company, Inc. 
373 Washington Street 


E. H. Saxton Company, Inc. 
387 Washington Street 


MICHIGAN 
Detroit: 


A. C. Becken Co., Inc. 
(Br. Chicago) 
220 Bagley Avenue 


The Gorenflo Co., Inc. 
1940 E. Jefferson Avenue 


The E. H. Pudrith Co., 
1000 Michigan Buiiding 
220 Bagley Avenue 


MINNESOTA 
Minneapolis: 
The Ball Company (Br. Chicago) 
627 First Avenue, North 


S. H. Clausin & Co., 
41 North 12th Street 


MISSOURI 
Kansas City: 
Edwards & Company, Inc, 
1115 Wainut Street 


Woodstock Hoefer Watch & 
Jewelry Co., Inc. 
18 East 11th Street 


St. Louis: 
Wm. P. Mahne Silver Company 
313 Arcade Building 


NEBRASKA 


Inc. 


Inc. 


Lincoln: 
Hallett Bros. Company 
121 North Ninth Street 








Omaha: 
J. P. Byrne & Sons 
204-5 W. O. W. Building 


NEW JERSEY 
Newark: 
New Jersey Jirs. Supply House 
260 Washington Street 


NEW YORK 
New York: 
Admiration Products Corp. 
23 West 23rd Street 


A. Cohen & Sons Corp. 
27 West 23rd Street 


Hyman & Zaslav, Inc. 
15 Maiden Lane 


J. W. Johnson, Inc. 
15-17-19 Maiden Lane 


Lieberman Bros. 
66 Nassau Street 


L. Luria & Son, Inc. 
160 Fifth Avenue 


Alex Sabin & Sons, Inc. 
20 West 47th Street 


S.-K.-L. Company, Inc. 

15 West 47th Street 

Nat Zuckerman & Co., Inc. 
135 Fifth Avenue 


Syracuse: 
1. Alberts’ Sons, Inc. 
(Br. Boston) 
Empire Building 


NORTH CAROLINA 
Charlotte: 
The Ball Company (Br. Chicago) 
Hotel Charlotte 


OHIO 
Cincinnati: 


The Gerwe Brown Company 
817 Main Street 


Harry Greenwold 
Wailenstein-Mayer Co. 
31-39 East Fourth Street 


Cleveland: 
The H. W. Burdick Co., 
3622 Prospect Avenue 


Inc. 


A. H. Ficken Company, Inc. 
850 Euclid Avenue 


J. H. Gross & Company 
3210 Euclid Avenue 


Toledo: 
Heyne & Groves, Inc. 
408 Madison Avenue 


OKLAHOMA 
Oklahoma City: 
Oklahoma Ross Beck Co., inc. 
15 North Robinson 


OREGON 
Portland: 


Butterfield Bros. 
Loyalty Building 
317 S. W. Alder Street 
P. O. Box 1190 


mes Petts Inc. (Br. Seattle) 
6 Dekum Building 
Pe Me Washington Streets 


PENNSYLVANIA 
Harrisburg: 
The Claude R. Robins Co. 
312 Chestnut Street 


*TRADEMARKS OF ONEIDA LTO., ONEIDA, N. Y. 






TODAY'S LOOK IN FINE SILVERWARE 


Philadelphia: 
Aisenstein & Gordon, Inc. 
712 Sansom Street 


Jos. B. Bechtel & Co., 
729 Sansom Street 


Pittsburgh: 
Biggard & Company, Inc. 
800 Penn Avenue 


Inc. 


Grafner Bros. 
818 Liberty Avenue 


The Samuel Weinhaus Co., Inc. 
808 Liberty Avenue 


RHODE ISLAND 
Providence: 
The Albert Walker Company 
37 Chestnut Street 


TENNESSEE 
Nashville: 
A. C. Becken Co. (Br. Chicago) 
315—4th Avenue, North 
C. B. Peterson Company 
613!4 Church Street 


TEXAS 
Dallas: 


William R. Katz Company 
1700 Commerce Street 


Lyles-Van-DeGrazier Co., Inc. 
204 Life of America Building 
311 South Akard Street 


E| Paso: 
Ammex Jewelry Company 
109 North Oregon Street 
319 First National Bank Building 


Houston: 
Taylor & Company, Inc. 
506-508 San Jacinto Street 


San Antonio: 
B. M. Hammond Company 
111 West Commerce Street 


UTAH 
Sait Lake City: 
S. H. Clausin & Co., Inc 
(Br. Minneapolis) 
409 Darling Building 
Broadway & Main Streets 


Decker Jewelry Company 
107 West Second South 


Western Supply Company 
357 West Second South 


VIRGINIA 
Richmond: 
Phillips Whise. Jirs. Inc. 
12 East Grace Street 


WASHINGTON 
Seattle: 
Mayer Brothers, Inc. 
Fourth Avenue & Pike Street 


Simon Golub & Sons 
1417 Fourth Avenue 


Spokane: 
S. H. Clausin & Co., 
(Br. Minneapolis) 
911 West Riverside 


Simon Golub & Sons 
(Br. Seattle) 
Sprague & Wall Sireets 


WISCONSIN 
Milwaukee; 
C. Kuesel & Son 
213 W. Wisconsin Avenue 


H. P. Johnson Company, Inc. 
213 W. Wisconsin Avenue 


Inc. 
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INTRODUCTORY OFFERS 


This unusual new 
Community Plate 
pattern will be 
introduced with 
dramatic and 
dominant national 
advertising and 
the two value- 
packed introductory 
offers illustrated 
below. Order 
today in suffi- 


cient quantity. 


*Trade-marks of Oneida Ltd. 















e * 
THE FINEST SILVERPLATE 


ORDER FROM: 


Aisenstein & Gordon, Inc. 
Wholesale Jewelers 
Established 1895 


712-714 Sansom Street 


Philadelphia 6, Penna. 
Phone: WA 2-3995-6 





S$. H. CLAUSIN & COMPANY 


Minneapolis Salt Lake City 
Spokane 





me The A. H. Ficken Company 


850 Euclid Avenue 
Cleveland 14, Ohio 


Telephone: Cherry 1-1440 








E.W. REYNOLDS COMPANY 


Los Angeles Phoenix 


San Francisco Honolulu 


A BRILLIANT NEW PATTERN 
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vend SALE 


E FABULOUS, NEW 





PEX ENGINEERING and 
MERCHANDISING TRIUMPH 


Bice non who owns a watch, every customer who sees it in your store 
is G number one prospect for this newest Apex beauty. Whether or not he 
needs a new band, you can be sure he will want a LEATHER ‘n’ GOLDEN 
watchband. Seeing is believing, send for sample assortment today. 


Patented Universalok* ends, fit every man’s watch 
from 52" to 34”... snap on in a jiffy ... stay 
securely locked. 





GENUINE LIZARD 
Only Quadra-Flex** gives 4-way super-flexibility . : 
for Contour Fit . . . super-comfortable because it Available in 


moves as the wrist moves. Say Ay AY 4 FASHION-RIGHT COLORS 
' IN YELLOW GOLD FILLED 


3 FRAMES 
| yellow gold-filled top. Springs, rivets, frames. backs are : 
Stainless steel . . . Your guarantee of foolproof performance, Sport Rust — Turf Tan 
lasting satisfaction. Fully guaranteed. peaage tate 


Charcoal (a “natural” for black 
dial watches) 


RETAIL PRICE... $1295, 
Hou rpevadable Permanent, attractive point-of-purchase display 


KEYSTONE... $99° 
unit containing 12 assorted LEATHER ‘n’ GOLDEN bands furnished 
FREE with minimum order of 12 pieces. Also available in Satin Finish 


Stainless Steel with Genuine 
Lizard in Navy, Charcoal, and 
Smoke ‘n’ White. Retail Price 
$9.95, F.T.1., Keystone $7.90. 


You are candidly soiled to visit us vais the ANRJA Convention, on: 14- ry in the Le Perroquet Suites, Waldorf-Astoria Hotel, N. Y. 
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GOLD: PLATINUM- PALLADIUM 
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1137 SERIES 800 


Write for Free Illustrations 
of Various Styles 


SERIES 570 
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Accuracy 


Re & SMELTERS | _ EWEERS 
FOR HALF A CENTURY —— 


___Send us your Sweeps, Filings and Scrap___ 








COMING IN OCTOBER! 


— : 
s Steel Tableware Promotion 


to boost your sales 


25 million people will see this stainless steel table- 
ware promotion! The campaign breaks with a U.S. 
Steel 4-color advertisement in the October issue of 
The Ladies Home Journal. It’s based on the prac- 
tical and appealing theme—“‘For busy ladies who 
love nice things . . . Carefree tableware styled in 
solid Stainless Steel!” Mary Kay and Johnny of 
the United States Steel Hour will help sell this ex- 
quisitely-designed tableware to your customers— 
to young moderns and experienced homemakers 
—when they show off patterns on television. 
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To help you tie-in with this national promotion, 
U.S. Steel has prepared for you . . . and will send 
you free in September .. a beautiful display card 
that you’ll be proud to have on your counter or in 
your window. With this 4-color display, you’ll 
get a list of helpful hints for your stainless steel 
iableware advertising. Watch for these materials— 
and use them to capitalize on the October promo- 
tion that is designed to help you sell more stainless 
steel tableware. 


UNITED STATES Only Steel can do so many jobs so well 


AMERICAN BRIDGE + AMERICAN STEEL & WIRE and CYCLONE FENCE + COLUMBIA-GENEVA STEEL » CONSOLIDATED WESTERN STEEL + GERRARD STEEL STRAPPING + NATIONAL TUBE + OIL WELL SUPPLY + TENNESSEE COAL & IRON + UNITED STATES STEEL PRODUCTS 
UNITED STATES STEEL SUPPLY . . . Divisions of UNITED STATES STEEL CORPORATION, PITTSBURGH + UNITED STATES STEEL HOMES, INC. * UNION SUPPLY COMPANY + UNITED STATES STEEL EXPORT COMPANY + UNIVERSAL ATLAS CEMENT COMPANY 
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Stainless version of our smash-success — Golden Armor! 3 thrilling new 
‘ 
— Champ (on Armor Fashion-slim... 


#8291 A magnificent achievement in expansion watch with the ultra s 
band design. Wrist-conforming end pieces inlaid with fine demand in femit 
oxidized mesh. Non-corrosive stainless steel. Straight or 
curved ends. ACTA sh} 


#7291 — GOLDEN ARMOR 


Same as above in yellow. Retail, F.7.1. $10.95 
> whe {\ 
Ke , . < \" 
F4 \ 2a 
4, pm, 
WY ING 
le 
J / 
Pat 5 ; ' f. ' ie a ‘ *. wy 
1 u\SY ae A \ EE. ~ #6503 ...To steal her heart...a heart 
\ F ANS f t > ~A Se motif engraved to look like a diamond. 


Ve x yy : \ OY Ys Yellow or white. Retail, F.T.1. $7.95 


rew! Chieftain new! Senator 


3007... introducing a brilliant #7037... new custom-slim look. 
weted design in a full expansion Curved ends for round watches. | 
and. Yellow only, Retail, F.T.1. $6.95 Yellow only. Retail, F.T.1. $8.95 


| More Fash 


alll: 


|-B men’s bands illustrated have exclusive TM 


& 





new! Dixie Princess 


#6600... The smart tailored look in 


ite wi an important watch band. End-O-Matic 
ee eu adjust ends. Yelloworwhite. Retail, F.T.1. $6.95 


) BAND: | ONE! (2) Long (3) Extra long — add links 


- (4) Short (5) Extra short — remove links 
». Pat. #2,249/%% Fi ; JACOBY-BENDER 


Is you need A : P.. this Fall and Christmas 


Glamor Cini fet Nlmen 
3 thrilling new versions of the GOLDEN WISP 


Fashion-slim...fashion-right... beautiful new Golden Wisps * , 
with the ultra streamlined silhouette that is in such great fit HAH 


demand in feminine watch bands now! WONDER e ay 
e SLENDER Bente GRACEFUL \ 


FREE! 
GOLDEN WISP DISPLAY 


Lithographedinfullcolor ! Allyou 
pay for is the merchandise! Dis- 
play shows 6 Golden Wisp bands 
against a panel of rich silk velvet. 


Your Cost $18.45 
Your Selling Price 43.25 


#6503...To steal her heart...a heart #6505... Two precious tones... yellow #6501... The fabulous fantail design H $ 
motif engraved to look like a diamond. and white...in a divine harmony. ...in a Sliver-slim circlet of gleaming Your Profit 2 4.80 gk 
Yellow or white. Retail, F.T.1. $7.95 Retail, F.T.1. $7.95 yellow or white. _Retail, F.T.1. $7.50 


More Fashion News... fe te Ledlid ! 


new! Dixie P pincess | new! Medley new! Lullaby 


#6600... The smart tailored look in #6306... Exquisitely designed end #6054 . . . Star value in a gleaming full 
an important watch band. End-0-Matic links in a smart center expansion. Yel- expansion band. Yellow only. 
ends. Yelloworwhite. Retail, F.T.!. $6.95 low or white. Retail, F.T.1. $6.95 Retail, F.T.1. $4.95 


JACOBY-BENDER INC., NORTHERN BOULEVARD & 62 ST., WOODSIDE 77, N. Y. 
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WATCH BANDS 


VIP #8012 


J-B is proud to present the new V.I.P. watch bands for men... 
center expansions with rich panels of genuine leather or 
ebonized mesh to the fore... for all to see and admire! 


VIP #9007 Brown alligator panels, yellow expansion center. Retail, F.T.!. $8.95 
VIP #9008 Same as above with rust alligator panels. Retail, F.T.1. $8.95 

VIP #9009 Ebonized mesh panels, yellow expansion center. Retail, F.T.1. $9.95 
VIP #8012 All stainless steel with black alligator panels. Retail, $6.50 


ae 


VAD... ws: om A} Wery Jmrortant Prize: Pre: W.d.P. DISPLAY 


Very Darontant Pius All you pay for is the merchandise! oo 
J-B EXCLUSIVE : A Stopper for Windows! New! Unique! Replica of a —— “ 


Famous Diplomatic V.I.P. Dispatch Case 


m saat: bee : T > 
r This highly original and effective VULP | 
MULTI-SiZE TM, , window display shows the 4 “V.I.P.” by j 
LINKS J bands. You also get 1 extra of all A j ES 
“4 4 bands with the display—an assort- ; fev ths on." COMPARTMENTS FOR REPAIR 


ai pq pret Prt EI iN ou, 
a TT, 
. “a 
Fev OR *%, 
tR : %, 
* 


PLASTIC DISPLAY TRAYS... 
HOLD 10 BANDS EACH 


“one size band fits all size ment of 8 fast-sellers. vi 


hong ENVELOPES, etc. 
; ” petal 
wrists.” Add or subtract “ Your Cost Po INDEXED STOCK COMPARTME 
links in 10 seconds! No ¥ n your tile 


tools, no trouble—and no y " ; | —— "a DRAWER FOR TOOLS 
emg Your Selling Price .... 68.70 | adica'tians v0 08 10 th nn 


“U.S, Pat, #2,249,086 Your P rofit $38.10 FT J-B Sells only thru Authorized Whe 








iad EW AND A Wry _ Prorn-saun a 


SERVICE DESK > 
MERCHANDISER 


it’s a service desk 
2 it’s a handsome display 


3 it’s a stock control cabinet 


Here’s the “3-in-wonder” that works for you three 
wonderful ways. It not only sells watch bands 
for you but helps build your service business — 
and keeps your stock in perfect order! And the J.B 
Service Desk Merchandiser is just as handsome 
as it is efficient—durably made of fine grained 
wood with a natural finish. Worthy of spotlight 
position in your store. 


$35 SERVICE DESK 


FREE! 
All you pay for is the merchandise 


Here’s what you get! 
¢ a fast-selling assortment of 75 J-B watch bands. 


¢ 40 ladies’ bands, 35 men’s bands—including the 
brand new V.I.P. styles and all the news-making 
models featured in these pages. 


Your Cost...... . $238.50 
Your Selling Price . . . 546.40 


Your Profit $307.90... 








@ PLASTIC DISPLAY TRAYS... 
HOLD 10 BANDS EACH 


© COMPARTMENTS FOR REPAIR 
ENVELOPES, etc. 


e INDEXED STOCK COMPARTMENTS 
e DRAWER FOR TOOLS 
© HEAVY PLATE GLASS 





J-B Sells only thru Authorized Wholesalers 





THE PILLIOD CABINET COMPANY « Swanton 1, Ohio 


Please send___ +701, ae / <7 7), 


oil i aap pen re pk 
coupon if 

you sell am saasiil 
silverware 














hogony-finiched chest lined with Potific 
Cloth. Knife rack. individual slots for butter 


Same quality features as Princesse Chest except 


modern Honeytone Mahogany finish, Retail 
$10.50 a ee 
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HERE'S HOW OUR TREMENDOUS 


expan 


1955-56 promises to be the biggest and best year for you to cash in on the 


national Gold Filled promotion. We’ve added some exciting, new media to 
our advertising program — all designed to increase the demand for 


Gold Filled items — all designed to make greater profit for you. 


C... Don’t get caught short! 
e your stock of Gold Filled — 


Gold Filled Manufacturers Association, Attleboro, Mass. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





CAMPAIGN WILL WORK FOR YOU. 


3 ON TELEVISION 


DAVE GARROWAY 


Because of the great success we had last year, 

Gold Filled will again sponsor the Dave Garroway Show 
over the full NBC television network. 

During the Christmas buying season 13,000,000 people, 
twice a week, will hear the Gold Filled story from this 
influential personality. They will see Gold Filled items on 
TV. They will buy these items from you. 


N NATIONAL MAGAZINES 





SATURDAY EVENING POST 


‘ 3 Brand new! Yes, we’ve added the popular Saturday 
Evening Post to our advertising schedule, and 

Gold Filled advertising in the Post will reach a potential 
audience of 14 million readers. That’s a lot of 

potential customers — a lot of potential sales! 


LIFE 


A repeat performance — More times than ever before — 
Gold Filled will be in LIFE, America’s biggest magazine. 
Keyed to increase Gold Filled sales during the gift buying 
season, these ads will show many lovely Gold Filled 

items . . . and suggestions to make sure everyone looks 
for the Gold Filled mark of quality. 











USING FILM 


RKO has produced an excellent full color sales training 
film about Gold Filled. Suitable for Conventions, 

Trade Meetings, Sales Meetings, etc. And it’s yours — 
absolutely free. Just write to the Gold Filled 
Manufacturers Association for more information. 
POINT OF SALE MATERIAL 
Eye-catching counter displays tying in with national 
advertising will be made available to jewelry and 
department stores. You’ll get proven effective promotion 
at the point of decision. 


eee eee ARS RGyRt 
<“g. ae eee is 
f Be 


is and how it differs from less 
pe ive plates and washes. If you 
ould like a booklet explaining Gold 


Bs gf a Mea 


Chey ms P 
eee ae, 
re Bak 


COOK, DUNBAR, SMITH CO. « E.N. COOK PLATE CO. ¢ GENERAL PLATECO. + HORTON ANGELLCO. + IMPROVED SEAMLESS WIRECO. «+ LEACH & GARNER CO. 
e UNION PLATE & WIRE CO. ¢ J. STERN & CO., INC. e¢ STANDARD METALS CORP. ¢ A.T. WALL CO. « UH. A. WILSON CO., INC. 
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FEATURES 


sturdy-rivet construction 
shable, non-corrosive springs 
. nding styling 


+. 


Manufacturing Jewelers 
302 WALNUT STREET > PHILA. 6, PA. 


SALES OFFICES: 


NOTE: All BANOS SHOWN MR. Pe ORee KRAMER MR. dannii Z. KURS MR. JAY hese: 
MADE WITH 1 20-10K TOP, 580 Fifth Avenue 55 E. Washington St. 448 S. Hill St. 
STAINLESS STEEL BACK New York, N.Y. Chicago, Ill. Los Angeles, Calif. 
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WHY the name Tesla 


means more to more Jewelers 





Totslnek means VARIETY — with the most comprehensive 


line of jewelry on the market today. 


D | Tovah, means QUALITY — whether article is Forstar, 
Nn sterling silver, gold filled, 10 karat or 14 karat gold. 

iy 

" : | 
hee 8 Tovslaet, means SERVICE — as the jeweler’s quickest and 


most dependable source of supply. 


Tovstaet means PROTECTION — because distribution is 


a confined to legitimate jewelry outlets. 


THAT’S WHY you can feature 
these FORSTNER products with CONFIDENCE 


LADIES’ AND MEN’S WATCH BANDS : 

BRACELETS OF CHARM AND IDENTIFICATION BRACELETS 
LADIES’ FASHION JEWELRY 

MEN’S JEWELRY 

ANKLETS AND NECK CHAINS 


TRULY, IT’'S— Tevet, 


JEWELRY’S NAME FOR QUALITY 








Forstner Chain Corporation, Irvington 11, N. J. Sold through Authorized Wholesalers everywhere 


We cordially invite you to visit us at the Waldorf-Astoria 
Exhibits 73, 74 and 75 * Waldorf Ballroom * August 14th to | 8th 
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TONE 


the customer must come back for more... 


when you sel|| e 


Something extra-profitably new has been added to the 
precious person 16 YOU aia ADD-A-LINK family. The sales-stimulating newcomer is 
ADD-A-LINK Diamond Necklaces... “the necklace that g-r-o-w 
with each gift occasion!” Your customers start with one or 
more exquisite diamond links — add additional links 
as the occasions arise. Each time you make a sale, you can 
expect the customer to come back again... and: again! 


And, to send more business your way, we've planned a 


hard-hitting national advertising promotion! 


ORDER NOW ...CASH-IN ON THIS PROFITABLE PROMOTION 


Powerful national magazine advertising 


Mat Ads — Counter Cards — Displays — Stuffers — Pamphlets 
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seins NJ ED 


DIAMOND NECKLACES 





















illustrated is one of many styles. 

Brilliant Diamonds. Fine 14-karat White Gold Chain 
and Settings. Expert Craftsmanship. 

it g-r-0-W-s Prices start at $32 Keystone. Additional pairs 

of links easily attached by you in seconds. 


the 


e or 
| — Your customers will use every occasion 
ucan = — round-the-calendar to add another Se 
in! new link! 
ed a CHRISTMAS @ BIRTHDAYS 
ANNIVERSARIES @ VALENTINE’S DAY Minimum order delivered with this beautiful Black Velvet Display. 
MOTHER'S DAY @ WEDDINGS Write for additional information... 
N ENGAGEMENTS or visit us at the ANRJA Convention, 
August 14-18 in Suite 680, Waldorf-Astoria Hotel, New York City 
With Add-A-Link Diamord Mecklaces 
amphlets — Is m om To Your Selling Opportunity &% K A ot PA re & E os fe | 
© Duplication Of Inventory! FE 126 West 46th Street, New York 36, N.Y. | 
——\. Manufacturing Jewelers — Diamond Importers 
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HAND CARVED 


AL 
LAs 


MATCHED: WEDDING RING SETS 


for everlasting loveliness 


The touch of beauty that separates Barel Bridals 
from ordinary wedding rings begins on the 
drawing board of designer Fred Barel, inter- 
nationally renowned for his unique creativeness. 
From there to craftsmen who interpret and carve 
these designs carefully and painstakingly by 
hand. Thence to a mirror-finish polish that pre- 
serves and accentuates all the beauty and 
originality that is truly the Barel Bridal. 


Ask to see our full line of BAREL BRIDAL Matched 
Wedding Rings... the first choice of people who 
Sold directly to the Retailer desire beauty and quality above all else. 


by the Manufacturer The Barel Trademark 63 is stamped in the 
shank of every ring, assuring you of a Genuine 


Mats available free upon request hiliel Clkeoedl Original. 


24-Hour Service on all Special Orders 


BRIDAL RING COMPANY, INC. . 27 nessau street + New York 38 
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wrapped in beau 
store gift 
wrapping 
plan 











A COMPLETE PROGRAM TO GAIN PRESTIGE FOR YOUR STORE 


Only CPS ‘Wrapped in Beauty’’ offers everything your store Or choose cotton Ribbonette*, the ever p 
needs to build favorable customer impressions. No other tie is as ‘curls’, Complete your gift wrapping station 

lustrous as Satintone* and so versatile—it sticks to itself when Christmas designed counter roll and flat sheet papers .. 
moistened . . . curls easily into beautiful bows ... strips into — prints for model gift stations, merch 
desired widths and features the same vibrant color and sheen training suggestions. Write today for 
on both sides. And now spicy Candy Stripe has been added to —s information about the CPS appt 
complete the Satintone line. .- wrapping plan. 


eo ot * star AA 
improved ctlilinw BO fs MACHINE 
... Winds Better Than 2 Bows A Min: 
Convert idle periods into profitable periods by =— 
and stocking perfect bows. Even inexperienced clerks 


learn to wind two bows per minute. Cuts cost because of 
its speed and — of operation without ribbon waste 


FUPIAR? $]Q50 


























°T. M. Reg. U.S. Pat. OF. 





4 COP Voceccccccecccccssesecesececes 


Gentlemen: At no obligation to me, please send me additional information on: 


CHICAGO ] Your impreved Bow Machine 
PRINTED __] Samples and Information About Your “Wrapped in Beauty” Packages. 

















Name 
STRING CO. po 
. Ch 47 
oper 
i ve., New York, N. City Zone State. i 
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NEW HEART SCREW EAR WIRE 
in Sterling and V20 12-K G. F. 





FINDINGS—— 


SOLD TO THE MANUFACTURING TRADE 


B. A. BALLOU & CO. INC. Providence 2, R. I. 
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RONSON PROFIT PRE-VIEWS 


New Selling Stars to bring you Bigger Fall Profits 














See -Ronson 


at ANRJA Turn to 


am SS! SPECIAL LIGHTER 


7 oS AND SHAVER 
Waldorf Astoria = F DEALS alii YOU 


August 14-18 
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RONSON “PANORAMA” 
nem», WINDOW 


ONSON 


WORLD'S GREATEST LIGHTER 


THE PERFECT GIFT 
ho? ¢ LY EOE 




















This handsome illuminated 
permanent window. display 
is yours with... 


© No merchandise to buy 
* No loss of profit 


+ Popular pay-as-you-go 
merchandise certificate plan 





An illuminated motion display of the ” 


highest quality. You’ll be fascinated by \ Birthdays and 
the “mystery” motion designed to : 
stop traffic and focus attention on your 
RONSON Pocket and Table Lighter 
assortment. Ideal, too, for your night 
window or door display. 


Y Anniver saries 


Here’s how 


_— weinns gel 1. You coppice this — nade and motion window $15.00 
° Gitpicy for... ijn — . 
this handsome 
ha 2. With the unit, you receive a “RONSON Bonus Certificate 


RONSON Checkbook’ of 15 checks. Each check is worth 50¢ toward 


the purchase cost of any one RONSON Lighter of $6.95 
DISPLAY (M-2) retail value or more. 


3. TOTAL BONUS CERTIFICATE REDEMPTION VALUE... —- $7.50 


4. After redemption of certificates, the TOTAL ACTUAL COST 
OFTHE DISPLAY TO YOUis  ._—s_. $7.50 


Order your RONSON “Panorama” Aidiiety now threugh’ your 
RONSON supplier. Mark your order: Ronson Motion Display M-2. 


RONSON is absorbing a substantial part of the cost of this expensive 
“Panorama” display unit to make it available to you at a reduced price. 


maker of the world’s greatest lighters 
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RONSON 
EXTRA 


sng Lubricated far bits 





SHAVER 
OFFER! 





NEW RONSON SHAVER DISPLAY! 


Permanent! Handsome window display with golden 


banner accenting rich, red flocked chestnut board. SMART RONSON POCKET LIGHTER! 


Sturdy wrought iron base. Complete with 8 changeable RONSON “Princess” pocket lighter 


vinyl cards including both seasonal and sales #14806, in genuine alligator. Retail $8.50 
messages. Practical, year-round! : 


Here is the Ronson Shaver RS-1 offer: 
6 RONSON Shavers (#84007—plastic case) 
at $19.95 each, retail. . . . $119.70 


You pay (at your regular 6-Shaver discount) . . 71.82 
Your normal profit . . . $47.88 


Your ‘‘plus profit” Princess Lighter, retail . . . 8.50 
Your TOTAL PROFIT. . $56.38 


Plus free permanent display 





New RONSON Shaver backed by powerful national 
advertising campaign in mass media to pre-sell your 
customers. Make sure you have an ample supply... 
take advantage of this special shaver deal now. 


Ro NEO) \ Mae maker of the world’s greatest shavers 
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ARE YOU READY FOR... 


WATCH 


For the seventh year, jewelry stores across the nation are 


observing “Watch Inspection Time?’— the annual promotion 


designed to help you feature your Service Department as the 


number one source of greater traffic and volume! This is how... 


WINDOW DISPLAY 


And from the beloved Norman Rockwell 
painting in that ad comes the idea for 
the 1955 Watch Inspection Time display! 
You'll be able to use this brilliant atten- 
iion-getter month by month or straight 
through the year to tell people of your 


special watchmaker skills. 


Take time HE HAS HIS eve a : 
to keep -f on your watt of 
your wate : ~~ 


[8nd why 5 


hy 
[ninetee ~ ees, 


knows)” 


NATIONAL ADVERTISING 


Announcing “Watch Inspection “Time” 
to almost 40,000,000 readers will be the 
famous ad “What Makes It Tick?’’—in 
full color in the August issue of Reader's 
Digest. Your customers will see it. 


TAKE 
TIME TO weep YOUR warcH ON Time 


NEWSPAPER ADVERTISING 


Six advertising mats have been prepared 


for you to use in your own local news- 
paper. You can choose from several sizes 
and themes and do a solid advertising 


job for your service department. 
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NSPECTION TIME? 


SEPTEMBER 8-17 


STORE CONTEST 


This is especially for you! An exciting 


50 PRIZES 
contest with big prizes just for telling us 
what you’re doing to build store profits FOR JEWELERS 


and customer traflic. Complete contest 


details will be sent to you soon. AND WATCHMAKERS 


HOW TO GET YOUR WATCH INSPECTION TIME MATERIAL 


The Watchmakers of Switzerland are mailing to you complete details about 











“Watch Inspection Time” including contest rules, samples of the newspaper ads and 
a handy postage-free order card. If you do not receive this special mailing soon 
—please write and let us know. Address: The Watchmakers of Switzerland, 

c/o Suite 1105, 730 Fifth Avenue, New York 19, N. Y. 








WATCH INSPECTION TIME IS ENDORSED BY 








The WATCHMAKERS OF SWITZERLAND 


FOR AuGust, 1955 


CHALLENGE 


We hope you’ve seen the revolutionary new Gruen Watches. If you have, we promise you-it’s 
only the beginning. Our challenge at Gruen today is to make every new watch we create | 
truly worthy of the description... THE NEWEST LOOK IN TIME. 


This we promise to do. We promise to reject ruthlessly prejudice and timeworn custom | 
wherever necessary in favor of the unique, the different, the modern in order to fulfill this | 
challenge. 


And we promise that each and every new Gruen Watch style created will be promoted and 
promoted throughout the country ... with the ever-constant reminder — “SEE GRUEN... 
THE NEWEST LOOK IN TIME... AT YOUR LOCAL JEWELER’S TODAY?!” 


GROEN 


A. N. R. J. A. Members! L 4 
Come see us at the Waldorf Astoria 
Suites 4-J, K, L, M—August 14-18! 


GRUEN—THE PRECISION WATCH.©PRECISION®—THE MOST IMPORTANT TRADE-MARK IN WATCHMAKING.THE GRUEN WATCH CO.,TIME HILL, CINCINNATI 6, OHIO" 
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THE FIRST LADIES’ EXPANSION WATCH BRACELET IN COLORS 3 


4 


ok 


BY SPEIDEL 


FOR THE 
FIRST TIME ..... 


Leather ‘“‘slenderized” for a women’s wrist! 
Rich fashion colors made possible only’by leather! 
A perfect blending of leather and metal for feminine appeal. 


H1-95 Ft. 
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EVERY LINK REMOVABLE 
FOR EASY SIZING 
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“BALL OF FIRE” 


Each slender link set with 
shimmering rhinestones 
to give that look of 
diamonds. $14.95. F.T.1s 
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Your showcase will sparkle with i 


designs, all presented i 
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“Library of Best Sellers” 


Makes Watchband Selection An Open Book! | 


ELEGANT! DISTINCTIVE! 


Adds prestige to your store — adds dignity 
to your counter or window. 


@ Use it as convenient ‘on the counter” Display. 
This brilliant store display is furnished with ened 


the Twenty Speidel watchbands as illus- @ Hang it on wire for back drop wall or window display. 
trated. Also your Speidel Distributor will 

gladly work out an Inventory Control Unit @ Use it as stand up easel as center piece for watch 

best suited to your particular needs .. . as window ... or a sectional night display. 

shown on opposite page. 








Lifts on or 
off in 
a jiffy! 








SPEIDEL’S !©/7q4 THE MOST COMPLETE, EASIEST-TO-OPERATE 
INVENTORY CONTROL UNIT IN JEWELRY STORE HISTORY! 


HOLDS STOCK! DISPLAYS STOCK! CONTROLS INVENTORY! 


The entire unit is such a marvel of compact design 
that it measures only 15” wide and 12” high. 


YOUR COST OF IC/74 UNIT oe. $378.84 
YOUR SELLING PRICE (FED. TAX INCL.) cece, 847.30 


Order as IC/72 Unit 


—=—=—€_=—=="““— 














\@ 


YOU GET... 


— @B 
\@ 


A. Versatile brilliant plastic 
frame display as shown on 
opposite page (LB/20) — 
easily removable for win- 
dow or separate counter 
display. 


. 54 additional SPEIDEL 
watchbands, including all 
the newest designs in Plastic 
Utility Drawers. 


. Cabinet space for 90 addi- 
tional SPEIDEL WATCH- 
BANDS ...To give you a 
complete Watchband 
Department. 


“OR JEWELERS DESIRING A LARGER STOCK UNIT, Order IC/128 Your Cost of IC/128 Unit. . $ 640.35 
NIT. You get all the merchandise and display above, plus 54 atte. ... . Shee 
‘ditional watchbands — including added new designs, and Leaman. seta $1, 
ig and short watchbands. A complete inventory! (Fed. Tax Incl.) 


















SPEIDEL RENEWS BIGGEST TV CONTRACT 
IN THE JEWELRY BUSINESS! 


SEPTEMBER 26TH STARTS THE NEW SPEIDEL TELE. 
VISION PROGRAM FOR FALL . . . REACHING LITER. 
ALLY MILLIONS OF VIEWERS EVERY WEEK. REMEMBER 
THIS POWERFUL ADVERTISING PROGRAM DIRECTS 
CONSUMERS TO JEWELRY STORES FOR THE NEWEST 
IN SPEIDEL WATCHBANDS. 


STARTING SEPT. 26—MONDAY NIGHTS 
8-9 P.M. ON THE NBC 
NATION-WIDE NETWORK 





For your “Day in—Day out Neck Chain busines 


Your customers know the name “SPEIDEL”. It is just good 
_gwi business to display SPEIDEL Neck Chains where they can be 
_ seen and bought. 
















SPEIDEL N/7200 Unit combines Neck. 
Chain inventory control with a handsome “Point of 
Sale’ display. Unit includes 72 Neck Chains in 7 
Gold Filled, Sterling Silver and 10kt Gold . 
lengths from 15” to 24”. Order from your lene 
distributor Now. 


SPEIDEL CORPORATION 
70 SHIP STREET 
‘PROVIDENCE, RHODE ISLAND 
SALES OFFICES: 
NEW YORK * CHICAGO «+ LOS ANGELES 

~ : DALLAS * ATLANTA 






























It happened in... 
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can be 
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A 
His was a grave problem—he had Za i 





to go out of business, didn’t want 
his creditors to lose, wanted to 
avoid bankruptcy. But how? Sev- 
eral years back he had bought this 
business, Nelson-Page, one of the 
city’s fine jewelry stores, but he AR 
was under-capitalized for such a 4) 
venture. While he had been able /) 
to build the store’s vqlume, budget 
and credit sales had tied his hands 
—customers’ promises don’t pay 
a store’s bills. This was the situa- 
tion when we were called in. After 
analyzing the stock and figures, we Oo O 
stated (as usual, backing our state- 

ment with a cash guarantee) that 

a going-out-of-business sale con- 

ducted by Gordon Brothers would 








ck. net enough to pay the creditors in 

of & full, give him a clean credit slate. .- 

oi : And this is exactly what happened. 

in No airy promises on our part, no ; A 
EL % = guesswork on his. Results assured . ee , 63235 


by Gordon Brothers! 


% Karat Golds are 
made of gold, sil- 
ver, copper, zinc 
and nickel in vary- 
ing percentages to 
give any karat or 


color, —> 


% Sterling Silver 
ingredients are 
9212% silver and 
the rest is pure 
copper. 


then 


Here you see the ingredients of Sterling Silver and 
of Karat Gold—foods on which the Jewelry Industry 
exists and thrives. 

Through over half a century of Silver and Gold fab- 
rication, Handy & Harman has perfected the scien- 
tific methods and quality controls for converting these 
ingredients into Sterling Silver and Karat Golds that 
measure up to highest standards of fineness, uni- 
formity and gauge, in every ounce or dwt produced. 


And from them, Handy & Harman also produces a 
choice of metals with working properties specifically 
suited to the requirements of stamping, spinning, 
deep drawing and the various other silverware and 
jewelry making operations. 


TO MANUFACTURERS these metals give full play to the 
skill of designers and craftsmen, and make possible 
smooth flowing production without fear of spoilage 
and its high cost in wasted time and labor. 


TO RETAIL JEWELERS these metals mean a wider selec- 
tion of more attractive, better quality merchandise, 
plus the assurance that all articles made from them 
will live up to specified quality standards, 





HANDY & HARMAN 


NATION-WIDE REFINING SERVICE 

We refine all kinds of scrap, sweeps, liquids and other 

forms of waste containing precious metals. A long list 

Of manufacturers across the country, use our Service 

year after year. Likewise, a great many retail jewelers M 

regularly send us their accumulations of old gold, 

silver and platinum for processing. Specially perfected 

methods and equipment plus highly skilled technicians 82 FULTON STREET « NEW YORK 38, N.Y. 
and long experience assure an accurate return from 


every lot, large or small. Try us with your next shipment. UPTOWN BRANCH — 15 WEST 46th STREET, NEW YORK 36, N.Y. 
Quality frecious melals since 1867 





BRIDGEPORT, CONN. e CHICAGO, ILL. e LOS ANGELES, CALIF. e PROVIDENCE, R.I. e TORONTO, CANADA 
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BE THE FIRST TO FEATURE 


1956 SELF-WINDS 


NOW WITH [25 JEWELS! 
















WARRIOR LIGHTNING FRONTIER 
10K Yel RGP Steel Bk 10K Yel GF Steel 8k Bracetet $75.00 All 10K GF Case strap $85.00 
| Strap Resale $59.50 
With Bracelet $65.00 






ppventiseo 


\ %, : : \ ’ | * \ ‘ ; ‘ pa sistent E ’ a 
These new 25 jewel watches last longer because L r 


the jewels insure longer life in the self-wind mechanism 0 
. . every jewel is placed at important friction points, 
making the watch 3314% more friction free. 


CROTON 











ra i ¥ 





ANADA 


404 Fourth Ave., New York 16, N.Y. 
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...especially the six Simmons men’s sets in both 


Sterling silver and Gold Filled attractively grouped 


and displayed in their own tray. Sets start at $7.50 
keystone — and up. Also be sure to see the brand 
new display of women’s earrings and a multitude 
of other new items in ladies’ and men’s gold filled 


and silver jewelry. 


COMPANY 
ATTLEBORO, MASS. Come and see the new Simmons Line at the Golden 


MAKERS OF QUALITY GOLD FILLED JEWELRY FOR OVER 80 YEARS Anniversary Show and Convention of the American National 
SOLD THROUGH A SELECTED LIST OF WHOLESALE JEWELERS Retailers Jewelers Association at the Waldorf Astoria, 
Canadian Distributor: JACK W. LEES, 44 King St. West, Toronto, Ont. Aug. 14-18 inclusive. R. F. Simmons display in Room #565. 
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BE THE FIRST TO FEATURE 


1956 SELF-WINDS 


WITH EXCLUSIVE PERFECT CIRCLE* 


NORSEMAN FIRST LORD GUARDSMAN 
Stee! Bk. Bracelet Resale $49.95 All stainless steel strap Resale $54.45 All 10K Yel GF Strap Resale $69.50 
With Strap $43.95 With Bracelet $59.50 















2 ee oe ee ee ee a 
(oo On oe om on a oe oe oe oe ae, 


New Hidden Crown styling that makes 
all other watches look old-fashioned! rae 


. ee Th 
17 jewel precision movement. po 


\ * Patent Pending 


CROTON 


— 
say EYE x 
OF? 





it 404 Fourth Ave., New York 16, N.Y. 
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use the hee — 


Goods ak 


OO when they’re i) to buy! 


\y 


Such usage of the ‘Yellow Pages’ in telephone 
directories makes them a chief source of 
buying information in homes, offices and 
factories all over your community. 


So, when you advertise in the ‘Yellow Pages’ 
you’re putting your sales messages where they 
Find Your 


Nearest Dealer will do you the most good — right where 
Yell or Ped ee’ prospects look when they’re ready to buy! 


<-— If your business could be better, let the 
‘Yellow Pages’ help you make it better. 


Advertisers of branded products are using this 
emblem to tell prospects how to find their dealers. 














Why not take a closer look now at the ‘Yellow Pages’ for promoting your business? Call your c ~ 
local Telephone Business Office for the Classified Directory representative. He'll be glad to help. (4) 


THE JEWELERS’ CIRCULAR-KEYSTONE 








d¢ 


) 
One 


BE THE FIRST TO FEATURE 


1956 SELF-WINDS 


LADIES’ | DRESS | WATCHES 
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SEA LADY SEA NYMPH SEA NYMPH 
Waterproof*—~ Waterproof* — Waterproof* — 
Chrome Steel All stainless All 10K GF Strap. 
Bk. Strap steel case — Resale 

Resale Strap $69.50 
$43.95 Resale 


ee ee ee ee ee ee 
| eae ee Se Oe 
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y) | 
J DECOR % DARCY DAINTY 
2 Brilliant 2 10 Brilliant 20 Brilliant 
j Diamonds g Diamonds Diomonds 
14K Gold Case 8 14K Gold Case 14K Gold Case 
«Cord _ : — Cord — Cord 
Resale a Resale Resole 
$110.00 4 $139.90 $199.50 
a 
a 






Every woman is a customer for these 17 jewel 
dainty new beauties. Order now from coupon on 
next right hand page. 





*as long as crystal is intact, case unopened 
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UNIVERSAL ‘tiple your Gift Morte 


with ® pig COFFEEMAKER 
MONEYMAKERS 


Every day’s a gift day for one of your customers 
.make it pay off with these three fast sellers 
in the famous Universal line. Each one 
is another example of the quality and value that 
has made Coffeematic the top sales producer 
of the industry. Stock up today! 


. 


1) 8-CUP UNIVERSAL 








SERVICE SET 


Sells on sight! Deluxe 4-piece set 

including the famous 4408 Coffeematic, 

matching engraved tray, sugar and creamer  “Ssxsese==*"™ 
designed by International Silver Co. It’s a gift 

value no one will pass up. 





UNIVERSAL UNIVERSAL 


(io 


Beauty and coffeemaking per- i The most popular of all auto- 
fection in one...all the famous 4 i matic coffeemakers. Brews to 
Universal Coffeematic features ‘ the exact strength you choose, 
in gleaming, lacquered copper. i . signals “Ready”, and keeps cof- 
Makes up to ten cups. , fee at serving temperature. 


$3995 
8-cup model $24.95 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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VIKING 


Steel Bk. Case 
Strap 
Resale $29.95 
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AMERICA’S No. 1 


SELF-WIND 


PROMOTIONAL | WATCHES 


LADY 


Steel Bk. Case 
Strap 


Resale $43.95 





Bring customers to your store by advertising 


these tremendous 17 jewel values —the fastest selling 
self-winds in the watch business! Use coupon below 


to order watches and free mats. 








oe ee 










404 Fourth Ave., New York 16, N.Y. 
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CROTON NIVADA GRENCHEN 
404 Fourth Avenue e New York 16, N. Y. 
Please send me the following: 


25 Jewel Styles: Quantity Ladies oo Quantity 
Warrior (strap). LR aoe 


Warrior (bracelet) _............... Sea Nymph (steel) _.............. ; 
1 er ccre Sea Nymph (10K GF) .............. : 
WU 8 ecseceacenecns Decor leat le 


idden Crown Styles: 0  —————— 
jisean fr tbracetet} ee Dainty sessessesesseees 
Norseman (strap) —................ : ’ 
First Lord (strap)... Prpmationals: = 
First Lord (bracelet) ................ sll eareoie eee 
CS rea 


(0 Send me promotional material 

NAME 

ADDRESS 

CITY STATE 
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Want to know more 
t line, or 


\ling 


about vs, OY 
our Free Se 


Aids? Then write of 


visit 


DIAMOND RING 


MANUFACTURED BY UNTERMEYER, ROBBINS 


For both jeweler and supplier, the ingredients of success are the same. 


For 90 years we have believed...and so have our customers... that long 
after the gimmick of the hour is abandoned, long after the hocus-pocus 
of diamond “bargains” and trick merchandising stunts vanish into thin 
air, integrity, experience and value remain the only enduring foundation 
for a successful, profitable, and permanent diamond business. 


This is our credo, this is your priceless asset that builds more sales, profits 
and prestige for your store. 


UNTERMEYER, ROBBINS & CO. 
Manufacturers » Ringmasters Since 1865 


136 WEST 52nd STREET e NEW YORK 19, N. Y. 
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‘Heller and Son, Inc.+ The Tara Company = HELLER TARA, INC. 





Dean th 
imporlanl mayer 
? ALLL 
one of 
the world’s 
largest 
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H..<, in an advanced, one-level “flow” a Dp 
f 
“ff eltah 


operation covering 112 acres, skilled 
SIMULATED AND 


craftsmen design and produce the three cuntuaen reams 


great jewelry lines that comprise 

THE QUALITY GROUP. The newest 
equipment, scientific control at every step 
of manufacture, make the quality difference 
which you and your customers recognize 


in every Heller Tara product. 


don’t miss the BIG PROFIT PROMOTIONS on the next two pages... 








Deltah 


ond Tara 
presented on 
nationwide 
TV programs 





your most exciting 
simulated pearl promotion 


ever 


Meltah’s 


AMERICANA 
GROW 





Two things a man 


: an't res; 
and &ltting somethi SISt— plea 


sin : 
Ng for Nothing! 8 4 pretty gir} (you), 


— 
Dae] iW 


SM ULares 


PEanis 


7 chokers, 4 necklaces 
YOUR RETAIL $137.75 
YOUR COST 61.85 
YOUR PROFIT 75.90 
BONUS PROFIT 25.00 


from 2 free ensembles 


TOTAL PROFIT $100.90 
on cost of $61.85 


A vast coast-to-coast audience will read Deltah %& 


and Tara national advertising in America’s top 
publications. Every ad directs customers to 
jewelry stores! 





























FAST TURNOVER — BIG PROFIT — PROMOTIONS 










fashion predicts golden jewelry 


as Fall's selling sensation — 


olaTe| euves brings you the fabulous 


GOLDEN GLAMOUR r 
COLLECTION “<< _ 
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christmas gifts 
as priceless and & 
Nice aitterence 


jeam aS '¥ . 
tneit gmatl COS! 
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$16.50 MERCHANDISE BONUS 
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write 


10 necklace and earring ensembles 


YOUR RETAIL $121.50 
YOUR COST 54.45 
YOUR PROFIT 67.05 
BONUS PROFIT 16.50 


from free merchandise bonus 


TOTAL PROFIT $83.55 


on cost of $54.45 


Display DELTAH and TARA for extra sales! 


contact your wholesaler now! 


HELLER TARA, INC. 411 FIFTH AVE., N. ¥. 16, N.Y. 





Don't Miss this 


Tie-in with Feature-Lock—Feature-Glo 




























Get ready to cash in on even greater 
customer demand for Feature — the 
interlocking diamond ring sets that will be 
consistently advertised in large space 

ads this Fall in LIFE and other leading 
national magazines — reaching over 
44,000,000 readers! You'll discover 


customers actually ask for Feature-Glo by 


Length | 
IANT Bonus Book | 
SHAMED woune 


sions 






name, because Feature Lock Rings with 
Feature-Glo Settings* satisfy your 
customers’ basic urge to ‘‘get the most for 
the money’”’. . . just as you get more for 
your promotional money with 

Feature’s free dealer helps. 


FEATURE GIVES YOU 
SALES BUILDING 
DEALER HELPS 


FREE! 


NEWSPAPER 
ADVERTISING MATS 








COUNTER DISPLAYS 





TV FILM COMMERCIALS 
AND SCRIPTS 





ENVELOPE STUFFERS 





RADIO SPOT 
COMMERCIALS 








MOVIE FILMS 
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Double Feature 


Varo Mmm s-1(e10 me 4o]e lam Pi t-Vealolaleo Mm adialome-y-1(-%- Medi laal of 





arse HEu, ‘i . FEATURE RING COMPANY, Inc., 130 West 46 Street, New York 36, N. Y. 
SER, 


Contact your authorized Feature Lock wholesaler today! 





VISIT US IN SUITE #7F, G & H DURING THE ANRJA CONVENTION 
FOR AuGustT, 1955 


Waterman's 


the cartridge-filled fountain pen 
that needs NO INK BOTTLE 





The four beautiful pens shown here cover the 
price range of your favorite customers—the ones 
who look to you for something new and original. 


These pens are all beautifully gift packaged and 
are available in matching sets. Another inno- 
vation is that the matching set comes with 
Waterman’s wonderful new Convertible Ball- 
Pencil —that can be converted to a ball point 
pen. Get set for Christmas with a good supply 
of Waterman C/F* sets! 


For complete information and quantity discounts, write: 


WATERMAN PEN COMPANY, INC. 
SEYMOUR, CONN. 
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$15.00 plus tax 


22 Kt. Gold Electroplated 
inlay on Black, Teal 

Blue or Burning Sand 
colors. Packed with 

8 C/F cartridges. 

Sets, $20,00 

(plus tax) 


$12.50 
With the same great 
features as the $15.00 
C/F except that cap 
and trim is in brilliant 
chrome. Sets, beautifully 
styled, $17.50 


$8.75 


Brilliant Chrome cap 
and #rim in attractive 
color combinations. 
Sets, $13.75 


$5.95 


Merido metal point, 
satin chrome cap and 
trim. In wide choice 
of colors and smooth 
writing points. 


Sets, $9.95 
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ee 
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*Patent Applied for 
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it’s the new 


mailed to you... 


the way 4 out of 5 jewelers requested! 


. . and it carries the story of 
triple-power that only ANSON can tell! 


@ Biggest selling men’s jewelry, by far, in America’s jewelry stores 


@ Leader in the Crusade to preserve the life, the livelihood, the integrity 
of the retail jeweler 


@ Maker of the ‘55 line that surpasses any men’s jewelry ever made 
for excitement . . . styling . . . quality . . . elegance! Complete in 
every detail including sets, links, collar bars, pinettes, key chains 


and here’s triple-assurance of profit-power . . . 








History-making Traffic-Builders! 


Never before have jewelers owned such 
terrific power to pull in customers! 
Anson supplies it! Anson tells millions 
eager to win the rich dream-prizes on 
STOP THE MUSIC that they must see YOU 


. the retail jeweler! 


ei YOU ty 
a / 


have the entry blanks 
that make them eligible. 


For over a year, this electrifying 


You may be an —Sbmson 


“STOP THE MUSIC” WINNER 


promotion has developed the 
biggest traffic parade in jewelry 


history! And locally — it can 


: <3 ANSON-GRAM 

all be yours! Magnificent f i esc oaco e 
; ' a = & 4 The newest in elegance 

counter display will be sent —s a, ween, 0 nguring 
) ” pe a 

you to dispense the blanks. —. invauys, Yoer jeotter oom 


personalize them to your 
order 


Gtopthy Mais 


\ me -= 





Tell your wholesaler 





you want it! 


TV STOP THE MUSIC 
with BERT PARKS 








“Let me get into the act, friends! Because 
our show is selling treasures this year! Anson’‘s got 
everything — gold, silver, jeweled sets, 
diamond-studded sets, novel Anson-grams with 
their slip-in initials! And it’s all in the Anson 
catalog you'll be getting come August 15th!” 


BoAtRZ, 


power nails 





Ss stone WAME 


MATS, of course. But no ordinary mats. 
These carry the excitement, the impact, 
the testimonial plus of TV’s great STOP 
THE MUSIC show — and make fabulously 
successful Bert Parks sell for YOU! 








RADIO SPOTS are specially written to 
capture all the drama, the elegance, the 
fashioned flair of America’s most admired, 
most coveted men’s jewelry. The listener 
wants to see jewelry this remarkable! 
When they see — they buy! 





















But no ordinary mats. 
xcitement, the impact, 
s of TV’s great STOP 
and make fabulously 
ks sell for YOU! 


FESTIVAL PROMOTION — one of the 
most arresting features in jewelry history! 
A unique “motion” display revolves — so 
that every self-selling Anson set can be 
seen — admired! How this show piece 
dresses up your counter or window! 


FREE! Statement enclosures will feature 
sets from $3.50 to $17.50. 


They make your store headquarters for 
each hard-driving promotion. Low cost 
surprint charge ($3.50 per thousand) puts 
your store name on every mailing piece. 












e specially written to 
ma, the elegance, the 
erica’s most admired, 
s jewelry. The listener 
elry this remarkable! 
hey buy! 






























TV FILM COMMERCIALS — Terrific idea 
to tie up STOP THE MUSIC for you — 
practically make you the local sponsor. 
Just spot your personal commercial im- 
mediately before or after the show! 








STOP THE MuSstc , a 
BEeT PARKS . 


WINDOW STREAMER — Forceful, Eye- 
Catching Bert Parks Window Streamer in 
full color to get the “Man on the street” 
into your store. Use on your front store 


window, front door, or on inside counter 
display. Size 7” x 14”. 





LOOK FOR THE ANSON TRIPLE-POWER PACKAGE 
The ANSON FALL CATALOG — IN THE MAIL AUGUST 15th! 


No doubt about it! The Anson Fashion-Styled Tray does 
a terrific self-selling job! It’s smartly-fashioned fixturing 
you’re proud to display because it’s scientifically engineered, 
sales-tested profit-proved! Every tray carries a 
balanced assortment with its own individual flair, 
its own intriguing personality. Luxuriously crafted, it makes 
every item more appealing. It’s the kind of fast-selling power you 
get only from ANSON ! 























Brand-new for Christmas! 










































































































| ; Hove's the kind of style to spark Christmas 
| : profits! It’s what people want! We know, because HHT 
| these three pretested designs proved the most | HEMET 
, popular among hundreds of men and women. i | 
| Study the sparkling designs of the new nul 
re SILVER FILLED ZIPPOS— i mH ZN 
4 
| tT ‘\ 
Rhodium-plated to preserve the sparkle and 
or Ba + i) ee ee) ee a ee CTT a 
t luster of polished silver! Won’t tarnish on your 
~ . shelves! Resist scratches! Easiest of all Pani 
e. | silver items to handle . . . and sell! Nal 
| — \ hal 
| Perfect jewelry store price—$11.50, plus tax— it ; Pen il 
. » Sy 
for fast sales and good profit! | A eat N) 
P . . -. eye é ° 7: D ETN 
Backed by famous Zippo guarantee—if a Zippo ony srl any 
ever fails to work we fix it free! Fa the lave i : 
: ment! S 
/@- a | i\f ! 
in iit WIT 
st” | 
re im | | 
fer I | | i! 
7 Bilin O, 
Zl ® 








Always works—or we fix it free 






























































Zippo Manufacturing Company, Bradford, Pa. 
In Canada, Zippo Manufacturing Co., Canada Ltd., Niagara Falls, Ont. 
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GET Tho PERMANENT 


ess of Toastmaster toast. 
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Here’s How You Get This AF 
Beautiful Display FREE on 

















1275 DISPLAY PROFIT BUILDER \ 


Double Your Money! You Get 1 #B16 Powermatic Toaster at Special Cost 
of Only $13.75 (50% off) ... Plus Permanent Toaster Display ... with Your Order for 
2 #A6, 2 #B18, 1 #B16, and 1 #C4 Toasters. A Total of 7 Pieces. 













EXAMPLE You Get FREE 
Quan Model List Dealer Cost Permanent Golden-Slice Toaster Display 
1 B16 $ 27.50 $ 13.75 You make 
2 A6 35.00 22.04 $13.75 Profit (50%) on B16 Toaster at Special Cost 
2 «B18 45.00 28.36 You Make 
1 B16 27.50 17.32 $3.57 Extra Profit on B16 Toaster at Special Cost 
1 C4 39.50 24.87 LIMIT 
is Not More Than 1 Display Profit-Builder 
. oe — to Each Retail Outlet 
$184.25 $106.34 





C 


TOASTMASTER PRODUCTS DIVISION 


McGraw Electric Company, Elgin, Ill. 
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OASTMASTER DISPAAY FREE 


Your choice of' gold or silver... 


|| Ei) (PKouihi, Leo} 


Here’s a Real Sales-Builder- a silent salesman to help you 
sell more Toastmaster toasters. This jewel-like presentation display is a permanent 
merchandiser with the quality construction and appearance worthy of the fine prod- 
ucts it promotes. 








It’s made by an ingenious process of mirror silvering and vacuum metalized mold- 
ing of rich gold or silver plastic over a sturdy base of Masonite and wood. Its gleaming 
gold or sparkling silver is tarnish-resistant, durable, and easy to keep clean. 25” wide, 
1634” high, 1514” deep. 

This beautiful permanent Toastmaster display allows you to give your customers a 
selection of uhe finest automatic toasters in the market—the only line that offers one-, 
two-, and three-slice toasters, priced from $17.50 to $39.50. 


Selis more toasters—helps you trade-up to greater toaster profits. 


+195... 


"DEMERS cHOItE PROFIT BUULDER! 


Double Your Money! 50% Profit 
on the 1 #B18 Automatic Toaster 
You Get at Special Price! 


Profit-builder offers good only until Aug. 31 
or may be withdrawn earlier at our option 










**TOASTMASTER™ and “‘TOAST 'N JAM” are registered trademarks of 
McGraw Electric Co., Elgin, Ill.,© 1955. 
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450 THREE-PIECE 


7 venvee’s ewoiee profit BuNDER/ 


You Make $9.50 Profit 
on #B18 Automatic Toaster 
at Special Cost 
































You Get 1 #B18 Automatic Toaster at Special 
Cost of Only $11.25 (50%, off) with Your Order 
for Any 6 Toasters or “‘Toast ’n Jam’’* Sets of 
Your Choice. A Total of 7 Pieces. 

You Make $11.25 Profit (50%) on #B18 Toaster 
at Special Cost. 

Limit—Not More Than 6 #1125 Profit- 
Builders to Each Retail Outlet. 








You Get 1 #B18 Automatic Toaster at Special 
Cost of Only $13.00 with Your Order for 
Any 3 Toasters of Your Choice. A Total of 
Only 4 Pieces. 

You Make $9.50 Profit on #B18 Toaster 
. at Special Cost. , 











FREE MERCHANDISING KIT! 
Yours free with any Profit-Builder offered here. Contains 


display material, folders, and a wide assortment of sales helps. // 
Oner From your distributer WMO) O 
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NOW-TESTED & PROVEN 


by the nation’s foremost 
independent research organization 


s Glut Custom Ys * rings 


SUPERIOR IN DIAMOND HOLDING STRENGTH 
by 57, 7%, OVER CONVENTIONAL MOUNTED DIAMONDS 


from the report 


Load Applic 4 (1bs) 
88 
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Sell Duet Custom Set* rings in complete confidence. No other line of rings offers you 
the same unique money-saving and time-saving advantages. 


ONE CENTER DIAMOND IS ALL YOU NEED STOCK FOR A COMPLETE RANGE OF DUET 
CUSTOM SET RINGS. SET THE DIAMOND YOURSELF .. . IN LESS THAN 12 MINUTE! 


Consider this in terms of lower diamond inventory . . . increased on-the-spot remount sales 
. . additional capital for move extensive ring selections and increased ring sales potential. 


From any point-of-view Duet Custom Set represents the most profitable ring line in the country. 


Mats and descriptive literature available on request. 


1 Complete report in our files available for your inspection. 


* Patent Pending 


Sold only through authorized distributors. 
Write us for name of your nearest distributor 


KUSHNER & PINES INC. 15 West 47th St., N.Y. 36, N.Y. 








new product... 
a new source of profit 


BOONTONWARE — America’s largest selling dinnerware \, 
Guaranteed Against Breakage — is the perfect product 
to create new customers and new business for you! 


Advertised for years in the nation’s 

: DS finest magazines, this product of prestige 
is now backed up by one of the hardest 
hitting store promotions ever created by 
any dinnerware manufacturer. 








You will be surprised at how easy it is 

to open up a rich new source of bridal, 

giftware and homeware sales with BOONTONWARE. 
Write today for full details! 





MELMAC dinnerware at its finest 


\ 


\ 


Boontonware Division \ 
THE BOONTON MOLDING CO., Boonton, New Jersey _ DEerfield 4-4400 (From New York, COrtlandt 7-8278) 





FROM THE INVENTORS OF ELECTRIC SHAVING ON THEIR 25TH ANNIVERSARY 


Presenting the 


... shaves closer thar 


Eye-catching new styling! New perfec- 
tion—new precision from Super-Honed 
Head to Hi-Power Motor! 

On 56 acres in Lancaster, Pa,, Schick 
has just built a great new plant—the 
largest plant in the world devoted solely 
to manufacturing electric shavers. Here 
at the new electric shaving headquarters 
of the world is the most painstaking 
shaver assembly line ever created, pre- 
cision-building the finest shaving instru- 
ment ever known—Schick’s new Silver 
Jubilee Shaver! 

The new Schick “25” is the biggest 
step forward since the first Schick in 
1930. New beauty! New closeness! New 
larger chrome Whisk-Its. Beautiful new 
black and silver Caddie Case! 

The Schick “25”’’ is the newest, most 


advanced electric shaver you can find. 
And it will be the most widely advertised 
—to consumers and to the trade. Be first 
in your town to meet the big demand. 


3 EXCLUSIVE REASONS WHY NOTHING 
SHAVES CLOSER THAN THE SCHICK “25” 


1. Super-Honed Heads With New Sharpness. 
Honed and finished to a sharpness un- 
matched by any other shaver. Result: easy, 
quick, and amazingly close shaving of 
every whisker. Never pull or pluck like 
ordinary shavers. 

. Curved Combs With New Precision. Curved 
shape presses down skin around each 
whisker for gentle shaves, no irritation. 
Comb guides each whisker into place no 
matter which way it grows. 

- Hi-Power Motor With New Perfection. Snap 
it on with a touch of the switch. Goes twice 
as fast as an airplane engine at 300 mph. 
World’s most powerful motor for its size. 
Power enough to shave the toughest whiskers. 


SCHICK PAYS HALF 
OF YOUR ADVERTISING COSTS 
Newspapers—TV—Radio 
@ Advertise any time till Christmas d 
@ Send paid invoices, tear sheets direct 1 
Schick Incorporated, Lancaster, Pa. 
@ Schick pays half of cost to you in cash 
@ Exciting ad mats, TV and radio scripts FREE 
@ See your Schick distributor for details 
@ Schick reserves right to withdraw this offer a! 
any time 
@ Co-op advertising is confined solely to the 
Schick "25" and does not apply to any other 
model. 
FREE SILVER JUBILEE DISPLAY 
—and Schick '25"" Promotion Kit 
© Self-selling display and dynamic window 
streamer 
@ Free with any order before September 15 
@ Supply limited—offer may be withdrawn 
@ Be first in your town to promote—and profi 
with— Schick 


ORDER THE NEW SCHICK “25” FROM YOUR SCHICK DISTRIBUTOR TODAY! 
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BACKED BY THE BIGGEST ADVERTISING IN SHAVER HISTORY 
College Football 


8 major NCAA games—on the NBC-TV network 


e Reaching over two-thirds of U. S. homes 
e Special promotions e Special color telecasts 
e Features two top sportscasters—Red Grange and 


Robert 


Montgomery 
SHOW ON TV 
Full-hour TV show co-sponsored 
every week over complete NBC 

network. Top dramatic show. 
¢ Bright stars, bold drama, 
new prospects 
¢ More commercial time than ever 
before to sell the Schick **25” 
¢ Will entertain and sell 
24,000,000 prospects 
every week 
The new Schick ‘‘25”’’ will be the 
most widely advertised shaver on 
TV this Fall and Christmas. 
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Lindsey Nelson 


HERE ARE THE GAMES: 
Sept. 17 Miami at Georgia 
Tech 

Oct. 1 Ohio State at Stanford 
Oct. 15 Notre Dame at Michi- 
gan State 


Oét. 29 lowa at Michigan 
Nov. 19 UCLA at USC 

Nov. 24 Texas at Texas A&M 
Nov. 26 Army vs. Navy (Phila.) 
Dec. 3 North Carolina at Duke 


Plus Regional Telecasts of lvy League Games 


on NBC. 


TOP GAMES ON THESE DATES: 

Sept. 24, Oct. 8, Oct. 22, Nov. 5, Nov. 12. 

The nation’s top teams—every section, every conference 
—an outstanding football event every week this Fall. 


Life!... Post! 


MORE THAN AN AD 
A WEEK 


18 full-color ads—spreads and 
single pages—packed into less than 
90 days. In LIFE, SATURDAY 
EVENING POST. 


e over an ad a week 


e reaching a combined audience 
of 75,720,000 from 
September to Christmas 


The new Schick ‘‘25” will be the 
most widely advertised shaver in 
magazines this Fall and Christmas. 


SCHICK INCORPORATED 
LANCASTER, PA. 














THE RING THAT 
CHANGED AN 
INDUSTRY 





TRADITION 








TRADE ON 


pacing ring styling for half a century 


When horses first pulled over for horseless carriages, there was an evolution, too, 





in ring styles. Orange Blossom converted the drab wedding band into a symbol of 
beauty and set a fashion pace. Today’s Orange Blossom creations in engagement and 
wedding rings are still the most fashionable to be found. And, of course, Orange 


Blossom rings have continued to be the standard of guaranteed fine quality. 








a new concept 
in bonus 


merchandising () CE 
The Traub Dealer Advertising Perticipation MME son RING CREATIONS 


Program is the most liberal ever offered the 
trade. It places emphasis where it belongs— 

on the individual advertising and merchan- 
dising problems of each dealer. Ask about it. 
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This is only a sample of the selling punch of the NEW Foster men’s line. This beautiful 


wood-grain plastic tray is FREE with scores of assortments. Look at the stunning styles. 


een 


engineering behind the remov- @ : 








Consider the sales able pads 







which are instantly transferable to smart gift boxes 


like this. And remember: there are dozens of 
SPECIAL assortments like the phenomenal 
Jim Dandy YS > assortment shown here, See created espec- 


ially for boys with Indian, Cowboy, Old Time Car, and Foreign Coin designs. 
Again, we say: this is only a sample. Ask your wholesaler to show you ALL of Foster’s 
NEW profit making merchandise. 
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RAKE IN PROFITS ANp;A 


KIN-LOCK- 








PACKAGE =}~_7 
$424.00 KEYSst¢ 


THIS IS THE “GIVE-AWAY” 
THAT BRINGS CUSTOMERS 
INTO THE STORES—3 TIMES 
—TO HELP YOU SELL THEM— 
AGAIN AND AGAIN! 


Beautiful Laminated Wooden 
Plaque 10'2"’ x 12” 


Gold Beveled Edge — Mahog- 
any Border 


Triple Thick Plywood 
Regular $15.00 Value 


Your Customer makes the pur- $64.00 Set 
chase and sees her FREE gift 


Several weeks later, after the 
wedding—Your Customer must 


- return to bring you an 8x10” . ML 2065 


ph oto a Set 


5-7 weeks later, the finished 
plaque is returned to you for 
presentation to Your Customer 


3 Splendid Selling Opportuni- 
ties For YOU! 





WITH EACH PACKAGE YOU RECEIVE: 
FREE Display —FREE Sample Plaque—FREE Me! 





All Prices Keystonee Rings Enlarged To Show Detail 


Write—wire—phone for full details from DAVI D SA RKI N | N ( ? i 


WIN A LINDE STAR RING IN SARKIN’S LUCKY ‘‘TREASURE CHEST CON’ 


NR. 
at the ANRJA show. Get your lucky key at our booth during the show. 


Np;ALES WITH THESE 3 SARKIN | 


[:oWER-PACKED PROMOTIONS! 


Here are 3 promotions from SARKIN that will bring you a windfall | 


in sales and a harvest of profits! 





Everything centers around 3 “KIN-LOCK’’ DIAMOND RING PACKAGES 
... consisting of 19 sets... giving you a maximum inventory — minimum 


investment! All of the desirable price ranges are incorporated in each 


tis (ol colU] MMA Liao ME T11 o)(- SM) (-1 elie] oR (OMe I NZI ZolUMR Ialel mol(ele(-1am oldla-MUlil mre] (-t 
KEYStc 


Yet, they consist of the most appealing styles and popular weights... all 


PACKAGE =2—6 SETS within reach of the consumer! 
$579.00 KEYSTONE 














ML 3051 
$150.00 Set 


PACKAGE ~—3—6 SETS Hi 
$1283.00 KEYSTONE ij 


ML-3049 


ML 3046 
VY Kt Total Weight 
107.00 Set 
$136.00 Set : 


be a ; ML 3047 

L 2062 Cai 1 \ } V2 Kt Total Weight 

$75.00 Set ML 3050 \. , $210.00 Set 

Va Ki Total Weight 
$136.00 Set 


ML 5048 
\, % Kt Total Weight 
$230:00-Set 


ML 2072 
$79.00 Set 


ML 4027. 
V2 Kt Total Weight 
$200.00 Set 


ML2074 
$80.08 Set 


1 Kf Total Weight 
$400.00 Set 


These 3 ““KIN-LOCK” DIAMOND RING PROMOTIONS are typical SARKIN 
VALUES created to bring you traffic and sales. Each engagement ring and 
wedding band are joined together by a tiny, precious lock... set in beau- 


tiful 14 Kt. gold mountings. Each set represents an unequalled diamond 
value! 


REE Mat 


For PROFITS—PRODUCTS—PROMOTIONS—PRICES—No One—But No 
One-Can Offer You More Than DAVID SARKIN INC. 





N( 37 West 47th Street, New York 36, N. Y. Leading Ring Stylists Since 1922 


ale) 


CON * 8Ure to see SARKIN’S “LUCKY 7” DIAMOND RING PROMOTIONS at the 
RJA Convention in New York—Aug. 14-18, Booth 42, Main Ballroom, Waldorf Astoria. 




















What's going on 
at the Waldorf? 














It’s terrific! It’s sensational! Something you cant afford 
to miss! An unusual new setting will be unveiled at 
the ANRJA Jewelry Show at the Waldorf-Astoria in 
New York. It’s a ring designed to build the greatest 
diamond sales in your history . . . created by FIANCEE! 
It will pay you to visit us. 





GOLDSTEIN-GERSON CO. INC. creators of FIANCEE INTERLOCKING DIAMOND ae! 


130 WEST 46th STREET NEW YORK 36, N. Y. 


a 





West Coast Representative, KENNETH M. COHEN ° 448 South Hill Street, Los Angeles 13 
MUtual 7488 
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Loreat new micers 
and the only 











J year quacantee 
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Hamilton Beach 
2 New Mixe 














Ky enins | 


yhe saturday r 
pos! 


Succ 
Grothe Farming. 


MODERN BRIDE 






Better Homes 


and Gardens 


RIDES uidersBride 
All these selling features plus the 


J-year guarantee to close the sale! 


NEW FOOD MIXER 


e@ The only mixer designed for 
smoothest mixing without a spatula! 

. New finer-blending beaters : 

e@ New Mix Timer ends guesswork 

@ New easier-to-read Mixguide 

@ Newly styled for modern needs 


NEW MIXETTE 


@ Tailor-made to modern needs... 
“fits” her hand, home, and purse 

@ Balance-tested for easy handling 

e@ New longer beaters; new ejector 

@ New 3-speed switch on handle 

@ Stands on end for easy draining 

@ Packed in gift box. 
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= Backed by 2 company in business over 150 = 
Ss years! All Hamilton Beach mixers are so well —— 
aan made, you get a S-year guarantee—4 years <> 
SS longer than standard guarantees. This covers <> 
Ss all partsand labor, including the motor, except oF 
= ing only the cord set, bowls, and damage —— : 
— caused by misuse. — ; 
a, a 
Be — ‘ d beater ' 
= ~ <= pve Homilton 
ey “ —— % ats right up te 
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$195 


(white) 


$9150 


(chrome) 


in gift box 


Includes bracket ond 
screws for wall mounting. 


5-year guarantee 
covers all Hamilton Beach 
motorized home appliances, 














. ® full 
(\lixette ye ST ee 


Mixette is tatlor-made to your modern 
needs! Tested balance makes it easy (0 
handle. A new 3-speed switch nght on y 
the handle makes it easy to control. And 
it comes complete with a wall bracket 
Get the feel of a 


meth new “ 


to keep it handy. 
ime the easi 


Mixette! It beats everything, from egg 


whites to molasses cookie batter, in seroles— 


any bowl! 9.50 (whi 


e New longer beaters insure quick, complete 
blending in deepest bowls. 

e Stands on end for easy draining. 

e New positive beater ejector pushes beaters 
out for easy cleaning. 


Ris 
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and 
$| 0-Year Guarantee! 
C: 
, “ ' t } . 
ie Hit-oF: Miss Mix NG! Atlast! A selling tool 
e's proof of finer blending! that sells QUALITY! 
Everyone in the business 
MILTON BEACH sien’ Hite Bech tnt ny 
. | : — Satin ae your cerns 
zaps show how Pe leading mixers compale... einai sige baigreicme i 4 
- Center prbomange ~ of sess 
es ec than standard guaran- 
quality of ‘eee gon ey or 
mixer is an “‘insured buy.”’ It te 
customer, at a glance, what a : aa: 
pe — ‘talk might not do! And it 
service eae var telage eilone a me os 
guarantee— sell it as the “‘insured buy”! 





See how Mixer "8" leaves une 
mixed pockets and dry lumps. 
Beaters do not touch bowl 
e. Result: coarseness. 










Mixer “A” piles up mixture 
around side of bow! Beoters 
do not touch edge of bowl. 






ed beater morks on bowl 





ove Hamilton Beach Mixer 
edg 


ats right up to edge of bow!! 
Note resulting uneven mixture. 


pte smooth, creamy mixture. . “at 
* 2 
Wich Mix Timer, 395. Chrome finish mixet 
$3995 and 2 stainless stec $10 additional. Juice Ixing en ter 





hai 
Unless 0 tla, all other Bowl Control reaches all ingredients, 
pent a reaks and dry- for smooth, lump-free blending, edge extractor, sold separates 
ont hit-or-miss “ to edge. Inuding 2 
ing—the cs baking failures: You'll find this mixer beautifully em a : 
Se ec paca insures sales action! 
gives you s Inixes without a needs. Just slide it off the stand and it’s t 
spetul ; mixer that gives a portable. Thumb-dial the Mixguide ; ap ad 
you full King The com- for any of ten tested speeds. Ask for a j ‘ “ GF ZA 
bination of cheaters and the demonstration today! i . 
©All tests made for 1'/2 minutes without use of © scraper, wi j 


Mey HAMILTON BEACH Liqui-Blender 


1 
th new “Cut-'n-Fold” action blends faster, cuts finer, 








it the easiest food-fixing ever! Blends soups, salads, be 
setoles—dozens of tasty treats. With recipe book, Eee é 
950 (white); $44.50 (chrome). SS 
‘ 
AMILTON BEACH | 
\ om ...the most reliable name in mixers! ‘ a 
Ba new Mix TIMER J 
ae Ends guesswork, chimes "i eccenesenenn 
at any pre-set me, up CO 
Beach Co., Div. of Scovill Mfg. Co., Racine, Wigs — 15 minutes. (Optional) 
It puts “everything in mixers” 


in one spot, and features the 
new 5-year service guarantee. 
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Fine timepieces — Carefully selected — Fully guaranteed. 








“MODERN”—ALARM 2033 $9.95 
HEIGHT: 4” WIDTH: 5” DEPTH: 2%” 
MEDIUM; also DARK or BLOND MAHOGANY 








LOCK GEMS in a setting of precious wood. Three graceful, 
original designs — each carved from a block of richly grained 
solid mahogany. Choice of dark, medium, or blond finish. Thirty- 
hour French alarm movements, luminous dials. Gift boxed. 
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PRICES PLUS FEDERAL TAX SLIGHTLY HIGHER IN THE WEST 


THROUGH YOUR WHOLESALER OR INQUIRE 


in Stonsitotarn L. HARRIS COMPANY INC. 
dlesalers . . . Don't miss the complete Affilate: ENDURA TIME CORPORATION 


display at our showroom — just 3 minutes : 
by taxi froin the Waldorf-Astoria Hotel. 443 FOUNTM AVE. AY. TOURUIOTIE SE. U0i 28s FG Te oe a 








“HARLEQUIN” 2036 $24.50 
High style modern wall clock. Decora- 
tor’s delight in hand rubbed solid 
walnut and birch. High quality eight- 
day 4-jewel Bayard movement. Key 
wind. 


HEIGHT: 1812” 


“SYMPHONY” — MUSICAL ALARM 2022 $15.50 
Hand painted floral design on lustrous lacquer. Assorted popular 
tunes. Colors: Black, Gold, Silver, Ivory, Green, Red. Gift boxed, 
HEIGHT: 6%” WIDTH: 44%” DEPTH: 214” 


“DIRECTOR” 1890 $25.00 


The finest executive gift. High quality eight-day 7-jewel lever Bayard move- 
ment. Saddle stitched genuine leather. Colors: Pigskin, Tan calf. Gift boxed. 
HEIGHT: 52” WIDTH: 612” 





“NAUTILUS” 2037 $9.95 
Traditional ship’s wheel in brushed 
brass. Jeweled Thirty-hour French 
alarm movement, luminous dial. 
Gift boxed. 

HEIGHT: 4%” DIA. OF DIAL: 3%” 
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~. “SUITCASE” 1981 $10.95 
real suitcase. Topgrain Tan cowhide, 
stitched. Thirt, alarm. Gift Boxed. 
Size closed: 2%” x 3” 


“SUITCASE” © 107 $14.95 
Same with 7-jewel movement. 


“DUPLEX” 2048 $14.95 
Cleverly designed travel alarm with compartment for studs, 


tings, etc. Topgrain tan cowhide, saddle stitched. Gift Boxed 
Size closed: 2%” x 514" 
“DUPLEX” 108 $19.95 


Same with 7-jewel movement. 
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yith our WID DING RING promotion 


12 best selling styles combined into one sensational pro- 
motion unit that will give you fastest turn-over of any 
other rings in your store! 


two-tone combinations. 


$ Free This eye-arresting 3-dimensional color- 


$ Hand-carved, faceted yellow and white 14K gold 


ful velvet covered window displayer. 


he Established factory resale 


price tags that guarantee a high, 
healthy mark-up. 


The famous Polishook serv- 
ice is always dependable.... 
24 hour delivery on “spe+ 
cials.” 


$$$$$$S$ ym 
Bsssssssssssse 
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$$$$ $35 





+ ee 


There is a Polishook 
Salesman in your territory . . 
Write today and we'll send 
him to see you. 


K. POLISHOOK & SON cove. 


216 EAST 45th STREET, NEW YORK 17, VAnderbilt 6-1564 








Manufacturers of “Everything in Rings’’ Since 1898 
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NEW! Beautiful! Tested for sales appeal! 
In wood, brass and gay-colored cases-— 





1. CIRCLEWOOD, light or dark mahogany, 
alarm, $7.98*. Luminous, $8.98" 








’ a 
Here’s the greatest clock 2. ie silver-plated dial, brass 
. i 3. COLONIST, handsome wall clock, red, black 
| promotion ever. or gold color, $14.95* 
1] 4. SWIRL, chrome-color or copper-color 
| Five big alarm clock ads and four-color kitchen clock, $4.98* 
} Christmas page in 91 Sunday newspapers. 5. LUMINARY, fully luminous, alarm, $5.98* 


_ HARLEQUIN, luminous, alarm, $6.98* 
PLUS four-color Christmas double spread in November Reader's . pdm mndanes 


: 7. FIDELITY, light or d , alarm, 
Digest. eee ight or dark mahogany, ala 
PLUS dramatic TV announcements on Dave Garroway “Today” . sags SEE ORS Te, AO, 
| lane 9. INHERITANCE, decorator styled, brass dial 


PLUS free dealer helps: ad layout book, product mats, sug- 10 ir acrnsaeamyaie (gl yelloe 


gested display ideas, envelope stuffers, and radio and TV scripts. or green, $8.98* 
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E! Telechron c@Gezize chcés 


hacked by the greatest clock promotion in history 


Sales Appeal Tested— New Wall and 
Counter Displays to Speed Sales 


GENERAL QP ELECTRIC 
elechron 
.<¢ MABCTRIG CLOCKS .. 








“ROTO-RAMA" DISPLAY 
e Requires only four square feet! 
® Top section holds six kitchen clocks! 
¢ Bottom section holds eight alarm clocks! 
e Rugged metal construction! 
¢ Metal leaves and glass shelf revolve! 


“WALL-O-RAMA" DISPLAY 
e Advantages of peg board but better appearance and features! 
© Beautiful natural birch! 
@ Clock cords tuck away out of sight! 
e Available in four sizes—plus custom styling! 


e Shelves with brackets, special hooks with each display! 
See your distributor's salesman for details. 


WIN A WONDERFUL “FIT FOR A KING” VACATION CRUISE! 


You can win an exotic 12-day all-expense 





Festive entertainment every rollicking 











es cruise to the Carribean for you and mile of the way! You'll enjoy fun-filled 
your wife. All General Electric-Telechron stops at such island paradises as Nassau, 
any, Dealer principals eligible. Winners and Virgin Island; Trinidad; Caracas, Vene- 
their wives (54 of them!) will sail aboard zuela, and Havana, Cuba. Send coupon 
al, brass the great luxury liner Mauretania next today for full information.! 
April. 
ed, black 
$5.98" “FIT FOR A KING” VACATION CRUISE! 
38* G C C q Clock and Timer Department, GENERAL ELECTRIC COMPANY 
alarm E N E a A L E L E T R 1 i 502 Chestnut Street, Ashland, Massachusetts 
I Please send me full information and contest rules. 
" | 
Selechion Zana 
rass dial, i Store ee ee = 5 _ ee 
I yn ee ener : : ee ee eee 
* Manufacturer's recommended retail or Fair Trade price, plus applicable taxes. : 
te, yellow Clock and Timer Dept., Small Appliance Division, General Electric Company. City- Zone State 


DYSTONE 
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SEE THESE AT THE 1955 ANRJA TRADE SHOW * 


U. S. Premiere! 


If you were one of the half-million visitors who 
attended the recent Swiss Industries Fair, you will 
undoubtedly recall these exceptional new timepieces 
by ERNEST BOREL. For seldom has one name 
been the center of so much attention at an exposition 
of this importance. 


Yes, from DATOPTIG, the self-winder with the Op. 
tically-magnified Date-window ... to COCKTAIL, 
the clock with a lively face—each established an 
exciting new mating of beauty and utility. 


Fair warning—be prepared to lose your heart when 
you pause at ERNEST BOREL’s ANRJA display 
booth. Or, if not attending, write for samples ‘on 
approval’ today! 


* Jmerican National Retail Jewelers Association convention, August 
14 to 18. Waldorf-Astoria’s Empire Room, booth E-27. 


MODELS ILLUSTRATED: 


Datoptic—Self-winding. A tiny lens fitted beautifully into the date 
aperture assures fast, easy reading. Dial has 18K Gold applied- mark- 
ers, invisible night-lighting. Hand-lapped steel water-resistant case 
features modern hidden-crown styling. $89.50 fti. 





Rendez-vous—Sweep-second ALARM watch. Employs two life-time 
mainsprings for independently powered Movement and Alarm. In 
stainless steel water-resistant case. $71.50 fti. 


Ultra-thin—Introducing an entirely new movement design, this is one 
of the thinnest water-resistant watches yet produced. Features dis- 
tinguished engraved-figured dial in ultra-thin stainless steel case. 
$55.00 fti. 


Cocktail—An exciting addition to the “Cocktail” watch series. This 
miniature clock wins the hearts of all who see it. $71.50 fti. 





ERNEST BOREL 


NEUCHATEL—-SWITZERLAND~ 


U. S. Distributors: BOREL WATCH COMPANY 
1002 Walnut—Kansas City 6, Missouri 
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locking rings 


by Granat 





ugust 





: ; DOUBLE 
" 
Preferred first... locking 


security 
and foremost among all locking rings. 


Wed - Lok offers the exclusive patented 
advantage that gently locks the rings 
in perfect alignment... doubly secure, 
without special mechanical gadgetry of ave © 
any kind. Priced from $100 retail. 


GRAVAT 


- 


v3 


Y/, 
-) 4 hy 4 o 
MNeanifatiing MUYUCH UY 


114 GEARY STREET, SAN FRANCISCO 8, CALIFORNIA 


'STONE 





REF 
£6. U. S. RAT. OFF.. WED-1NK RINGS ARF PROTFEFTEN Ay i 














As advertised in full color in MADEMOI/SELLE, August 








TRIER 


~% REG US @AT oft 





CARAVAN ...Trifari’s own portrayal 
the glow of a Maharajoh's . 
Necklace, $7.50; Suma 


THE JEWELERS’ CIRCULAR-KEYSTONE 











insist On 


watch cases... 


they’re the best / 







IF YOU’RE SELLING 


WATERPROOF 
es WATCHES... 





D. Watch Case Factory 
-the most modern, fully- 
quipped plant — almost 1 
qvare block in size. 


I1.D. WATCH CASE CO., INC. 


Serving Watch Manufacturers and Importers Exclusively Since 1910 
GENERAL OFFICES AND FACTORY: 
137-11 90th Avenue, Jamaica, L. !. * JAmaica 3-8700 
NEW YORK OFFICE: Joseph Dinstman, Paul Korman, 580 Fifth Ave., Tel. PL 7-6373 * CHICAGO 


OFFICE: William Bart, 29 E. Madison St. * LOS ANGELES OFFICE: Leonard J. Ravven, 215 West 
Sth St.* EASTERN AND CANADIAN REPRESENTATIVE: Dave Kay, 15 Maiden Lane, New York, N.Y. 


Ld. 









\ 


follow America’s leading watch 
manufacturers — feature I. D. 
water-proof watch cases... 
exclusively! 


Take the best-selling watches in any 
jewelry store and examine the cases. In 
most cases you will find they bear the 
trade-mark of certified water-proofing... 
the 1.D. name. 


here’s why! 


whether it's the fine, wafer-thin case or a 
heavy-duty flange back... it's precision 
made by |.D. expert craftsmen in one of 
the most modern, supérbly equipped plants 
in the U. S. Every style... and there are 
hundreds, is mirror-lapped ... hand pol- 
ished and designed in either water resis- 
tant or waterproof cases — tested under 
Federal Trade’ Commission Regulations. 
This is your guarantee that they are worry 
proof, 


1.D. features cases in chrome, steé! dack; 
all stainless steel; yellow aluminum, steel 
oXofel San MO). -<oll I-Xo Ml @1o} (ol dle lt-FaEtc-1-1im ole lel & 
10) Gam @7e) fo Wi atl t-te PUNE 17-1-1 Mofo Kel SUN alo MNT oI 
14K Gold. 


If you now sell waterproof. watches that 
do not carry the I.D. quality trade mark, 
write to the manufacturer and tell him to 
get the I.D. story. You'll be getting 
protection for. yourself and your cus- 


tomers, without paying one cent extra! 





























THE | 
WORLD-FAMOUS WATCH 


by the 


master watchmakeés of 
La Chaux-de-Fonds 
Switzerland Uy, 3 


IN THE FIELD OF TIME 











Two world-renowned names combine to give your customers 
everything they admire and require in a timepiece . . 

the split second precision for which Ebel movements have won 
universal honors .. . plus the matchless beauty of 


original Henri Pommier designs. 


EBEL WATCHES ARE: 


featured in 52 countries 


adjusted in five positions 





@ now available in limited quantities 
through the Henri Pommier agency 


priced to retail from $59.50 


aise You are cordially invited to the American preview of 
EX QUISITELY 


f 18 karat gold the Ebel line at the Henri Pommier showrooms. 


CASE DESIGNED BY 
HENRI POMMIER 


PRECISION MOVEMENT BY 


EBEL . 
$175 Fed. Tax inci. P ; 
emus V ommitevu 
AT SELECTED JEWELERS 


PRESENTED IN AMERICA BY 


515 MADISON AVENUE, NEW YORK 22, N. Y. 


ON AVENUE 
515 ote 12, N.Y. Reproduced is the first of a series of ads 
NE ma? 


“a soon to be featured in national publications. 


s 
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by Celebrating 40 
years of quality, 
Q occuracy and 
dependability in 
aw the manufacture 
of timepieces. 


combination alarm clock and card-cigarette box 1915-1955 A 





a new 40th anniversary model 


$ 90 


to retail at plus tax 
Slightly Higher On West Coast 


Model No. PW 22 Another style triumph by Phinney-Walker, this 30 hour alarm clock-cigarette-card box combi- 
nation with superbly accurate movement in a plastic case. Your assurance always... of the 
right time! The silver color top has raised gold color continents outlined in three dimensional 
effect over a black base. A gilt-edge bezel frames this beautiful clock. It has two compart- 
ments for cigarettes or cards. Time-tested clock has raised gilt figures, indicators; luminous 
hour dots and hands. Size: 8” x 4%” x 11%”. It’s at home in the study, office, living room or 
boudoir. A TERRIFIC GIFT ITEM! 


Consult Your Wholesaler 
semca clock co., inc. Manufacturers of Phinney-Walker Clocks Since 1915 
30 Irving Place, New York 3, N. Y. 
CANADIAN OFFICE: Semca Clock & Watch Company of Canada, Ltd., 103 Richmond Street East, Toronto 1, Canada 


CA and PHINNEY-WALKER and TOURIST Clocks at the ANRJA Convention in New York Spaces E-17—E-18 Empire Room, Lobby 
Copyright Semca Clock Co., Inc. 





. 


C > ! 


©) 
Ou ave 
cordially tnvited to see 


, 
the Newest-Macle creation 


THE WORLD’S SMALLEST 
LADY’S AUTOMATIC 
WATCH 


\ 


‘; 
=) | 
YY) 
ne 
aD 
ig 
is 


q 
4 
4 
fd 
<q 

q 


PL 
as 


& 
WATCH COMPANY OF AMERICA, INC. 


580 FIFTH AVE., NEW YORK 36, N. Y., U.S.A 
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and only your wholesaler 


can offer you 


Tessler & Weiss mountings! 


It is profitable and smart for the jeweler to buy through his wholesaler. 
This—the world’s largest factory devoted exclusively to the manufacture 


of die struck mountings—is the dynamic proof. 


Tessler & Weiss we 2389 Vaux Hall Road, Union, Ne , 





“In this era 


of price-cutting and discounts, 


its a pleasure to handle the 
GIRARD PERREGAUX line...” 


says 
Mr. Morton A. Sauer, 

of Gustafson Jewelers, Inc. 
Minneapolis 





“... Their unique and effective method of maintaining 
prices protects all their dealers, large or small. This 
protection means steady profits to us. 


For us, GP’s amazing breadth of design and wide: 
price range is particularly attractive. Many people 
don’t seem to realize that a great many of these fine 
watches are priced in the $49.50 to $100 bracket. 
Everyone, however, realizes that no finer watches are 
being made in the world.” 


GIRARD PERREGAUX 
FINE WATCHES SINCE 1791 * 610 FIFTH AVENUE * NEW YORK 20. N.Y 
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BEAUTIFUL 
BEYOND 
WORDS! 






















Nothing in the world of finer feminine 
fashion is so radiantly lovely as a genuine 
OPALITE. The precious “magic” of these 
EXCLUSIVE floating opal creations is “beautiful 
beyond words,” ready to capture the heart 

of your most discriminating customers. If you 
care to sell the best—show the new Fall 1955 
OPALITE Line with confidence .. . the 
smartest gifts of all, for all occasions, all 





year ‘round. 


REMEMBER, There is only one Opalite ... "The Gem 
With The Burning Heart"— Manufactured exclusively 
by OPALITE, INC., Since 1933. 





Pins, in Sterling or Gold-Filled; Pendants and Earrings in Sterling, Gold- 
Filled, 10 Kt & 14 Kt, White or Yellow Gold. Distributed by leading 


wholesalers everywhere. 





PHILADELPHIA 30, PA. 





2 
f LP; INC., 501 N. 19th STREET, 
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YOUR PHOTU 
SCULPTURED IN GOLD 


% 





th coug h Photo -Sculptuce 





An important new process in jewelry design captures the image 





from any size photograph and reproduces it three-dimensionally, with 
wonderful faithful detail, on a 14K gold charm. The 
“Photo-Sculpture” technique replaces a perishable, 

but beloved photo with a lasting likeness . . . one that is 


truly precious ...acharm memento that Jasts forever! 


Photo-Sculpture charms are your customers’ 













answer for that exclusive, personalized 
gift. For the jeweler, it’s the solution to 


the problem of offering something 





different ...a jeweler’s product, sold 





Actual size, 
144” round disc 
$110 keystone 


with a guarantee to satisfy... 


never sold through the discount 







Actual size, 
1” round disc 
$60 keystone 


house. Photo-Sculpture charms are 











made for bracelet discs, cuff 





links, key chain fobs, etc. (Also available in other shapes) 





Call or write for descriptive brochure. 


% Pat. Pend. 










A DIVISION OF GCHONORA JEWELRY CO. 
42 West 48th Street + New York 19, N.Y. ° Circle 6-9252 
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sift set designed 


ecially tor Jewelers! 








The CROSS CLASSIC ... 









Pend. 





14 Karat Gold-Filled 
A. T. CROSS COMPANY ¢ Luxuriously Gift Packaged 
53 WARREN STREET Fine and Medium Points 


PROVIDENCE 7, R. I. * Pen or Pencil $8.75 (Tax Included) 
Set $17.50 (Tax Included) 


See this stunning new Cross creation at the 


Jewelry Show, Booth 113 
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BOOKS 





Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being '‘in print’’ at the time 
orders are received. We can supply tities from leading publishers. All prices 


quoted are net. No accounts opened for book purchases. 
anywhere in the United States. 


For the Gem Expert, Connoisseur and Student of Gemology 


Books sent post-paid 








GEMS AND GEM MATERIALS $6.00 
Drs. Kraus & Slawson 

A KEY TO PRECIOUS STONES $3.50 
L. J. Spencer 


GETTING ACQUAINTED WITH MINERALS $5.00 
George L. English 


REVISED LAPIDARY HANDBOOK $3.00 
J. H. Howard 


A ROMAN BOOK ON PRECIOUS STONES © $6.75 
Sydney H. Ball 






STORY OF THE GEMS $4.00 
H. P. Whitlock 
STORY OF DIAMONDS $1.85 


A. C. Austin and Marion Mercer 
FAMOUS DIAMONDS OF THE WORLD $1.25 
Robert M. Shipley 


HANDBOOK OF GEM IDENTIFICATION $5.00 
Richard T. Liddiceat, Jr. 


GEM TESTING $5.00 
B. W. Anderson, B.Sc., F.G.A. 
GEMSTONES $8.50 


G. F. Herbert Smith 


For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 


POPULAR GEMOLOGY $5.50 
M. Pearl 
GEM IDENTIFICATION CARDS $7.50 
Wilburt M. Draisin 
THE ART OF THE LAPIDARY $6.50 


Francis J. Sperisen 
PROPERTIES OF GEM VARIETIES OF 


MINERALS $4.75 
Edward Wigglesworth 
DIAMOND TECHNOLOGY $10.00 


Paul Grodzinski 





JEWELRY ENGRAVER’S MANUAL $3.50 
John J. Bowman and Allan Hardy 

JEWELRY MAKING AS AN ART EXPRESSION $6.50 
D. Kenneth Winebrenner 


JEWELRY DESIGN AND APPLIED DESIGN $25.00 
C. A. Jakobb 
JEWELRY AND ENAMELING $4.75 


G. Pack 
REFINING PRECIOUS METAL WASTES $7.50 
C. M. Hoke 


ART MONOGRAMS AMD LETTERING 
M. Bergling 
(Special 18th Edition—Paper Cover) $2.50 
19th Edition—104 Pages—Hard Cover 46.00 
METALCRAFT AND JEWELRY $3.95 
Emil F. Kronquist 


PRINCIPLES OF ELECTRO PLATING AND 
ELECTRO FORMING $7.00 
Blum & Hogaboom 


TESTING PRECIOUS METALS $2.50 
C. M. Hoke 
THE JEWELERS’ DICTIONARY $6.00 


(New Second Edition) 





3,033 RETAILING IDEAS $3.95 
Emanuel Lyons 


HAND-MADE JEWELRY $3.50 
Louis Weiner 


THE JEWELER’S MELTING POT $4.25 
Frank §. Herman 


JEWELRY, GEM CUTTING & METALCRAFT $4.50 
W. T. Baxter 


JEWELRY MAKING—FOR SCHOOLS, 
TRADESMEN, CRAFTSMEN 
Cloth Bound $3.75 


Murray Bovim 
Paper Bound $2.75 


THE TRADE MARKS OF THE JEWELRY & 
KINDRED TRADES (New 6th Edition) $7.50 





A HISTORY OF JEWELRY, 1100-1870 $17.50 
Joan Evans 


For the Skilled Watch and Clock Maker, the Apprentice and Student 





RULES & PRACTICE FOR ADJUSTING WATCHES $3.50 
W. J. Kleinlein 


PRACTICAL BENCHWORK FOR HOROLOGISTS $5.00 
Louis and Samuel Levin 

SWISS WATCH REPAIRER’S MANUAL $7.08 
H. Jendritzki 

SCIENTIFIC TIMING $4.50 
Charles Purdom 

KEYSTONE WATCH REPAIR RECORD BOOK $2.75 


WATCH ESCAPEMENTS $3.50 
Dr. James C. Pellaton 


THE SCIENCE OF CLOCKS AND WATCHES $5.00 
(2nd Edition) 
A. L. Rawlings, Ph.D. 


HOROLOGY $4.50 
J. Eric Haswell, F.B.H.1. 
THE MODERN CLOCK $4.95 


Ward L. Goodrich 
PRACTICAL NOTES FOR THE WATCHMAKER $3.50 
(French-English Edition) 
G. A. Berner 
PRACTICAL WATCH REPAIRING $5.00 
Donald De Carle 





On Silver for the Jeweler, Collector and Antiquarian 


BENCH PRACTICES FOR WATCH REPAIRERS $4.95 
Henry 8. Fried 


PRACTICAL COURSE IN HOROLOGY $3.25 
Harold C. Kelly 
INTRODUCTORY COURSE 
ON CHRONOGRAPHS $2.50 


KNOW THE ESCAPEMENT (New Edition) $5.00 
Barkus Watchmakers 


MODERN METHODS IN HOROLOGY $2.50 
Grant Hood 
THE WATCH REPAIRER’S MANUAL $6.00 


Henry B. Fried 





AMERICAN SILVERSMITHS AND THEIR 
MARKS III 


Stephen G. C. Ensko 


ENGLISH SILVER (1675-1825) $5.00 
Stephen G. C. Ensko and Edward Wenham 





THE PRACTICAL BOOK OF AMERICAN SILVER $6.00 
Edward Wenham 


OLD SILVER, ENGLISH, AMERICAN AND 
FOREIGN 
S. B. Wyler 
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THE STERLING FLATWARE PATTERN INDEX 


Without Binder 
With Leather Binder 





$15.00 
$20.00 


100 East 42nd Street, New York 17, N. Y. 


Check or money order must accompany ell orders. Do not send cash. Prices subject to change without notice. No books seat om epproval. 
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yCUCKOO CLOCKS 











yy TRADEMARK REG. 
8-Day Cuckoo Clock, 16x11"' 8-Day Cuckoo heey W 2. is" 
Selfadjusting. Deep Handcarved Deep Handcarved, 3 Birds Most beautiful 12x8°'. 3 Birds, 5 Leaves. In ad 
| Bird, § Leaves, Melodious Gong A’ Masterpiece f Black Forest {tesves Full and half design. Deeply Handcarved. dition to Cachae and Chime 
Cuckoo calls on half & full hour Hand Carving, Selfadjusting. Sees ae Deerhead with Antlers. Pheas ant Plays Music on full and half hour. 
1141/8-2000 $32.95 1162/8-2650 $42.50 bc rage eed tay and Rabbit. Bag and Gun in Has genuine Thorens music box. 
1-Day Cuckoo Clock, 12x8"' 1-Day Cuckoo Clock, x or pes a 6 ra “lane fine rich detail. Dependable, Third weight provided for Mu 
Best Seller. | Bird, 5 Leaves 3 Birds, 5 Leaves. Deep Handcarved Pa'nted. Vecorative. ° Jjusting Mover Box. Fully Selfadjustinc 
14, 


1130-1000 . 1124-900 1160P-1200 . $19.95 1173 8-2950 $49.95 1125-1650 

















1-Day Cuckoo Clock, 8-Day Cuckoo Clock, 22 x 14". 


1-Day Musical Cuckoo Clock, 
7 Leaves 13x9"', 3 Birds, 7 Hunting Scene. 


° 


Cc 





400 DAY CLOCKS 





400- “Day Senne Clock, 12¥2x8"". hom 400 days 
oe winding. Polished Brass Case with Enamel 5Y¥2 
al. 


Dresden"’ Floral Design. Twisted Flemish Pil- Windows, 


Mo." ern Lantern 400-Day Anniversary Clock, 7/2 x Nandeaiubed DeLuxe 400-Day Aectennmre be 
Brass Frame with engraved clear Plexi glass 12Y2x8"'. Ivory Base and Dial with handpainte 


Fine Silver Dial, Raised Gilt Figures. floral decoration. Dial has raised gilt nu 
Safety lock lever locks and starts preassembled Pen i 

dulum. Four leveling feet for perfect adjustment. proved safety | ar re bled pendulu 
Retail $24.95 1118-2000 Retail $29.95 1017P-1800 Retail $28.95 
All clocks subject to F.E.T 


HENRY COEHLER CO., INC., 101 Fifth Ave., New York 3, N. Y. 


lars. H improved safety lock, leveling device, pre- 
STONE assembled Pendulum and Glass D 


1019-1600 


ra ar 


pierced hands. Level . crews in base. New 





8-Day Sunburst Wall Clock, 18'' diameter. Beauti- 
fully designed, gleaming brass with 8" 





WORLD 
FAMOUS 





CLOCKS 


White Metal 


Dial, Raised Gilt Figures and Matching Hands. Front 
Top precision timepiece: 


Wind, 
0162-2650 


"SeYear ATO Mantel 
Case with Omar 


an 


4-Jewel 


Movement. 


oS acese +ee+ Retail $39.95 


Clock 10x8'/2"'. 
nental Top, Dull 
n Magnetic 
on small battery tery. Split second accurate timepiece. 


Retail $49. 95 


Silver Dial. 








Outstanding 8-Day Desk Clock, 7° 


ete mo nent 
0201-1200 


stand 
figure 


two tone metal 
dependable 4- 


Retail $19.95 





5-Veor ATO Mantel Clock, 9x8/2"'. Oval Shape 5-Year ATO Mantel Clock, 81/2x7''. Beautiful Mod- 

Glass Dome. Polished Brass se. Raised Figures on ern Lantern Shape. Polished Brass Case. Clock oper- 
Silver Dial. Clock operates 5 years on small bat- ates 5 years on small drycell battery. Come in- 
struction with each clock. Most accurate tit 
7785-3300 


7784-2650 Retail $39.95 





y 





1- -Day Silent Tick Alarm Clock, 4" high. 
Luminous Dial. Alarm buzzes softly at first, 
—_ The silent tick of sina will not disturk 
ghtest sleeper. On solid enameled stand. ; 
Retail $54.95 8807.475 Retail $6.95 
All “clocks subject to F.E.T. 


8-Day 4/4 Westminster Chime Mantel Clock, 16x734x4V2"'. 
Genuine Mahogany Case. Dull Handrubbed. Antique Finish. 
Tambour shape. Two tone metal dial, raised gilt numerals. 
Special feature: Melodious membrane gong. 
6832-3500 


HENRY COEHLER CO., INC., 101 Fifth Ave., New York 3, N. Y, 





TODAY...WHEN A JEWELER 
NEEDS A FRIEND 


the Omega Proftt-Protection Plan offers 
a Positwe Solution to Unfarr Competition 


Incredible as it may seem, Omega has declined orders totalling hundreds of 


thousands of dollars from retailers seeking the Omega franchise. 


Because these dealers did not always measure up to Omega’s high ethical 
requirements or were located in markets already adequately covered, we felt 
our prime obligation was to the continued friendship and goodwill of the 
dealers already in the “Omega family” . . . to whom we have pledged maxi- 


mum sales protection. 


From long experience, in 96 different countries, Omega has learned that 
a jeweler is faithful to a line only when the line is faithful to him. Indiscri- 
minately-appointed dealers can quickly overcrowd a market and the inevi- 
table result is a vicious cycle of destructive price-footballing. Omega’s success 
has been founded on the cardinal principle that it pays to work with fewer 
and better jewelers. Such dealers virtually become “partners” in Omega’s 
marketing program. Knowing their investment in Omega is fully protected 
by a vigorously enforced campaign of price-maintenance, each jeweler sup- 


ports the sales plan enthusiastically and with profit to himself. 


No wonder Omega is regarded as the jeweley’s friend. 
And, no wonder Omega sales have been moving ahead 
spectacularly. Omega is today the most sought-after and 


valued watch franchise in the world! 


The Official Omega Agency Emblem 
identifies a select number of stores, care- 
fully appointed for their high integrity 
and ability to render important technical 
service, safeguarding Omega’s world- 
renowned reputation for quality. 





THE WATCH THE WORLD HAS LEARNED TO TRUST 





NORMAN M. MORRIS CORPORATION, 655 MADISON AVENUE, NEW YORK 22, N. 
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MARVIN is making news with 
their all-new, Anniversary Line. Look 
at these stunning style-leaders with 





























their clean, uncluttered, classic designs 


f 


WHAT'S THE LATEST WORD ON WATCHES? 


... and these are just 
F a sample; wait until 
you sec the complete 
gorgeous line! Un. 
derneath their striking beauty you'll 
find the same internationally famous 
MARVIN works that have kept the 
world-wide reputation of MARVIN 
foremost for more than a century. 
Will MARVIN WATCHES create 
a demand? You can bet they will! 
MARVIN is backing the Anniversary 
Line with weekly insertions in The 
New Yorker and The New York Times 
Magazine. In addition, MARVIN has f 
prepared terrific display and promo- § 





tion pieces to help you close sales. 
Don’t put off obtaining this new, 
prestige, quality line of MARVIN 
WATCHES ... there are a few exclu- 
sive dealerships remaining. Write for 
complete information on MARVIN’ 
Anniversary Line. 


MABVIN 


(PRONOUNCED MAR-VAN) 


THE WATCHWORD FOR INCREASED SALES 


CELEBRATING 105 YEARS OF CONTINUOUS PRECISION WATCHMAKING 

















OFFICIAL TIMEPIECE OF 


KLM 


ROYAL DUTCH AIRLINES 








©THE HOLLANDIA COMPANY, INC., 630 FIFTH AVENUE, NEW YORK 20, N. ¥. ¢ Clrcle 6-7507 « Alexander M. Fekula, Presiden! 
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Sealife, Birds, Fish Flies, Unique Designs . . . All in Color! 


right and selling fast! 


The Most Complete alin of olnail Ewbudavunts Available 
See us at the Waldorf-Astoria Empire Room, Space E-25 


Write for 1955 Catalog and Price List 
Attention: Some Representatives Territories Still Open 


KARVART PRODUCTS MFG. 


P. O. BOX 911, Camden 5, N. J. 





A BEAUTIFUL NEW GIFT LINE! 


Three Dimensional Scenes Preserved Forever in Beautiful Lucite to Make a Fascinating, Different Kind of Gift. 





Your profits are guaranteed—you can't lose with KarvArt's great new gift line. Frisky sea horses, sea shells. 
sea fern, star fish . . . colorful, natural scenes everlastingly captured within solid, crystal-clear Lucite. Priced 
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17 jewels, Reserve 
Power Gauge, water 
& shock resistant, 
sweep second hand, 
anti-magnetic, 
radium dial, gold filled 
or stainless. 

$79.50 fti 


/0 q | Q ie POWER Giz ’, the amazing new watch 


YOU CAN NOT OVERWIND! 


Youre LOOKING for a watch with ‘‘sizzle’— PoweRgraphic is for you! 


It’s the first stem-wound watch that can never ever be overwound...the first really new watch 
since the 360° rotor automatic. 


Indicative of its tremendous consumer appeal, PoweRgraphic is being reported editorially 
in Newsweek, Time, Esquire, Journal of Commerce, American Magazine, Business Week, 
Nation’s Business and to more than 1,500 newspapers through the full coast to coast 
wire of the Associated Press...an audience measured in millions. 


You can latch on to the exciting, new POWERgraphic for the newest of the new. It’s your answer 
to the discount and catalog houses. And it can be yours on an exclusive franchise basis! 


Yes ..if you pride yourself on being able to recognize a good thing when you see it— 
right now—write today! 


CANAL ast 


Television 





: 477 
Readers Digest 


INTERNAT) ONAL 
Rotographic = — ¥  Selo-Date x ead & = Autographic 
Petite, a At a glance. <>. ~ oe? Automatic, 


ladies’ ; Today's date tn / Reserve 
automatic. ; today! - Power Gauge 


ZODIAC WATCH AGENCY e 521 FIFTH AVENUE @* NEW YORK 17 
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LIGHTS 
INSTANTLY 








NEW 


Sensational Automatic 


/»|ELECTRIC 





Lighter Flashlight 


Combination 
by MAGNA-LUX 





Nothing Like It Before! 
Superbly Constructed! 
Hundreds of Uses! 


So Easy to Operate! 







A Proud Possession 






for Him or Her! 


ENGINE TURNED CHROME 
FINISH. Styled in 5 standard 













Inseparable Companion 
By Day And Night! 





Qune attractive designs to suit 
: every individual taste. 
ORTS 

vernases 





levision 

































C EYSTONE 
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Available at your Wholesaler 


Fair Traded At 


9.95 


MAGNA-LUX CORPORATION 


222 FOURTH AVENUE 





LIGHTERS By MAGNA-LUX 
Have These Cutstanding 
EXCLUSIVE FEATURES 
UNIQUE SLIDE ACTION. A natural action, simplest, smoothest 

to- operate. 
ELECTRICALLY IGNITED. No flints. 








SILENT ALWAYS. No trial or ezror clicking or flicking. 
LIGHTS UP FIRST TIME. Electrically controlled. 


LIGHTS IN WIND. Electrically' positive. A Loon for golfers, 
motorists, boatmen. 


SEALED BATTERY. Gives up to 5 months’ service 


° NEW YORK 3.N. Y. 









Our thanks go to the more than 
25,000 Progressive Jewelers 
who have made this 

expansion possible 


JULY Ist : 
WM. KORN and COMPANY 


will occupy these new, expanded plant facilities 


at 


588 MONROE STREET BUFFALO 11, N.Y. 


Our moving to this modern new plant is done with complete humility and 
recognition of the fact that only the loyalty and confidence — through the 
years of our many thousands of customers could have made it possible. 


We look forward to your continued friendship and pledge ourselves to greater 
service and an untiring creative effort in producing jewelry displays that 
will reflect the artistry and beauty of our great industry. 


Manufacturers—Designers of Window 
Displays, Platforms, Showcase Systems, 


OUR 1955 JEWELRY DISPLAY.LINE WILL BE SHOWN Backgrounds, Mechanical Displays. 
AT THE FOLLOWING IMPORTANT JEWELER’S SHOWS i lamas, ala 


JULY 24 AUGUST 14 . AUGUST 27 AUGUST 28 
National Jewelry Show . A.NLRLA. Southern Jewelry Show W.- Pa. RIA. 
Hotel Hilton Waldorf Astoria Hotel Dinkler Plaza Hotel Hotel William Penn 
Chicago, Ill. New York City . . . Atlanta, Ga. Pittsburgh, Pa. 


SEPTEMBER 4 SEPTEMBER 5: SEPTEMBER 10 
Allied Gift & Jewelry Show Ohio R.J.A. Michigan R.J.A. 
Merchandise Mart Netherland Plaza Hotel Hotel Hayes - 
Dallas, Texas Cincinnati, Ohio Jackson, Mich. 


‘ 
i 
‘ 
f 


INC. 
BUFFALO 11, N. Y. 


DALLAS, TEXAS SHOWROOM: 116 MERCHANDISE MART 
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Leader in Fashion...First in Performance 
Lucien Pi 






464 28 Diamonds, 18 K White Gold 
case and’Bracelet $510. Keystone 











563 Mother of Pearl Dial. 145 
Cultured Pearls, 143 Garnets, 14K 
Yellow Gold $300. Keystone . 


964 Mother of Pearl Dial. 60 
Cultured Pearls, 92 Garnets, 14K 
Yellow Gold $350. Keystone. 


22 Gentleman's Baguette 
ond Dial Strap Watch 14K 
ite Gold Case $390. Keystone 


For your customers who seek outstanding beauty and elegance in their time-pieces, 
the exclusive Incomparable Original Design of Lucien Piccard watches offers brilliant, high- 
fashion styling. All movements are 17 jewels of exceptional accuracy 
vate We batet-¥ 0) ColoM) Cole) ah od ce} (let lo M 


Be Sure To See These 
ificent Watches At The New York 
vention. Booth #7. Waldorf Astoria. A. BLUMSTEIN, INC., Manufacturing Jewelers, 37 W. 47th St., New York 19, N. Y. 
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THE REPUTABLE JEWELERS OF AMERICA... 






\, We have ¢ Cures...tor th, 
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Who would venture into the Wate, 
Business in the U. 8. today?” 


Many of our friends—in Switzerland and in America—hay} 
asked this question again and again. Yet, after carefully weigh, 
ing all the facts we feel there are many sound reasons for pr. 
senting our watches in the United States now ... We know yp 
are arriving on the American scene at a time when many jewel. | 
ers are losing watch business due to the promiscuous gale 
policies of certain suppliers . .. We have been studying the 


condition for a long time. The situation is sad, indeed. 








We know that: 


1. Price Cutting has run through the retail watch business like an epidemic ... 


even threatens to get worse... 


2. Discount Houses are multiplying from day to day .. . (10,000 in 1954... 
how many in 1958?) 


Industrial Catalogs continue to flourish unabated . . . 


Bootlegging of Watches, in large scale, is still rampant . . . 
Door-to-Door Canvassing is steadily on the rise... 


Smuggling is another alarming evil that is taking its toll... 


au aA uP w 


. Misleading Promotion and advertising by illegitimate sources continue to 


complicate watch conditions... 


There is the dark diagnosis . . . It’s more than a matter of ethics—it’s a matter of life or death for 
many jewelry stores . .. Moreover, the illness is not confined to the watch business in big cities. Not by 
any means—the infection has spread all over the country . . . And the condition is not limited to any 
one classification of jeweler. For 99 out of every 100 jewelers—from the top-level merchant to the little 
store on the side street—the danger is real, it is definite, and it is immediate. , 






Favre-Leuba Watches — Engineered for Accuracy ... Designed for Elegance. since 
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7 Plagues in the Watch Business 


Then why are we going into the American 
Wateh market now ? 


The very urgency of the situation indicates that many reputable 
jewelers are now seeking the kind of protective program Favre-Leuba 
offers! We have a unique plan to set up an ideal distribution system 
with a select number of retailers, which may be used as a pattern for 
the entire industry ... We haven’t all the cures for all the jewelers — 
but we have definitely most of the cures for some of the jewelers. And 


that’s enough to inspire us to bring our watches to America, now... 


Below are 7 ways in which we plan to build a healthy, profitable, competition- 
free, watch business for reputable retailers: 


1. We pledge that we will apply the most rigid controls in the distribution 
of Favre-Leuba Watches. We have set up a positive program of corrective 
action to maintain these controls and avoid leaks . . . 


2. We pledge that we will sell only to highly reputed retail jewelers; and 
that we will never sell to “cut-price” operators or industrial catalog com- 
panies or door-to-door canvassers. 


3. We pledge to protect our dealers (and ourselves) against any attempt to 
bootleg our watches . . . Each Favre-Leuba watch will be registered by a 
serial number which will be recorded along with the name of the retailer 
to whom it was sent. 


4. We pledge that we will make every effort to see that each Favre-Leuba 
watch will be sold to the consumer at the same price at all points of sale 
... We will list-price our watches at a reasonable level — high enough to 
assure an equitable profit for the dealer— moderate enough to give the 
consumer a definite value... 


5. We pledge that only the most responsible jewelers in each community 
will be considered for the retailing of Favre-Leuba watches. These jewel- 
ers will be outstanding dealers of the highest character, who have built 
their reputation, and their success, on progressive methods, competent 
merchandising and unquestionable integrity. 


6. We pledge that we will support our dealers with most effective advertis- 
ing and point of sale aids to educate the public in the wisdom of purchas- 
ing watches of Favre-Leuba quality, from a reputable store, at fair 
retail price. 


7. We pledge to follow this principle —that it’s good judgment to develop 
a limited number of representative jewelers, who can, in turn, build a 
more selective type of patronage in their communities. 

























For the First Time 


in America... 


FAVRE-LEUBA WATCHES 


Carry Forward their Universal 
Reputation for Craftsmanship 





ay, 




















Typical of Favre-Leuba quality . . . extremely 
thin, ef ficially-certified Chronometer; 17 
Jewel, temperature-adjusted movement; 18 Kt. 
Gold case; 18 Kt. Gold applied-figure dial. 
Retail (f.t.i.) $375 


For almost a century and a half, 
throughout Europe, Asia and Africa, 
the name Favre-Leuba has symbol- 
ized the most advanced achieve- 
ments in the watch makers art. 


People who really know quality 
timepiece construction, regard 
Favre-Leuba as one of the finest 
watch movements in the world. 


As a result of the high standards 
ef quality and painstaking crafts- 
manship that are traditional with all 
Favre-Leuba factory operations, pro- 
duction of these watches is very 
limited ... Models will retail upward 
from $71.50 . . . In cases of stainless 
steel; 14Kt. Gold filled; also 14Kt. 
and 18Kt. Gold... All watches have 
18Kt. Gold applied figure dials .. . 
All movements will be marked 
“Adjusted for Temperature.” 








Inquiries from Representative 
Jewelers are invited. 


ANY R E ' . a U B 7 AN Watch and Chronometer Co., Inc. 


665 FIFTH AVENUE, NEW YORK 22, N.Y. 




























lt is with pleasure we announce 





we have been appointed distributors for 


WESTCLOX 


America’s foremost manufacturer of electric and 


spring driven clocks, wrist and pocket watches 





Big Ben Loud Alarm 
World famous for dependability. 
Heavy sleepers count on Big Ben 
Loud Alarm with a loud tick and 


Pittsfield Electric Alarm 


Superb modern styling in minia- 
ture. Wood case in rich mahogany 





“fire alarm’? gong. Retails, $5.95; La Sallita Alarm or blond finish, with bold dial rim- 
luminous, $6.95. Only 3 inches high. Ticks so quiet- med in gold color, 4/2 inches high. 
Light sleepers like Big Ben Chime ly, has such a “happy good-morn- Pleasant bell alarm, $7.95. Lumi- 
Alarm with quiet tick and two- ing” bell alarm. Dust resistant. nous, $8.95. 

voice alarm. $6.95 plain dial, $7.95 Ivory case with gold color trim, 

luminous. only $4.50. Luminous, $5.50. 


Pocket Ben Piper 

“Champion of pocket watches.” A high style small clock at a low 

Thin but rugged. Anti-magnetic, price. Brass finished ‘“‘legs,’’ 

compensated  hairspring. Non- streamlined metal case. Only 3'/2 
inches high. Ivory or saddle 


breakable crystal, $3.75. Lumi- ; 
nous, $4.75. brown finish, $3.98. Luminous, 


$4.98. 





Judge 

Westclox finest! Shock resistant, 
water resistant and dust re- 
sistant. Stainless steel back. 
Non - breakable crystal. Anti- 
magnetic. Retails, $12.95. 





Zest Electric Wall Clock 


The very newest—and dashing as its 
name! Gleaming white plastic case 
sets off the intriguing dial in red, 
charcoal or yellow. Non-breakable 
crystal, 534 inches high, $6.95. 


i 723 Chestnut Street 
ROWN & SON, Ine. "Pritcdtipnie re 
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Guaranteed for life 


Only ORA offers you all these features 
..- plus important national advertising 
and merchandising aids 

Lifetime guarantee for Ora’s luxury look. Ora’s 
genuine rhodium and gold-plated settings 


never tarnish or change color. The bril- 
liant imported stones are permanently set. 


True feminine appeal enchantingly captured by 
leading women designers of our creative 


staff. 

Ora jewelry moves fast. You always get full 
price for it...no markdowns or clear- 
ances. 


Keystone markup or better. Check! Compare! 
Ora Creations consistently offer you big- 
ger profits. 


Many plus features, too. 34 years of manufac- 
turing integrity. The quality of each piece 
equals or exceeds the sample. ..no substitu- 
tions... honest shipments. Complete deliv- 
eries the rule... back orders the exception. 


Effective sales helps. Free display cards, repro- 
ductions of full-page, full-color national 


advertising ... handsome rhodium and 
velvet counter and showcase cards... 
mats and cuts... to help you make more 
sales. 





Caprice, $60 per doz. 
pairs, Keystone 


Epic, $84 per 
doz., Keystone 
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CREATIONS 


Occasion: Necklace, $132 per doz.; Bracelet, 
doz.; Earrings, $36 per doz. pairs; Keystone 


impressive 


Ralph Singer Co., Dept. JK-8 

656 N. Western Ave., Chicago 12, Ill. 

In Canada: Cavendish Jewellery, Ltd. 
Montreal 1, Canada 


. 
[_] Please send samples of your newest Ora Creations. 


[] Please have representative call. 
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National Advertising 


Full-page, full-color 
advertising ... builds 
prestige . . . creates de- 
mand... for Ora crea- 
tions and for you. 


designed for sales! 








Company 





Address. 





City Zone State 
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Becht & Hartl, Inc., Newark, Chas. Birnbaum, Inc., N. Y. C. Bristol Seamless RingCo.,N.Y.C. Byard F. Brogan, Philadelphia 


N.J.... Baker Trophy for In- ... jewelry palladium diamond- _... palladium bride and groom __.... palladium diamond and sap- 
ternational Power Boat Race. set Shrine lapel pin. ensemble ... approx. $340. shies wedding ring... about $220, 


Look over this Big Palladium 


... presented by 


. 


& 
: 


R. Haefliger & Co., Inc., Chicago Helm & Hahn Co., Pittsburgh... Irons & Russell Co., Providence Honora Jewelry Co., N. Y.C.... 
. diamond-set palladium ear- man’s palladium ring with star ... de luxe palladium emblem, palladium diamond and _ pearl 
rings ... approx. $250. ruby and diamonds... $130. gift-boxed ... approx. $72. earrings ... about $700. 


Looking for greater variety... beauty...and value to offer 
your customers? 

Well, here’s what you want...in abundance. They’re all 
beautiful! All fashioned of palladium. 

A study of these pieces will show you why: 

More and more manufacturers are using more and more 
palladium! 


wal ee 
EPA) 
Wee 


5 


A. Lewin & Co., Chicago... pal- R. T. Jewelers, Milwaukee... Sol Scharf, N. Y. C....jewelry A. Sauer & Co., Cincinnati... 
ladium cuff link set, with basket calendar cuff links, diamond an- palladium, diamond-ornamented fraternal ring with illusion-set 
weave... approx. $70. niversary date... about $185. Eastern Star Pin... about $200. diamonds in shield... $150. 
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Eitelbach Bros., N. Y. C.... 
jewelry palladium aquamarine 
and diamond pin...approx. $800. 


John Giovannetti, N. Y. C.... 
palladium diamond ring, “The 
Twintaire”. . . about $600. 


| Variety Show! 


ES 


Albert Grall Co., Louisville ... 
full size, perfect replica of base- 
ball in palladium. 


24 jewelry manufacturers 


Allison Kaufman Co., Los An- 
geles . . . palladium “Lover’s 
Lock” diamond rings .. . $158. 


Kinsley & Sons, St. Louis... 
palladium ring, round diamond, 
emerald setting...approx. $150. 


House of Kraus, Inc., Pittsburgh 
. man’s onyx ring, diamonds 
set in palladium .. . about $61. 


The manufacturers represented here will be pleased to 
supply you with full information on their complete lines 
of palladium merchandise. Prices shown are keystone. 


Platinum Metals Division 


The INTERNATIONAL NICKEL COMPANY, Inc., 67 Wall St., New York 5, N.Y. 


S 


Meyer Siegel, San Francisco... 
Masonic ring in palladium and 
yellow gold... about $40. 
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Spinl Manufacturing Jeweler, 
N.Y. C.... palladium diamond- 


sapphire bracelet...about $1,000. 


Van Craeynest & Linzer, San 
Francisco ...“‘Heart Mate” set, 
heart-shaped diamond .. . $500. 


Jack Gutschneider, N. Y. C.... 
palladium diamond and pearl 
bangle bracelet .. . approx. $600. 


Lannes Jewelry Co., Chicago... 
jewelry palladium faceted wide 
wedding ring... approx. $25. 


Louis Vogel, Chicago... jewelry 
palladium guard ring, set with 
pearls ... approx. $55. 
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Only the BANgdek-lavdeXee diamond ring 


PERMANENT-VALUE 


is guaranteed and backed up 
by nation-wide advertising... 

















Here’s the most powerful diamond ring selling aid yet devised . . . a plan that 
convincingly guarantees the value of every 4rtcarved diamond ring. It’s the 
Artcarved nation-wide Permanent-Value Plan*! It allows the customer to apply 
the retail price of her 4rtcarved ring toward a larger Artcarved ring—at any 
time—at any of the thousands of 4rtcarved jewelers all over the United States. 


AND ... it’s written into every frtcarved diamond ring guarantee certificate. 





You close more original diamond ring sales FASTER. {ricarved's 
nationally advertised Permanent-Value Plan gives your potential new customers 
added confidence in Artcarved . . . and in you, her local 4rtcarved jeweler. It 


assures your customers that the outstanding value of rtcarved diamond rings 





is nationally recognized by jewelers everywhere. * TRADEMARK 





Ar t » a r V e d is telling your customers about its 7 Plan 


in ads like these month after month 








As Always... Artcarved protects its legitimate retail jewelers from unfair competition on Artcarved rings by refusing 
to sell to discount houses or to jewelers who regularly sell jewelry merchandise at less than factory-suggested prices. 
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LIFE - LOOK - SEVENTEEN - MADEMOISELLE 
BRIDE’S MAGAZINE - MODERN BRIDE 


Visit us at the ANRJA Show J. R, WOOD & SONS, INC. 


SUITE 1279 + WALDORF-ASTORIA 
216 EAST 45th STREET, NEW YORK 17, N. Y. 
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if you think 
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on a String... 
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meet the girl under 20 44 


PN; 
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She has everyone on a string... 
.. her mom and dad who come thru with watches and jewelry at the drop of a hint 
.. her beau who’s all tied up in knots over her, brings her bracelets, necklaces, charms, and, 
if it’s the right boy, a diamond engagement ring 
.her friends (the most gifted crowd in town) whom she has going ’round in circles from 
Christmas to birthdays to graduations to bridal showers then back to Christmas again. 


She names it! She gets it! 


More girls marry at the age of 18 and 19 than at any other age and her family and friends go all out 
buying her silverware, china and glassware...then there’s the $4 billion of her own money which 


she spends as she likes...and she likes to fill her hope chest. 


So if you play your cards right... you can have the young lady under 20 on a string...for a lifetime. 


Place your story where 214 million girls will see it, read it and ask for it... 


seventeen 
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Put your story in a gem of a magazine... 
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AFTER MONTHS. AND MONTHS OF PLANNING, , 
LONGINES-WITTNAUER PRESENTS WiTH PRIDE 
A PORTFOLIO OF MERCHANDISING SURPRISES 
—- NEW, DARING, SALES-MAKING ORIGINATIONS 


THEY'RE NEW 
Yar Christnats 1955 
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LONGINES-WITTNAUER 
Watcn Co., INc 
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Longines 
Starlight Serenade S-B 16 
Perfection in styling and 
in workmanship. The tiny 
14K white gold case is 
set with 16 fine diamonds. 


Longines Granada 
The diminutive watch is 
distinctive; the bracelet 
luxurious with hand- 
lapped finish — all 14K 
natural gold. 
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CS Sly ——~ Luxuriously-fashj 


diamond dress and bracelet watches. Irresisti)) 
beauty, brilliance, style and value are these diy 


i 


U 


tive new Longines watches. Each one has every 
to attract the buyer to whom quality is the fis, 
sideration. Here is unlimited opportunity fo: , 
sales and profits. The styles are entirely ney 


diamonds are of finest quality and correctly mough extra s 
for maximum display; the finish in every detail fe | 


finest jewelry craftsmanship. 


Longines Starlight — 


Serenade S-E 6 


Tiny 14K white ¢ 


watch 


is set with 


select diamonds, 


est 


is exemplified the fin 


in fine je 


workmanship. 


Longines 
Starlight Bracelet B5004 
Tiny 14K white gold 
case, set with four choice 
diamonds, combines with 
fine mesh bracelet to 


achieve effect of luxury. 
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Irresistibj. For —Handsome 14K gold 


: these diniiatches for sportsman or executive. Beautiful new 
aS everytifiongines dress watches — elegant in every detail. 
is the first ey are ultra-thin — thanks to an exclusive method 
Inity for ell case construction developed by Longines- 
irely new, @ittnauer. Many offer full waterproof protection as 
ectly moufh extra selling feature. (Water pr oof watches require 
ery detail ks frequent cleaning, less service.) They are just in 
ne tb catch the discriminating Christmas buyer who 

Hants the latest, the finest men’s dress watches. 


Longines 
President Taylor II 
ot os ine- -turned 

— me Fie t- a 
om ae this han 
some ultra-thin 14K 
gold watch. Smart 
alligator strap. 


x Longines Longines Longines 
iversary Aetoomentie All- Proct Stylist Athens Sweep Automatic 





on bet pee get watch of finest Ultra-thin 14K gold case of The ultra-thin 14K gold case 
sama Agee netion. Hand chiseled simplicity (side view (side view shown) is water- 
famnn tile Ke “thin tk gold shown). Protected against water,” proof®; the self-winding move- 
we “jn shown). Self- shock, rust, dust, magnetism. ment is shock-resistant. Rich alli- 
OCK-resistany, Suede strap has 14K gold buckle. gator strap has 14K gold buckle. 


® As long as crystal, back and stem are intact 





WITTNAUER DIAMOND 
ENSEMBLE 


Exquisite in style is this diamond en- 
semble fashioned in 14K white gold. 
Matching filigree work highlights 
four fine ity diamonds in the 
watch and seven in the ring. 


bop Flor ree is the new (a7 


mas sensation for 1955—incomparable in sale; 

— with novelty to bring cash on the line, qyj 
make firm friends for your store, value that ta 
beat. Who ever heard of a diamond-set Wi, 
watch and a matching fine quality diamond 

as little as $125! There are six beautiful ey 
— buy them all. 


This high-fashion 14K 
white gold ensemble 
features two fine dia- 
monds in watch, two 
diamonds and lar 
cultured pearl in 

_ charming matched 
ring. 


WITTNAUER DIAMOND WITTNAUER DIAM 
ENSEMBLE ENSEMBLE 


Sophisticated in style is this exclu- Amazingly showy is this & 
sive 14K white gold ensemble. The with diamonds set it 

watch is set with six diamonds; the both watch and matching 
choice cultured pearl in the ring is fine diamonds ornament! 
framed with six brilliant diamonds. —_jeweler’s pieces. 14K wh 





— What woman could resist 
ams tempting gift for husband or sweetheart, for 
Wher or brother! What a business gift, too! Here in 
» handsome box is a beautiful, fine-quality Witt- 
er watch, tie-clip and cuff links — all in matching 
ign — three gifts in one — three sales in one — at a 
ue-setting price that cannot help but make sale 
r sale. The five magnificent Wittnauer Jewelry 
sembles for men will make a thrilling display in 
hr counter or window. 


Created for the up- 

and-coming youn 

executive is this hand- 

rik somestie featur- 

ing leather inserts in 

matching watch, cuff a 
links and tie-clip. It’s 

sensational! 


WITTNAUER JEWELRY ENSEMBLE 
implicity of the ultra-modern watch is comple- 
d by over-sized cuff links and neat tie-clip, all 


watching gerne leather inserts. An irresistible 
nation! : 


WITTNAUER JEWELRY ENSEMBLE 


The unusual interwoven mesh pattern of this dressy 
“set” blends watch, cuff links and tie-clip into one 
harmonious ensemble to create a gift appeal that will 
make many sales. 
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Nittnauer Weather-Key WEATHER WATCH A7 


A “Giant Pocket Watch” Barometer. Com- 
plete with Bow and Crown. Gold-plated with 
gold-iridescent finished dial. With easel for 
desk or table; and brass loc) for hanging. 
6” diameter. 
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Wittnauer Weather-Key CONSTELLATION A8 
A traditional, round Barometer. Gold-plated, 
with engraved gold-iridescent finished dial. 
With easel for desk or table; and brass loop 
for hanging. 7%” diameter. 


Wittnauer Weather-Key CAPRICE Al 

A round Humi-Therm*. Gold- 
plated, with engraved gold-irides- 
cent finished dial. 4” diameter. 


Wittnauer Weather-Key WEATHER-SPHEN 
A Combination Barometer and ki 
Therm*. A complete weather instrume 
a crystal and gold sphere. Barometer 
side and Humi-Therm® on the other. 


plated and engraved dials. 45g” x 5% 


Wittnauer Weather-Key FOUR WI 
A square Humi-Therm* with| 
Gold-plated, with engraved | 
pearl finished dial. 4” x 4%" 


% 


The “Presentation Assortment” of 12 WITTNAUER 
“Weather-Key” Instruments is shown with the WITT- 
NAUER “Weather-Shop” Display. 

This gilt wire display has shelves for the desk ‘and table 
instruments and gilt arms for effective display of decora- 
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Wittnauer Weather-Key NEO-CLASSIQUE A5 
A rectangular Humi-Therm®. Gold-plated with engraved lack = 





























The Jeweler’s Line of Fine Weather Instruments to be sold exclusively 
I, ough Authorized LONGINES-WITTNAUER Jeweler Agencies. 


A new line of Fine Instruments made in the LONGINES-WITTNAUER tradition ot 
ality Watchmaker Craftsmanship. Designed and finished to the smallest detail in the manner 
(ne jewelry, the instruments are gold-plated with finely engraved dials in jewel-like finishes 
pearl and iridescent opal. we 

A planned “Presentation Assortment” of 12 WITTNAUER “Weather-Key” Instruments, 
luding a display and other merchandising aids, is being offered to Authorized LONGINES- 
ITTNAUER Jeweler Agencies. Included are Humi-Therms (Humidity Indicators and Ther- 
meters), Barometers and Combination Instruments. The instruments in the “Presentation 
krtment” are popularly priced to retail from $3.95 to $19.95. 

In addition, there is the line of WITTNAUER “Weather-Key” Deluxe Models in traditional 
i modern styles and fashioned in metal and wood. Other Deluxe Models are exquisitely fin- 
ed, hand-rubbed instruments in mahogany, rosewood and walnut, featuring hand-cut inlays 
gold-plated ornaments. Deluxe Models are priced to retail from $14.95 to $200. 
‘WITTNAUER “Weather-Key” Instruments available for shipment about September 15. 
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y tnauer Weather-Key ADMIRAL AQ 
Ze ey phip’s Wheel Barometer. Gold-plated, with 
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sk or table; and brass loop for hanging. 
«’ diameter overall. 
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raved pearl finished dial. With easel for 


Wittnauer Weather-Key BARO-SPHERE 6 
A half-globe Barometer. Gold-plated with 
spherical crystal and engraved dial. With 
easel for desk or table; and brass loop for 
hanging. 454” diameter. 





Wittnauer Weather-Key DIRECTOIRE A10 
A Combination Barometer and Humi- 
Therm *. Gold-plated, with an engraved gold- 
pearl finished dial. 542” square. 















Wittnauer Weather-Key DUNCAN PHYFE D 


A Combination Barometer. Traditional 
Colonial design in hand-rubbed mahog- 
any case with beautiful fruit wood inlav. 
A complete weather instrument contain- 
ing a Barometer, a glass Thermometer 
and a Humidity Indicator. Gold-plated 
ornaments with engraved gold-iridescent 
finished dials. 30” x 9”. 


*Percentage of Humidity Indicator ard Thermomete | 











LeCoultre proudly announces 
the beautiful new 


ATMOS CENTURY 
Perpetual Motion Clock 


Taking its place beside the Atmos 
Classique and the Atmos Moderne 
models, the ATMOS CENTURY can be 
your key to better Christmas clock busi- 
ness. Your customers have heard of the 
amazing ATMOS, the clock that runs 
without winding, without electricity, 
without human intervention of any kind. 
Now you can feature the amazing 
ATMOS CENTURY — at the sales-get- 


ting retail price of S$O9 50 
. 


Plus Federal Tax 


The ATMOS CENTURY will eventually 
be priced at $129.50; now, for a limited 
time, the CENTURY can be sold at its 
special introductory price of $99.50. 
ATMOS CENTURY is available with 
your choice of three outstanding dials — 
1) highly-polished trylon hour-markers 
2) Arabic numerals, at cardinal points- 
3) Roman numerals, at cardinal points. 


This can be your most successful Christ- 
mas season —if you act now. Only a 
limited number of ATMOS CENTURY 
Clocks will be available this year. Insure 
those Christmas-gift-sale-profits — order 
as many ATMOS CENTURY Clocks as 
you think you will need, but order them 
NOW! 
































... Remember—ATMOS CLASSIQUE and ATM! 
MODERNE, retailing for $150, plus federal tax,’ 
considered a “value” and are in constant dem 
throughout the world today! 





nd ATM 
eral tax, ! 
unt dem 


¢ IF ALL the odd characters in this 
dizzy old world of ours should ever 
decide to elect a king, a black-bearded 
New York silversmith named Sam 
Kramer would certainly be a leading 
candidate for the crown. 

An article in a recent issue of The 
Saturday Evening Post gives the low- 
down on Sam, a Greenwich Villager 
who easily qualifies as a full-fledged 
eccentric—in manner, dress, tastes and 
living habits. But Sam’s eccentricity 
is most clearly shown in his work. 
Sam earns his living by making jew- 
elry out of blobs of silver, gold and 
other metals, combining them with 
materials more appropriately worn 
around the neck of an African savage. 
He also makes ornaments shaped like 
amoebas, kidneys, embryos and _pre- 
historic monsters. 

During the past 15 years, for exam- 
ple, Sam has been making silver ear- 
rings set with taxidermists’ glass eyes, 
golden bracelets studded with moose 
teeth, copper necklaces festooned with 
the quills of giant Uganda porcupines, 
and platinum cuff links set with old 
buttons from subway motormen’s uni- 
forms. 

Sam is the first to admit that his 
other-worldly jewelry is the work of an 
artist. At any rate, his pre-eminence 
in the field of “artistic” jewelry is at- 
tested to by his income of around 
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Jewelers’ Circular—Keystone 


$25,000 a year, and by the more than 
20 museums and university art gal- 
leries that have exhibited his unique 
jewelry. 

It is reported that in his earlier days, 
Sam failed as a jewelry maker in 
Pittsburgh. In explaining this rebuff. 
Sam simply says: “Nobody there 
seemed to dig me.” 


e “THANKS to the JeweLers’ Cir- 
CULAR-KEYSTONE’S cooperation .. . the 
solution of an 11-year-old murder was 
made possible.” 

Thus ran the opening sentence of a 
very interesting letter we recently re- 
ceived from the International Re- 
search and Identification Bureau in 
Los Angeles. 

The story behind it concerns the ap- 
prehension of a murderer in Los 
Angeles which was made possible by 
the identification of an etch-mark on 
the back of a wrist watch case. JC-K 
had published a description of the 
watch, its factory number and its etch 
mark, and asked readers throughout 
the country to provide any informa- 
tion they could to the International 
Bureau. 

Fortunately, one jeweler did recognize 
the description—and his information 
helped California police solve a mur- 
der case which had been pending since 
1944. 


e “WHAT'S in a name?” asked Wil- 
liam Shakespeare in his famous play, 
Romeo and Juliet. 

For most of us, the answer is: “a great 
deal.” We are sure that Milton Glazer, 
an interior decorator of Richmond, 
Virginia, is no exception — and, for 
that reason, we wish to make amends 
for an oversight in our May issue. 

In our story on the Schwarzchild 
brothers’ new shopping center store in 
Richmond, (Suburban Store Comple- 
ments Downtown Store) we omitted 
the fact that the store was designed by 
Mr. Glazer, a member of Contemporary 
Design Associates. 

We feel that the Schwarzchild store is 
an excellent example of modern store 
designing, and we are happy to give 
credit where it is due. 


e IN THE LOBBY of the U. S. De- 
partment of Commerce building in 
Washington is one of the most unusual 
timepieces in the world—the “census 
clock.” 

This clock keeps a running tally of the 
country’s population growth on the 
basis of statistical averages. This 
growth is roughly 2 million 700 thou- 
sand persons a year, which is about 
like adding a state like Florida or 
Louisiana to the union every year. 
The “census clock” keeps track of this 
increase by registering a “new” Amer- 
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One out of every six Masons 
‘becomes a Shriner—the 
ultimate and highest honor! 
Since this is his final goal, 
with no more degrees to 
follow, every Shriner wants 
the very finest emblem—and 
that means a WEFFERLING 
BERRY Diamond Shrine 
Button. You'll find that the 
expert craftsmanship of 





Wefferling Berry emblematic 
jewelry will be appreciated 
by your most discriminating 
customers. So stock up 


NOW, and be prepared 


for the Fall season. 


Don’t miss the complete 
Wefferling Berry line 
at the Convention 
Booth 76—Waldorf-Astoria 





: = 2) 


Write Dept. CK8 for our 
latest 60-page catalog of 
fine emblematic jewelry. 


MEMBER 


Stock Up Now! 
DIAMOND SHRINE BUTTONS 


For Auiumn’s Increased Business 


AMERICAN 





NUMBER 


133-1D1 
133-1K1 
135-4H2 
135-4K1 
136-1D4 
136-1H2 
136-1K1 
136-2D3 
139-1D4 
139-1D6 
307W-3 
307W-4 
308W 
315W 


PRICE 


$15.00 
11.50 
20.00 
17.00 
30.00 
19.00 
16.00 
25.00 
32.00 
42.00 
28.00 
35.00 
17.00 
40.00 


Actual 


DESCRIPTION 


White gold | diamond 
Palladium | diamond 

Yellow Gold enl. claws 
Yellow Gold enl. claws 
White gold | diamond 
Palladium | diamond 

Palladium | diamond 

White gold | diamond 
White gold | diamond 
White gold | diamond 
Palladium 3 diamonds 
Palladium 4 diamonds 
Palladium 2 diamonds 
Palladium 3 diamonds 


size illustration reproduced from our latest catalog. 


NUMBER 


315W-4 
318RD3 
*318SD3 
318R-3 
*318S-3 
423RK2 
*423BK2 
441-4D4 
442D1 
442D4 
444-7K3 
445-1H3 
445-1K3 
2202-4D2 


1 dia. 
| dia. 


All diamonds are fine quality white goods. 
*Not illustrated. 


W/errertine Beary & CO. 


So cItiewvrT v 


PRICE DESCRIPTION 
50.00 Palladium 4 diamonds 
32.00 Pall. syn. ruby scimitar | dia. 
32.00 As 318RD3 with syn. sapphire 
35.00 Pall. syn. ruby scimitar 3 dia. 
35.00 As 318R-3 with syn. sapphire 
19.00 Yell. gold red enl. scim. | dia. 
19.00 As 423RK2—black scimitar 
30.00 Yellow gold enl. claws | dia. 
13.50 Palladium | diamond 
30.00 White gold | diamond 
25.00 Yellow gold, enl. claws | dia. 
26.00 White gold | diamond 
24.00 Palladium | diamond 
20.00 Yellow gold, enl. claws | dia. 
(keystone) 


The name Wefferling Berry is known for high quality throughout 
the country. Our extensive collection includes the finest Masonic, 
Shrine, Scottish Rite, Knights of Columbus, Elk, Moose, and other 
lodge and fraternal jewelry. 


THE NAME THAT MEANS 


8 ROSE STREET, NEWARK 8, N. J. 
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| dia. 
apphire 
3 dia. 
apphire 
. | dia. 
itar 

| dia 


| dia. 


| dia. 
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ican every 12 seconds. It does this by 
a mechanism which flashes a line of 
lights every eight seconds to denote a 
birth. A second line flashes each 21 
seconds to record a death. A third 
flashes each two minutes to signify the 
arrival of an immigrant and a fourth 
flashes every 24 minutes to signal the 
departure of an emigrant. 


e THIS IS the story of a kitchen 
alarm clock named “Charlie’s Aunt.” 
In 1901, the clock—an inexpensive 
model put out by Seth Thomas—was 
resting quietly on a store keeper’s shelf 
in the famous Caraboo district of 
northwestern Canada. That year, the 
Canadian government was busy hack- 
ing its way through swamps and for- 
ests to build a telegraph line to the 
Yukon territory for the 90,000 pros- 
pectors who had swarmed north in the 
Klondike gold rush of 1897. 

All the work in cutting a 40-foot right- 
of-way across hundreds of miles of 
the wildest sort of country was done 
manually—by rough and tough gangs 
of workmen. The cook of one of these 
gangs asked the mule skinner to bring 
him an alarm clock on his next trip 
south. 

Thus it was that “Charlie’s Aunt” was 
taken from its dusty shelf and packed 
in by mule to a work camp in the 
wilderness. 

For 14 months, the clock served the 
cook well—routing him out in the 
dark hours of the early mornings to 
prepare breakfast for the hungry work 
crew. Then, the telegraph line was 
completed and the workers went back 





to civilization. But “Charlie’s Aunt” 
merely moved to a new location in the 
frozen hinterland—a tiny hut used by 
maintenance men. 

But even this primitive hut was not 
to house “Charlie’s Aunt” for long. In 
the dead of winter, the two men re- 
ceived orders to head north to a new 
camp. This was a 500-mile trip, 
which would have to be made on 
With every extra ounce 
counting, the men left nearly every- 
thing behind. But they did take 
“Charlie’s Aunt” along with them. 
For three weeks, the men slogged 
through rain and snow—and bitter 
cold. When they finally reached their 
destination, the old clock was. still 
ticking merrily away. 

For the next 34 years, “Charlie’s 
Aunt” proved a valuable friend to 
countless linemen who occupied the 
maintenance — station. These men 
cleaned the old clock, lubricated it 
with gun oil and even gave it a “new 
look” by burnishing it with Hudson’s 
Bay Rum. 

By this time, “Charlie’s Aunt” had 
become famous up and down the line 
and was ranked as one of the Yukon 
Telegraph  Service’s oldest “em- 
ployees.”” Somewhere along the way, 
one of the linemen had named the old 
clock “Charlie’s Aunt”—because, like 
its namesake in the famous stage play, 
it never stopped running! 


snowshoes. 


¢© EMBARRASSING MOMENT: A 
policeman in Mason City, Iowa, re- 
cently lost his wrist watch. As far as 
he could remember, he had lost it 
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(Ring Enlarged to Show Detail!) 
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while “shaking” store doors on his 
night-time rounds. He promptly en- 
listed the aid of his fellow officers on 
the local police force to help locate the 
watch, 

After twenty-three hours of searching 
by the officers, the watch was discov- 
ered by the policeman himself. Where? 
—-on his other wrist! 


¢ READERS and friends frequently 
subject us to mildly humorous rebuke 
because they claim our titlke—JEWEL- 
ERS’ CIRCULAR-KEYSTONE—is such a 
time-consuming mouthful of syllables. 
We were pleased, therefore, to find a 
name in the Philadelphia telephone 
book which should go a long way to- 
ward diverting the attention of such 
critics from JC-K. The name, which 
contains 34. letters, is Dr. Hubert B. 
W olfschlegelsteinhausenbergerdor ff. 
This drove us to the library where our 
curiosity was satisfied with the in- 
formation that in English Dr. Hubert’s 
last name means: Wolf-mallet-stone- 
house-mountain-village. 


¢ RAISED EYEBROWS DEPART- 
MENT: General Electric recently un- 
veiled a new “wireless” electric clock 
which operates without a cord to an 
electrical outlet. 

Just as Marconi’s invention of the 
wireless sent messages through the air 
on radio waves, the new clock operates 
on the electro-magnetic impulses that 
float freely in the air. 

An electronic circuit extracts the elec- 
trical impulses from the air and uses 
them to control the clock and keep it 
in perfect synchronism. 

Sorry. but they are not yet available 
to retailers. Production this year is 
limited to one or two relatively expen- 
sive models for specialized use. 


e A JEWELER in Union City, N. J., 
has come up with an invention which 
should certainly do a lot to improve 
domestic harmony. 

For years, husbands and wives have 
been arguing about who “squeezed 
the toothpaste tube in the middle.” 
Now, thanks to four years of toil by 
jeweler Stephen Halo, such disagree- 
ments need no longer occur. 

Halo’s invention is a collapsible plas- 
tic tube with a built-in-winding key. 
It works in the same manner as the 
key on a can of sardines, and simply 
rolls up the toothpaste tube from the 
bottom. 

Halo already has his Canadian patent 
and is now hoping for favorable action 
on his application for a U. S. patent. 
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Charles E. Richter does more 
than merely sponsor his 
weekly TV show—he plans 
and produces it, acts as 
master of ceremonies and 
takes part in the enter- 
tainment. The result has 
been a good deal of fun 


for Richter and a notable 


increase in his business. 


V varirry SHOW PAYS OFF IN FUN AND PROFITS 


By Truman Mills 


The sponsorship of a weekly variety show on the local 
TV station is really paying off for Charles EK. Richter, 
owner of the Richter Jewelry Co.. Cincinnati, Ohio. 

In the four years the show has been running, Richter 
has realized a notable increase in his business! 

The show, called “Richter’s Diamond Square Dance.” 
is presented each Sunday afternoon. It is one-hour in 
length and includes square dance numbers. novelty 
dances, songs and specialty acts. 

Perhaps the most surprising thing about the show is 
the fact that Richter. who calls dancing his hobby, is 
actually the sparkplug of the weekly entertainment. He 
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not only plans and produces the show, but acts as its 
master of ceremonies and takes an active part in the 
merriment. Richter “calls” for the square dances, puffs 
out a variety of tunes on his harmonica, generally clowns 
throughout the program and does everything from “jitter- 
bugging” to exhibition ballroom dancing. In addition, 
he plays host to square dance groups and other enter- 
lainers who appear on the “Diamond Square Dance.” 
As the show comes on the air, Richter steps out in a 
top hat and striped pants to announce the theme of the 
day’s entertainment. The themes vary, covering such 


(Please turn to page 154) 
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5 4...... of service to 


RETAIL JEWELERS OF AMERICA 





The entire program of convention talks and discussions by leaders of business 
and the jewelry industry, at the forthcoming ANRJA convention and trade 
show at the Waldorf-Astoria Hotel. New York, August 14 to 18, is designed 


to provide jewelers with information for business planning. 


Appropriately, the number of exhibitors, many new this year, has required 
the use of additional exhibit space, and will add to the benefits to be gained 


by the retailers attending. 


An unusual feature of the annual banquet on Thursday, August 18 will be 
the golden anniversary salute to all living past presidents. Special past pres- 
idents’ jewels have been designed and will be awarded during the annual 
banquet. The custom of awarding a similar jewel for use by the current 


president also will be introduced at that time. 


Recognizing the importance of style in modern merchandising, the banquet 
program planners have provided a special show featuring “Fashions in Jewelry 
—Yesterday and Today.” This will be staged by Martha Percilla, fashion 
director of the Jewelry Industry Council. 

(Please turn page) 
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Convention Program: 


MONDAY 2:30 P.M. 
tional *Retail Jewele 
Presi 


Jones, Jr., 





TUESDAY 2:30 P.M... 
eral Electric Diamonds” 
Kiectric Co. “10 Sizzling 
man Co., Ine. 
Specialist, Associated R. 
WEDNESDAY 2:30 P. 
H. Lefkow, Bergman & 


Retail Federation. 


“Advertis ; 
rs of Indiana. 


Insurance Agency. 


national 
trade show... 
- AUGUST 14 to 18. 


esident’s Address, Oscar Kind, Jr., 
n. “The Retailer’s Stake in the 84th Congress”—Rowland 
“Huge New Markets’—Arno H. John- 
of Research, J. Walter Thompson Co. “The Present Status 


romotion and merchandising session. 
Dr. Miles J. Martin, Manager—Research Information, 
Hes Ideas,” N. J. Leigh, Chairman of the Board, Einson-Free. 
for Small Town Jewelers,” 





President, American Na. 


“Facts About the Gen. 
General 


Merwin Dechter, Retail Advertising 


F chs About the New ANRJA Credit Insurance Plan,” Bernard 
v “What Manufacturers Can Do Today 


About Fair Trade,” Donald . Leach, Vice President, R. Wallace & Sons. “The Retail Jew- 


eler and Fair Trade Tod: 


List of Exhibitors: 


Aaron, Samuel. Inc. .:......¢.%. Space 410 
Accro Watch Co., Inc........... Space E-12 
Adams, William, Inc....... Spaces 57 and 58 
er, Alb £8 oe eke sis Space 116 


Aetna Creations, Inc...Spaces S-21 and $-22 


Aisenstein, Louis, & Bros., Inc.....Space 8 
Allcraft Novelty Co., Inc.......... Space 15 
Allsopp-Stellar .......... Suite 915-917-919 
Alten Co, .........5.. Spaces 221 and 222 
Altheimer & Baer, Inc............ Space 20 
Alva Pears, Ine... 60... ee, Space 21 
American Charm Corp........... Space 323 
American Import Corp............ Space 92 
American Thermo-Ware Co....... Space 117 
American Time Products, Inc.....Space 514 
Aeon, too... a, Space 41 
Apex Accessories Co., Inc........ Space 517 
Aiport Jewelry Co.......2..-05.5. Space 44 
Argentum Silver Co., Inc......... Space 309 
Arlen Trophy Co., Inc........... Space 324 
Bt Papert Ooo. ekki Space 153 
Be Chaise Co... ... Space 33 
Baden & Pou Co... occ ons seein Space 4 
Baker & Co., Inc................: Space 18 


Ballou, B. A., & Co., Inc., 


pates, © JG Son... “ 
Baume & Mercier............... 
_ Bayer, Pretzfelder & Mills, Inc.. 
Benrus Watch Co......Suite 678-8 


Spaces S-7 and $8 See 
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Space 112 
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Re 06. esses Space 22 
beeces Rees Space 211 
Pee i cess Space 7 


ice. Di eness Space S-6 


Ste Space E-27 
oe Space 404 
Bee ee Space 124 
Me G06. bie. Space E-23 
Se SE ee Space 4-N 


pace 51 and Suite 879-881 
ve. c se». Crane Suites 
ee Space 168 


¥: : 
Spaces 102, 103, 104 


cate ty Space 516 
ee ans .Space E-2 


ve ctyee Space 134. 


Leon J. Engel, Tae Stieff Co. 


Colonial Mfg. Co., Inc........Suite 575-577 


Columbia Diamond Rings, 


Division of Axel Bros..........Space 4P 
Columbia Silver Co.............. Space 328 
Columbia Walescraft, Ltd........Space 319 
Courtney, John J., & Co....... Suite 914-916 
Cramer-Tobias-Meyer, Inc. ........ Space 2 
Cross, A. T., Pencil Company...Space 113 


Croton Watch Co., Inc.....Suite: 642-644-646 
Crystal Imports Corp...Spaces 228 and 229 
Cuckoo Clock Mfg. Co., Inc......Space 214 
Cyma Watch Co.......... Spaces 55 and 56 


Davids Lothar... 4. css. Space 400 
Davidson & Sons Jewelry Co., Inc., 
Spaces 37 and 38 and Suite 668-670 






Delaware Watch Co.............. Space 79 
Dennison Mig. CO... cece ccc css Space 52 9% 
Dershowitz, L.. & Co............ Space 402 
Doresy Products ..............-. Space 115 
Eagle Watch Co., Inc......... Suite 767-769 
Electric City Box Co............ Space 157 : 
Elgin National Watch Co. : 
Spaces 27, 28, 29, 34, 35, 36 
Empire Holloware Co., Inc........ Space 99. 


Enicar Watch Corp.............-. Space 2 g 
Evans Case Company, 
Spaces 510, 511, 512, 513 

Fantasy of Jewels.......... weve s Space 155 
Petters Ring Co., Inc... 5... 2cs- ss ; 
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Feinstein, E. S, & GO. (22, Space Thi 


Firestone Trading Co..... oe Space 303 


"Firman Leather Goods Corp...... Space 213 
Wither & Co.....+-c00+- ...-Rooms 907-909 


Fleischmann, Louis ......++.++-- Space 307 
Flex-Let Corp. ..-.+.--+. Spaces 49 and 50 
Florn Co., The....--eecesseeeses Space 207 
Flyer, J. & H., Inés... Room 593 
Forestville Clock Co............. Space 312 
Forever Yours Ring Co.......... Room 687 
Werman-Catler Co, .éviecee- cess Space 401 
Forman Family, Inc............» Space 3-9 
Forstner Chain Corp., 
Spaces 73, 74, 75 and Suite 760-768-770 
Foster Metal Products, Inc., 
Spaces 405 and 406 
Frackman, Harry & Ben, Inc.......... Room 
Freed, Edwin, Inc....... Spaces 60 and 61 
Gemological Institute of America. .Space 94 
General Electric Co., Clock & Timer Dept., 
Small Appliance Div...Spaces 67 and 68 
Gift Box Corp. of America......Space 130 
@iass, Leo, & Co., Inc.........:- Room 692 
Gold Filled Manufacturers Assn., Inc., 


Space 412 
Goldstein-Gerson Co., Inc...... 0022005 Room 
Gorham Company, The... .Suite 942-944-046 
Graf & Glaus, Inc..........-..-. Space 904 


Gruen Watch Company. The 
Spaces 4J, 4K, 4L, 4M-1, 4M-2, 4M-3 
Gutschneider, Jack, Jewelry Co., Inc., 


Space 182 
Hadley Co. ...Spaces 27, 28, 29, 34, 35, 36 
Hamburger, H., Co., Inc..... Rooms 673-675 
Hamilton Watch Co..-...5... us. Suite 
Hamshire Silver Co..............Space 99 
Harman. Watch Co..........5... Space 114 
Hartman Box Corp................space 5 
Harves Jewelry Co..............Space E-24 


Heirloom Clock Co.....Spaces 315 and 316 
Helbros Watch Co., Inc... .Suite 677-679-681 
Heller, L., & Son, Inc....Spaces 47 and 48 
Holzer Watch Co., Inc.......... Space 45 
Honora Jewelry. Co..-. 2.02. 2.5... Space 1 
Huye Space Saving Box System, Inc., 
Spaces 95 and 96 
Hy-Sil Manufacturing Co....... Space 97-A 
Illinois Watch Case Co...... Ballroom Stage 
Imperial Lamp & Shade Co.......Space 208 
Imperial Pearl Syndicate, Inc., 
Spaces 39 and 40 
Incabloc Corporation ...........Space E-1 
Ingraham, E., Co., The.........-. Space 24 
International Silver Co., The, 
Spaces S-10 to S-18 
Jabel Ring Mig. Co............. 2... Suite 
Jackson Vitrified China Co.. 
Spaces 136, 137. 138, 139 


Jaffe, A., & Son, Inc..........Suite 742-744 
mey-O, Ine. ccc Space 183 
Jewelers’ Buyers Guide..........Space 110 
Jewelers’ Cireular-Keystone ..... Space 129 
Jewelry Industry Council........Space 119 
Jewelry Magazine ..............Space 223 
Kahn, L. & M., & Co............... Sate 


Karp, David, Co., Inc...Spaces 4-G and 4-H 


Karpeles Rosary Co.....Spaces 132 and 133 
Karv-Art Products Mfg......... Space E-25 
Kaspar & Esh, Inc............Suite 680-682 
Kascoy. I., Inc..,..... Spaces 155 and 156 
Katz, Frank M., Ing... . Space 215 
Kaycraft Co., Inc..... seeV ev ecise Space 203 
Kevstone Silver, Inc....Spaces 313 and 314 
Rirk’s, Lids Space 92 


Kirk, Samuel, & Son, Inc......Suite 579-581 
Koch, Fred J.,..,.... oe. Space 154 


Kocher, Walter, & Co...Spaces 201 and 202 
Korn, William, & Co., 
Spaces 77, 78, 81, 82, 88, 89, 90 
Kramer Jewelry Co............... Space 59 
Krementz & Co...........Suite 915-917-919 
Kritzer-Stern and Kritzer, Inc., 
Suite 767-769 


Kushner & Pines, Inc............ Room 587 
L.M.D. Jewelry Mfg. Corp........ Space 17 
Lady Alice Pearls...... Spaces 220 and 230 
Lampl,. Joseph 6... <6... ci ecco Space 3 
Lampl, Walter....... Spaces 85, 86, 87, 91 
Landau, Max, & Co............. Space 105 
Lasner Jewelry Corp.............Space 305 


Leading Jewelry Mfg. Co., The, 
Spaces 9 and 10 
Lederer, Victor E., Inc........... Space 227 
Lehman Bros. Silverware’ Corp., 
Spaces 216 and 217 


Lieber & Lerner... .. 5... 5. sc Space E-13 
Life Magazine ........ Spaces 121 and 122 
Lifton, Harold, Co., Inc.......... Space 111 
Lignum-Vitae Products Corp.....Space 142 
Linde Air Products Co.......... Space S$-24 
Lipman, Bernard, Inc............ Space 123 
Lloyds of New York......... Suite 953-955 


Longines-Wittnauer Watch Co., Inc...Suite 

Lovebright Diamond Co., Inc.. .Suite 614-616 
Luria, L., & Son, Inc., 

Chinese Room and Salon, Carpenter 

White Room and Foyer 


Marnill Co, the... ............ Space 129 
Mele Mfg. Co., Inc.. Spaces E-15 and E-16 
Mercury Ring Corp.............. Space 409 


Minnesota Mining and Mfg. Co..Space E-14 
Modern Onyx Mfg. Co., Inc......Space 330 


Mohertus Trading Co............ Space 205 
Monarch Watch Co., Inc.......... Space 23 
Monterey Jewelers, Inc..........Space 182 


Morel Jewelry Displays, Inc...Suite 667-669 
Morris, Norman, M., Corp.....Suite 980-982 
Motorou. bic. ....-.. 2... Space 509 
Muller, John F., Associates, Inc...Space 506 
Napier Co., The........Spaces 301 and 302 
Nathansohn-Lipschutz Co. ....Suite 767-769 
National Jeweler ............... Space 181 
National Silver Co....Spaces E-20 and E-21 
National Silver Deposit Ware Co..Space 128 
Mew Hermes, Ine. 5... os... Space 6 
Norma Pencil Corp............-...Space 32 
North American Philips Co., Ine., 
Spaces S-1 and S-2 
Oneida, Lid., 
Spaces E-6, E-7, E-8, E-9, E-10, E-1] 
Otie Ce. oo. 6 oe ces ee ck ss Space 64 
Uiranto, Lows 3... 5..........4., Space 99 
Pan American. Barter Co., Inc., The. 
Space 329 
Paper-Mate Eastern, Inc., 
Spaces 403 and 413 
Parker Pen Company, The, 
Spaces 407 and 408 


Penning Bros, inc............5. Room 691 
Philcs. Com. ...... <<... ...... Space B26 
Polishook, K.. & Son Corp....Suite 953-955 
Poole Silver Co...........Spaces 80 and 84 
Radio Corp. of America.....: -...Space E-5 
Reed & Barton Silversmiths. ..Suite 779-781 
Regency Thermographers ........Space 97 
Reich, M. A... .3.........:; Suite 567-569 
Reizenstein, C., Sons............ Space S$-6 


Remington Rand, Inc., 
Electric Shaver Div.....Spaces 13 and 14 


Rice, Irving W., & Co., Inc....... Space 108 
Robbing | 7. tac........05... Space 16 
Robinson, Edward B............. Space 226 


Ronson Corp. ..........Spaces S-4 and S-5 
Rosenthal, Herbert, Jewelry Corp. 
Suite 767-769 


Rosner Container Co... .. Diacces Space 159 
Roth Brothas. ........:........ Space 206 
Royal Crown Derby Bone China..Space S-6 
Royal Zitoen Gh. .. 605. oe. 6c Space 317 
Sacks, 1. & Sone.............. Space 204 
Sarkin, David, Inc.......... ee Space 42 
Savoy Watch Cn... .....-5. 6... Room 665 
Saxony Wateh Co............... Space 329 
Saxton, to... sk: Space 135 
ee ee Space 304 
Schick, Max, Jewelry Co., Ine....Space 320 
Schless-Hardwood Co., Inc............ Room 
Schwarcez, Adolf, & Son, Inc....... Space 79 
Selsi Company, Inc..<..........- Space 131 
Semea Clock Co., Inc..Spaces E-17 and E-18 
Sessions Clock Co., The.......... Space 98 
Seth Thomas Clocks..... Spaces 25 and 26 
Sheaffer, W. A., Pen Co........... Space 46 
Sheffield Merchandise, Inc........ Space 329 


Sheridan Silver Co., Inc., 

Spaces 126 and 127 
Shiman Bros. & Co.....Spaces 501 and 502 
Shriro Watch, Inc........ Spaces 65 and 66 
Silver City Glass Co., Inc., 

Spaces 163 and 164 


Siweteratt Co. tne... os ess. Space 311 
Simmons, BR. F., Ce... cic dc cases Room 565 
Solow, Harcid, & Ce.....c....05. Space 318 
Speidel Corporation ..... Spaces 30 and 31 
Stegor Stainless & Silverplate....Room 948 
Stern & Stern, tnc.............. Space 212 
Stevens, Bart, Corp...........:.- Space 4-N 
Stieff Company, The...Spaces 507, 518, 519 
Superior Jewelry Co............. Space 310 
Supreme Cutlery Corp...........Space 503 
Surnamer, S. J., Co., fnc......... Space 322 
Swek, ike. ........... Space 19 
Swift & Anderson, Inc............Space 43 
Sylvette Jewelry, Inc............. Space 515 


Syracuse Ornamental Co., Inc., 
Spaces E-3 and E4 
Tanenbaum, B., & Co., Inc........ Space 83 
Tanz, Philip, Co........ Spaces 209 and 210 
Thomae, Chas., & Son, Inc...Rooms 907-909 
Towle Manufacturing Co...Suite 977-979-981 
Underwood Corp. <............. Space 109 
United States Time Corp...Spaces 53 and 54 
U. &. Jewelry Co.......«......... Space & 
Vacheron & Constantin-Le Coultre 
Bg Suite 
Val St. Lambert Crystal, 
Spaces 136, 137, 138, 139 
Van Dugteren, A. J., & Sons, Inc.. .Space 5-3 
Victorian Jewelers .............Space 325 
Volupte, Inc., 
Spaces 62 and 63 and Suite 694-695 
Wallace, R., & Sons Mfg. Co. 
Suite 851-853-855 
Waltham Watch Co.......Spaces 69, 70, 71 
Watchmakers of Switzerland 
Spaces 11, 12, 106, 107 
Waterman Pen Co., Inc., 
Spaces 100 and 101 
Wefferling, Berry, & Co........... Space 76 
Westcloe ....5......: Spaces S-19 and S-20 
Whiting, Frank M., & Co...Park Lane Hotel 
Wilson Specialties Co., Inc. 
Spaces 126 and 127 


Winard. Inc. «oc. ce oes cases: Space 225 
Winston, Harry, Inc.................-Suite 
Winton Watch Co., Inc.......... Space 411 
Wood, 7. B., & Sone, inc.............. Suite 
Zinovoy Originals, Inc............ Space 93 - 







































(THIS IS THE OFFICIAL CHERUB 
ADOPTED FOR THE JIC PROMOTION) 
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WHERE THEY COME FROM AND WHY... 


The JIC Cherub results from the Industry’s recog. 
nition of the need for a nationwide cooperative 
movement to protect the jeweler’s position against 
the inroads of competitive industries during the 


Christmas season. 


The symbol of the Jewelry Industry Council’s “Opera- 
tion Cherub”—the cherub itself—was conceived of an 
industry need—born of the necessity for united action and 
is dedicated to the preservation of the jewelers’ tradition- 
ally favorable position during the Christmas gift-buying 
season. 

This and the following two articles explain the jewelry 
industry’s new champion—the Cherub—(1) Why it exists 
(2) What it is (3) How the jeweler can get it to work for 
him during the coming Christmas season. 

The cherub is more than a symbol—it is a real thing— 
will actually be reproduced and multiplied literally mil- 
lions of times as it flies about the country and into the 
hearts of American shoppers this very fall. 

This is a potentially powerful operation, backed by the 
JIC, the NJA and the ANRJA, plus additional financial 
and advertising support of the industry’s leading manuv- 
facturers. 

The advisability—the necessity—of such a program as 
the JIC’s Operation Cherub became evident during the past 
Christmas season, when the concerted merchandising ef- 
forts of other industries quite clearly cut-in on the gift 
business of the jeweler. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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Last year, these other industries, as the result of ana- 
lytical studies of the market, became aware of the expand- 
ing gift market. They tested and then launched impressive 
campaigns to capture a greater share of the potential— 
particularly during the Christmas season—by means of 
dramatic advertising and impressive merchandising. 

Manufacturers of heavy household electrical appliances 
—hig-ticket items, such as refrigerators and washers— 
{fully aware of the importance of the gift market, made 
their first concerted, cooperative bid for the Christmas 
Gift Market in 1954. Dramatic four-color advertisements 
spearheaded their campaign. 

The distilled-liquor industry in the last three years has 
stepped up its Christmas Gift advertising with the result 
that “The Wall Street Journal” estimated 35 per cent of 
the total annual liquor sales are made in the Christmas 
season. 

This year—the coming Christmas of 1955—the Hard- 
ware Industry, with considerable past success in the use 
of cooperative national advertising, makes its first coor- 
dinated nationwide bid for the Christmas Gift Market. It 
will push and pound the idea of “The Hardware Store as 
the Family’s Christmas Gift Center.” 

United States Steel, the huge corporation that financed 
and underwrote the 1954 Christmas Gift Program for 
Heavy Household and Electrical and Gas Appliances, will 
also be back to repeat and improve on that program for 
Christmas 1955. 

With these facts before the jewelry industry, Albert E. 
Haase, President of the JIC, presented to the industry’s 
leaders a plan for offsetting the challenge of other indus- 
tries and capitalizing more fully on the potentials of the 
jewelry trade. 

That plan, after months of study and revision by a 
special committee of representative national advertisers, 
evolved into Operation Cherub. 

Intelligently based upon conditions, realistically pre- 
pared in line with the facilities of our industry and dra- 
matically planned to make a real impact on the public, 
this nationwide, well-financed effort presents a rare oppor- 
tunity for any jeweler to increase his Christmas volume 
—at the local level—right in his own store! 

Specifically, Operation Cherub is... (but read on) ... 














WHAT THEY WILL DO AND WHEN 


The JIC Cherub and its millions of counterparts will 
work on the hearts and minds of America’s Christmas 
shoppers generating desires for “gifts of love.” 


Oscar Kind, Jr., for the American National Retail Jewelers 
Association, says: “There is nothing more imperative than this 
Christmas Program for the industry.” 

William Wagner for the National Jewelers Association, says: 
“This program hits the jack pot. It’s a million-dollar idea for 
the jewelry industry. We'll get behind it heart and soul.” 

Also, the Retail Jewelers Research Group, in a resolution, says: 
“Knowing the increasing competition of other industries in the 
gift market we feel this program is really necessary for the life 
of the Jewelry Industry. Individually and as a group we endorse 
the financial plan as presented. We offer our local support and 
cooperation to the hilt.” 

Why are these groups in such complete accord? Just what 
causes such enthusiasm ? 

Exactly what is Operation Cherub? What will it do—and 
when? 

First. it has as its symbol the specifically designed Cherub 
which, in the form of ceramic figurines, boutonnieres, and mil- 
lions of printed reproductions, will truly fly all over the country 
this coming Christmas season, to direct the public to jewelry 
stores for gift needs. 

The entire campaign is designed to impress upon the Christmas 
shopper the fact that a gift from the jewelry store is more likely 
to be accepted as “a personal gift-of-love” than gifts from many 
other stores which, at best, might be described as practical or 
utilitarian. 

Recognizing that the success of any effort of this nature 
depends upon impressive, concentrated, perfectly-timed promo- 
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tion, the JIC Committee decided upon a dramatic color advertise- 
ment in The Saturday Evening Post, on December 3 on the 
newsstands November 29. This particular ad will serve as a 
“oate page’ to the presentation of individual advertisements from 
manufacturers who distribute through the jeweler. These mes- 
sages, following the JIC “Cherub” page, will make up an impres- 
sive section in that issue, going into 4,725,851 homes, right at the 
beginning of the peak of Christmas buying. 

But this impressive Post section is only a part of the complete, 
integrated program. 

The Cherubs have a very special part in the campaign—quite 
aside from ornamenting the advertising. They will actually be 
molded into small figurines which will be exclusively produced 
for sale to jewelry stores (and jewelry stores only) for window 
and in-store use and for sale, if desired. Particularly suitable 
as Christmas decorations throughout the house, the public will 
find them appealing. 

Special Christmas boutonnieres with small replicas of the 
Cherub will be offered as special merchandising aides. 


Local Advertising 

Special Christmas Newspaper Sections—set up in print—carry- 
ing illustrated articles, will also be furnished by the Council. 
There will be separate stories and pictures on all types of gifts. 
These Christmas Newspaper Sections will tie-in with the national 
program. Radio and TV stations will be furnished with informa- 
tion for working out Christmas advertising programs with re- 
tailers. 

Special Kits for Retail Jewelers 

These kits will include window and in-store display material 
and Christmas promotion suggestions that tie-in with Operation 
Cherub. The kits will contain specific Christmas newspaper, 
direct-mail, radio and TV promotion ideas. 

As another important part of this nation-wide Christmas 
project, a nation-wide free publicity program is planned. Special 
stories, special news articles will be created for newspapers, for 
radio stations and for TV programs on a large scale. 

The success attending Operation Cherub will be measured by 
the results on the retail level, locally. These local results will be 
dependent upon the extent to which each individual jeweler avails 
himself, of the valuable services being offered by the cherubs.’ 

These lovable, little. hard-working characters are so well trained 
and so well equipped and so well organized for their work that 


all you need do is . (but read on) ... 
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PUT THEM TO WORK FOR YOu! 


The JIC Cherub awaits the orders of any jeweler who bids 
it bring business to his store this coming Christmas. Here 


is how to employ it most effectively. 


® To help the jeweler hold his Christmas Gift Market—to help 
him get more Christmas Gift business—that’s the aim of the 
Cherubs of the JIC. 

How can your store fully benefit—how can you get these 
Cherubs working for you as an individual jeweler? 


Spotlight Your Store 

First, you'll need a supply of ceramic cherubs—ceramic 
cherubs exclusively designed for jewelry stores—ceramic cherubs 
that will brighten up your windows as Christmas eye-catchers— 
ceramic cherubs the public will be told to look for in jewelry 
stores in The Saturday Evening Post advertising and in national 
publicity—ceramic cherubs that the public will want for decora- 
tions in the home—on the table—on the mantel—on or around 
Christmas trees. 


Plan Your Program 

You'll need the Official Plan Book for Operation Cherub—a 
plan book that brings you specific ideas for all of your 1955 
Christmas advertising—newspaper—direct-mail—radio—window 
display—and in-store display. 

You'll need other merchandising helps. Colorful easel-backed 
Cherub Display Cards for your windows. Smaller Cherub Dis- 
play Cards for in-store use. Cherub Streamers. A supply of 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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Cherub Gift Cards and Envelopes. Cherub Stickers for gift 
packages. 

All of these tangible merchandising helps are offered by Oper- 
ation Cherub at cost of production and handling. 

You pay no entry fee to participate in Operation Cherub. You 
pay only for an Introductory Participation Package—a package 
of tangible specific merchandising and traffic building helps. 
(See panel at right for details.) 

You buy that Introductory Participation Package in any one 
of four different sizes as described in detail in the panel. 

Along with each Introductory Package goes the privilege of 
ordering additional quantities of any single specific type of mer- 
chandising helps included in that package, according to specific 
price lists contained in each package. No single item will be 
available, however, to any jeweler unless he first orders an Intro- 
ductory Participation Package. 


And Remember 

The gladsome—welcome ceramic cherub—the cherub that wiil 
be nationally advertised to identify and associate the jeweiry 
store with Christmas Gifts—can, of itself—and of itself alone— 
bring back a far greater return than your modest cost of par- 
ticipation. 

Preliminary interviews with jewelers reveal many ideas on the 
uses to be made of these figurines as traffic and sales builders. 
Some plan to give a cherub figurine free with every gift purchase 
of say $50 or more. Others plan to sell them at a price of $3 
each. Others plan to give them as a special Christmas premium 
to regular customers. Still others have the idea of offering them 
free of charge to any and all customers, regardless of size of 
purchase. 


It’s Yours to Profit From 

All expenses for Operation Cherub; all the cost of organizing 
work; all the cost of all activities, except the cost of merchan- 
dising helps, are being borne by forward-looking suppliers of 
the jewelry industry and by the Jewelry Industry Council: the 
American National Retail Jewelers Association and the National 
Jewelers Association. 

The actual benefits to you 





are up to you. The scope and the 
intensity of the program depends upon your desire—to respond 
fast—quickly—in the form of advance orders for the many 
merchandising helps and traffic-building helps now offered you. 


Act Now — Today 


Get the utmost from this nationwide 





hard hitting—realistic 
program which is designed to fight off the ever-growing compe- 
tition of other industries seeking your jewelry-store Christmas 
Gift Business, send in your order right now to the Jewelry Indus- 
try Council “OPERATION CHERUB”—Room 901—608 Fifth 
Avenue—New York 20, N. Y. 


For, seldom have so many cooperated so fully to provide the 





retail jeweler with so much as is offered by Cherub! 
Don’t regret your delay later—send for your Introductory 
Participation Package—T oday! 



























































RETAILER PARTICIPATION 
SCHEDULE 


Introductory Participation 
Package—“A”’ 


Merchandising Helps 
One Official Plan and Idea Book 
containing: 
Newspaper layouts and copy 
Newspaper mats 
Radio commercial 
Direct Mail suggestions 
One Official Colorful (8 x 10) Easel-Back 
Cherub Window Display Card 


Four Official Colorful in-store uneaseled 
Cherub Display Cards (4 x 5) 


One Colorful Cherub Gummed Streamer 
(514 x 22) 

100 Cherub Gummed Stickers for pack- 
ages and store literature 


100 Cherub Gift cards and envelopes 


Traffic Builders 


Two Ceramic Cherub Figures (Size ap- 
proximately 4 x 314) 


Re-Order Lists 


Price and re-order lists for Merchandising 
Helps 
Price and re-order lists for Traffic Builders 


PRICE OF PACKAGE “A”... . $12.50 


* * * * * 


Introductory Participation 
Package—“B” 
Note: Contents of Merchandising Helps 
same as Package “A” 


Number of Ceramic Cherubs increases 
to 10 


PRICE OF PACKAGE “B”.. . . $25.00 


* * * * * 


Introductory Participation 
Package—*“‘C” 
Note: Contents of Merchandising Helps 
same as Package “A” 


Number of Ceramic Cherubs increases 
to 28 


PRICE OF PACKAGE “C”... . $50.00 


* * * * * 


Introductory Participation 
Package—“D” 
Note: Contents of Merchandising Helps 
same as Package “A” 


Number of Ceramic Cherubs increases 
to 70 


PRICE OF PACKAGE “D” .. . $100.00 
* % * we * 
SPECIAL NOTE:. Announcement on 


Cherub Boutonnieres and Prices on 
_ same to be made later. 








what is men’s 


JEWELRY? 


Let us assume that a novice jewelry salesman has just joined your 
sales staff. He asks you, with due deference and humility, “Where is the 






























men’s jewelry department?” 

After a moment’s thought, you'll probably say to yourself, “Just 
where is the men’s jewelry department?” You realize that you cannoi 
point to a single department or area in your store and say with a flourish, 
“There is men’s jewelry!” For, men’s jewelry is too varied, too diversi- 





fied to be located in one single department. 

Taking our hypothetical novice salesman by the arm, you might first 
show him a counter case displaying men’s rings: in it would be diamonds, 
precious and semi-precious stones; emblems, signets and birthstones; all 
these would come in plain, fancy, and ornate designs; they would be in 
settings made of white or yellow gold, or platinum or palladium—ad 
infinitum. 

Not too distant, perhaps, would be another counter case displaying 
a wide variety of cuff links, tie slides and pins, money clips, and key 
chains in karat gold and sterling. There would still be another display 
of these items in popular prices for fast turnover. : 

After a brief pause you would realize this does not mark the end of 
your tour of men’s jewelry items. You and your new salesman move on 
to another section of the store—probably near or in your watch repair 
department. There you would show the “uninformed one” an almost 
infinite variety of watch bands. 

Still, the tour continues. You then move on to the leather goods sec- 
tion and view a representative selection of wallets and billfolds, for these. 





(Please turn to page 153) 
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COVER: 


. SQUIRE, INC. 

. SLOAN & CO. 

.R. F. SIMMONS CO. 

. KREMENTZ & CO. 

. FOSTER METAL PRODUCTS, INC. 
. WEFFERLING BERRY & CO. 

. IRONS & RUSSELL CO. 

. HELLER-TARA, INC. 

. MARSHALL WATCH CORP. 

. MAURICE SPAIN & SON, INC. 
. ANSON, INC. 

. SPEIDEL CORP. 

. B.A. BALLOU & CO., INC. 

. PITMAN & KEELER, INC. 

. FLEX-LET CORP. 


RIGHT: 


. ANSON, INC. 

. FLEX-LET CORP. 

. ALICE JEWELRY CO. 

. LARTER & SONS, INC. 

. CHESTERFIELD JEWELERS, INC. 

. BRUNER-RITTER, INC. 

. SQUIRE, INC. 

. MARVEL JEWELRY MFG. CO., INC. 
. PITMAN & KEELER, INC. 

. WALTER E. HAYWARD CO., INC. 
. HICKOK 

. JACK S. FELSENFELD, INC. 

. FOSTER METAL PRODUCTS, INC. 
. SPEIDEL CORP. 





Admittedly, this is a rhetorical question—but it is 
one designed to direct the individual jeweler’s atten- 
tion to the breadth of lines and the variety of prices 
which characterize the items in a jewelry store which 
ean rightly be classified as “‘men’s jewelry.” 
































SKETCH BELOW IDENTIFIES JEWELRY SHOWN ON THE COVER 











Jeweler Bernard Miller of 
Lebanon, Pa., bases his gift 
merchandising on one idea— 
an appeal to women. His 
success is shown by the 

fact that purchases by 
women account for more than 
90 per cent of his sales 


volume. 


A ppeal to Wome A} ...IN GIFT MERCHANDISING 


By Benedict Kruse 


“Women are a jeweler’s best customers,” is undoubted- 
ly the way jeweler Bernard Miller of Lebanon, Pa., would 
paraphrase the well-known song about diamonds. He 
certainly has ample reason to do so—for more than 
90 per cent of his sales volume results from purchases 
by women! 

Miller has accomplished this astounding sales record 
by the simple method of breaking-down his merchan- 
dise into two important categories: 

(1) The things a woman buys for herself. In this 
respect, the regular line of jewelry store merchandise is 
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more than adequate. Miller has found it wise to go after 
this portion of his business with a comparatively heavy 
emphasis on low priced items which make for continuing 
sales. Items in this category include costume jewelry, 
earrings and compacts. In addition, of course, Miller 
carries a full line of diamonds, watches, gemstone rings 
and other higher priced merchandise. 

The main consideration in this case, according to 
Miller, is to carry a wide enough selection to enable the 
jeweler to have a substantial year-round business in 

(Please turn to page 159) 
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100% WATERPROOF* MARINE CRICKET 


line stainless steel case with matching expansion 
aT jewel world famous Vulcain wrist alarm movement. 
18K gold markers with luminous dots and hands. 


Cricket 20)B ...........- jiacnieasisiesssetmcspuaa thangs eed $125.00 













Classic design . . . stainless steel back and 
expansion band. 17 jewel Vulcain wrist alarm 
movement. Silvered luminous dial and hand 


Cricket 1JB 
Same as above, with genuine lizard 
CE OI piensa 
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Prices do not include Federal Excise Tax 277 Fourth Avenue, New York 10, N. Y. 






Wakes you in the Morning 
Reminds you of Appointments All Day 
Keeps Perfect Time All the Time 


The Vulcain Watch Company, recognized leader in 
the manufacture of fine watches since 1858, winner 
of innumerable International awards for accuracy, 
proudly presents its newest, distinctively styled series 
of Vulcain Crickets. 


The miracle watch with ingenious, clear, penetrating 
alarm powered by the famed 17 jewel Vulcain move- 
ment. A masterpiece of superb craftsmanship, unerr- 
ing accuracy that “rings the bell’ for important 
people throughout the world in every field of endeavor 
... Statesmen, scientists, explorers, sportsmen, busi- 
ness leaders, and professional men. 


THE WATCH OF DISTINCTION 
FOR THE MAN OF DISTINCTION 


Exclusive Vuleain Patented Alarm 
World Famous 17 jewel Vulcain movement 


a 
® 
@ Dual unbreakable mainspring 
@ Anti-magnetic 

® 


Stunning new designs 


*Waterproof when crystal intact and case unopened 


Cricket 50 


PORATION OF NORTH AMERICA 
Division of Shriro Watch Inc. 











400 Ontario Street West, Montreal 


A TRIUMPH OF FUNCTIONAL PERFECTION! 


VULCAIN | 


Grand Pax 
100% WATERPROOF” Wag. > 
SELF-WINDING WATCHES \\ ws 


A century of unsurpassed skill in the fine art of watch- 
making is reflected in these superbly fashioned timepieces 
by Vulcain...all unfailingly accurate, 100% waterproof* 
and fully self-winding. a. 


@ Fully Automatic — winds itself @ Anti-magnetic 
@ 100% Waterproof* @ Unbreakable Mainspring 


@ World Famous 17 jewel @ 18K Gold Markers 
360° Rotomatic Vulcain Movement 


@ Incabloc Shock Resistant 


@ Some with Luminous Dials 


*Waterproof when crystal intact and case unopened. 


Handsome 10K all gold filled 
waterproof* case. Sparklin; gs 
filled expansion bracele 
Rotomatic self-winding Wuicain 
movement. 18K gold numerals. 


Auto Lady 50 $100.00 


For her, petite 14K gold waterproof* case. 17 jewel 
> j , s a sg Vulcain..360° Rotomatic self-winding movement. 
Her Mf | f fia : Delicate 18K gold markers and hands. Rich 
sport watch 4 AN ! ’ alligator strap. Auto 41JB 
... Sparkling 4 ; 4 
mirror-bright stain- 
less steel waterproof* 
case and expansion bracelet. 
17 jewel world famous Vulcain 
360° Rotomatic self-winding move- 
ment. 18K gold numerals. 


Auto Lady 20)B 


Feminine beauty . 10K all 
waterproof* case. Harmonizing gold filled 
expansion bracelet. 17 jewel world famous 
Vulcain 360° Rotomatic self-winding move- 
ment. Unusual 18K gold-marker dial. 


Auto Lady 40)B ~ $110.00 oie: 
VULCAIN CORPORATION OF NORTH 
Prices do not include Federal Excise Tax Division of Shriro Watch Inc. 
277 Fourth Avenue, New York 10, N. Y. 400 Ontario Street West, Montreal 
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anew color movie 
to help you sell diamonds 


it’s yours FREE...to show in your town 





Produced to help you promote diamonds . . . and just 
released . . . this spectacular new film, in sound and 
color, is yours to use, on a free rental basis. It’s ideal 
for showing before high school and college students, 
to club groups in your area, and for presentation as 
a sales-training aid. 


With romance setting the scene, this new movie 
tells a spell-binding story about diamonds. There’s 
an authentic sequence on diamond cutting, photo- 
graphed at a leading New York cutting house. There’s 
an interesting tour through the diamond mines, filmed 


on location in South Africa. Fast action and magnifi- 
cent color photography make it a really memorable 
diamond film. 


For details on how you may obtain the film, “A 
Diamond is Forever,” to show in your town, write 
to the exclusive distributors, Association Films, Inc., 
at the address nearest you: 


347 Madison, New York 17, N. Y.; Broad and Elm, 
Ridgefield, N. J.; 79 East Adams Street, Chicago 3, 
Ill.; 351 Turk Street, San Francisco 2, Calif.; 1915 
Live Oak Street, Dallas 1, Texas. 


Tie in with the all-out diamond promotion...keep diamond sales coming your way 


De Beers Consolidated Mines. Ltd. 













the GROWING IMPORTANCE 



































...0of MEN'S 


“We're selling men’s jewelry like there was going to be a shortage, and 
here it is the start of the sport shirt season,” a Providence jewelry manv- 
facturer was quoted as saying in the Wall Street Journal three months ago. 

A spokesman for Cluett, Peabody & Co., one of the country’s largest shirt 
manufacturers, recently estimated that 15 to 20 per cent more shirts are 
being made today with French cuffs (thus requiring cuff links) than were 
made three years ago. He also reported a substantial gain in shirts with tab 
collars, which require pins. 

Two months ago an executive of a large New York haberdashery chain 
was quoted in The New York World-Telegram and Sun as saying that French 
cuff shirt sales are up 50 per cent. He added that men’s jewelry sales have 
soared. 





More recently The Journal of Commerce reported, “Heavy promotion and 
well directed advertising have paid off well for the men’s jewelry and ac- 
cessory trade. This year volume will run well over 20 per cent above 1954, 
with the take from jewelry alone in excess of $50 million.” 

What’s happening? Dame—or should we say Mister ?—Fashion has begun 
to have effect on the consciousness of the American male. The evidence of 
this fashion awareness lies in the design and color of contemporary men’s 
apparel and jewelry accessories. 

One reason offered for the huge jewelry fashion uplift has been the appeal 
in advertising to “the repressed desire in almost every man to show a little 
bit of gay plumage.” Furthermore, the present popularity of somber men’s 
suits of charcoal gray and brown has created a need for brightly colored 
shirts and jewelry accessories to provide contrasts. 

Thus. we see that men’s suits are conservative, shirts are more elegant, 
and cuff links gay and vivid and bold. Today, the man of the house is 
dressed. fit to kill—with colorful cuff links, collar pins and tie clasps. In fact, 
one jewelry manufacturer’s consumer survey shows that where the average 
man owned only one pair of cuff links before the war, today he owns 414 
pairs. 
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The jewelry industry is witnessing today a virtual 





renaissance in men’s jewelry. Never before has the 
market been so broad in scope and depth. And 


sales opportunities are truly at an all-time high. 


S| JEWELRY! 





— 
and — Production of men’s jewelry is at an all-time high. The importance of this 
anu merchandise is made still more obvious by the fact that during the past few 
ago. years several prominent, mass producers of other jewelry lines have entered 
shirt ff the field with full length lines and are backing their efforts with big adver- 
sare fp tising expenditures. 
were ff Sales at the retail level are skyrocketing. The men’s jewelry field promises 
rvta § a rich harvest for those jewelers who are willing to promote and merchandise 
men’s jewelry in line with the present existing opportunities. 
chain Ef As noted in the preceding article, men’s jewelry encompasses many items, 
‘ench among them rings, watch attachments, identification bracelets, fraternity and 
have §& emblematic jewelry, wallets and billfolds, tie bars and pins, cuff links and 
| key chains. But for the present let us restrict our discussion of men’s jewelry 
.and  §f to tie bars and cuff links, which in themselves are the current range among 
d ac- our male population. 
1954, Much has been written and said about the inroads made in recent years 
by haberdashers and department stores. Their success with men’s jewelry 
egun is well known. True, they have a certain selling advantage. It is a relatively 
ce of simple routine for a man to be sold shirts and ties and within minutes a tie 
nen’s § bar and cuff link set. 
But these particular outlets are and are not competitors of the retail 
ppeal jeweler. A paradox? Yes—but an easily explainable one. 
little § It is a fact that men’s jewelry reaches the acme of its appeal to consumers 
nen’s during the Christmas, graduation and Father’s Day selling periods. This 
lored being the case, it is obvious that a large percentage of men’s jewelry is 
purchased as gifts. 
gant, Taking another perspective, who are the more consistent buyers of men’s 
se is jewelry—men or women? This question was asked of jewelers in a nation- 
fact, wide mail survey conducted last year by THE JEWELERS’ CIRCULAR-KEy- 
erage sToNE. An overwhelming majority—98 per cent of the jewelers—replied 
; 4% that women are the more consistent buyers of men’s jewelry. This, too, 


(Please turn to page 167) 
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PROOF OF THE PROFITS IR 


The din of drum-beating by manufacturers on many 
of the jeweler’s lines too often conceals the cash-register 
value of other, less publicized commodities in his stock. 

Men’s jewelry is an example of a staple which deserves 
full-treatment by the retailer. To demonstrate, let us 
consider only one of the phases of the men’s jewelry 
business which has for years proved to be a good, 
steady source of profits for the merchants who have 
recognized its importance. That area is fraternal jewelry. 

Emblematic jewelry never gets out of style. It does 
not require a great deal of money for advertising and 
promotion, and the many and varied fraternal organiza- 
tions provide a large and continuing market. 

Despite the fact that emblematic jewelry is crowded 
out of the spotlight by the drum-beating referred to 
above, a number of jewelers are finding it to be a real 
profit-maker. Among these are three firms which have 
been brought to our attention because of the outstanding 
job they have done in this line: S. & N. Katz, Inc., of 
Baltimore, Md.; J. C. Mumma of Reading, Pa.; and 
S. Kind & Sons of Philadelphia. 

Every one of these jewelers has found that emblematic 
jewelry is an excellent traffic puller. What is more, J. C. 
Mumma states that he has found that additional sales 
are brought in by friends of men wearing fraternal 
jewelry—who want duplicates. He also receives addi- 
tional sales through the mail from satisfied customers in 
other cities. 

Similar experiences are reported by S. Kind & Sons 
and S. & N. Katz, both of which have found that em- 
blematic sales not only bring in new customers, but also 
create sales in other departiienis. 

In general, all three firms have developed this new 
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business without spending a great amount of money on 
promotion. However, S. & N. Katz does carry on regular 
newspaper advertising of its emblematic jewelry. This 
is supplemented by close personal work with lodge mem- 
bers and officers of the various fraternal groups. 

S. Kind & Sons and J. C. Mumma generally confine 
their advertising to direct mail and to advertisements in 
lodge bulletins. S. Kind & Sons does include occasional 
references to fraternal jewelry in its regular newspaper 
ads. The firm also includes a few pieces of emblematic 
jewelry in its annual Christmas brochure. 


Personal Contact Important 


All three firms stress the importance of personal con- 
tact with both members and officers of fraternal organi- 
zations. In the case of the J. C. Mumma store, the high 
volume of sales in emblematic jewelry can be attributed 
to the fact that several of the store executives take an 
active part in lodge work and attend the meetings with 
regularity. 

Mr. Mumma also emphasizes the value of the jeweler 
wearing an emblem himself and his thorough familiarity 
with the various degrees of the fraternal organizations. 
Mr. Mumma is intensely active in the fraternal life of 
his city. He is a member of all the Masonic lodges in 
Reading. Furthermore, he enjoys the distinction of 
having served as both Exalted Ruler of the Elks and as 
Potentate of the Shrine. His family is equally enthusias- 
tic about fraternal life—his wife being a Past Worthy 
Matron of the Eastern Star, and his son a Noble in the 
Masonic order. 

Mr. Mumma contends that jewelers should train their 
employees so they can give customers the proper answers 
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Proof of the importance of emblematic jewelry is shown 


by the experiences of three jewelers who—with modest 
investment—increased store traffic, created new cus- 
tomers and boosted profits in this phase of men’s jewelry 
—and in other departments throughout the store. 


EMBLEMATIC JE 


when they come into the store for advice on fraternal 
jewelry. In keeping with this belief, each of the sales- 
people in the Mumma store is well qualified to sell 
emblematic jewelry. 

S. Kind & Sons, on the other hand, feels that only 
the salespeople in its general jewelry department are 
qualified to make such sales. S. & N. Katz believes that 
the best method is to have one or more employees, who 
have a good specific knowledge of fraternal organiza- 
tions, handle all the emblematic sales. 

Perhaps the most important contributing factor to the 
establishment of a successful business in emblematic 
jewelry (say each of the three jewelers) is a large and 
varied selection of merchandise. 

S. Kind & Sons calls its large stock the most impor- 
tant reason for its success in the field. J. C. Mumma 
lists its large selection, along with close personal con- 
tacts, as the most important factors. S. & N. Katz carries 
such a large selection that it has become recognized as 
virtually the unofficial headquarters in Baltimore for 
emblematic jewelry. 

Specifically, J. C. Mumma lists the following em- 
blematic jewelry as a necessity for his store: Scottish 
Rite consistory and York Rite consistory jewelry, such 
as lapel buttons, rings and charms for men; ladies’ 
Eastern Star pins and rings; Past Matron’s Eastern Star 
jewelry; ladies’ shrine and amaranth jewelry; Elk 
jewelry; Knights of Columbus jewelry; Civic club 
jewelry and officers and past officers jewels for men’s 
and ladies’ lodges. 

Mr. Mumma finds that most of his business comes 
from the 32nd degree Scottish Rite consistory rings, 
some set with a good size diamond; the Blue Lodge 
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Masonic pins, rings and lapel buttons; shrine jewelry, 
lapel buttons from $3.50 up, some in platinum set with 
diamonds from $50 to $200. 


Catalog is No Substitute 

All three jewelers feel that a catalog is a poor substi- 
tute for having the actual merchandise. All three use 
catalogs, but only as a supplement to a good stock; a 
catalog being, at best, only a crutch to their stock of 
emblematic jewelry. 

Plus carrying a complete stock of its own, S. Kind & 
Sons makes a practice of displaying additional items 
which are carried on memo from manufacturers. With 
this additional actual stock on hand, the firm has made 
a number of sales which might have been lost by simply 
showing a picture in a catalog. . 

Two of the jewelers have found that their sale of 
emblematic jewelry is seasonal: best in spring and fall. 
For S. & N. Katz, the best times are February through 
Father’s Day and from October through December. 

S. Kind & Sons, however, enjoys year-around sales— 
unaffected by the summer slump which usually char- 
acterizes the emblematic business. This may be attrib- 
uted to the generally accepted fact that Philadelphia has 
one of the largest concentrations of memberships in 
various lodges of any city in the country. Coupled with 
the number of fraternal conventions held in Philadelphia 
during the summer months, this makes it possible for 
the firm to overcome the usual slack summer period. 

All three firms agree that the high point in sales is 
in December. S. Kind & Sons also finds that during this 
month its sales in diamonds for emblematic rings are 


(Please turn to page 165) 
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A. Cuff links and tie clips are 
featured in this suggested window 
display. Two triangular panels 
extending from the side walls of 
the window support hand and the 
cuff cut-outs on one side and 
neckties on the other side. Note 
the large portrait of a “well- 


dressed” man in background. 


B. Two-panel screens of varying 
heights have cut out “windows” for 
displaying jewelry boxes, Units 
such as these make the display 
arrangement more interesting and 
also places the merchandise up 
nearer to eye level. Gift wrapped 
packages are included and copy 


carries out the gift theme. 


€. The new fashion trend toward 
color for men is dramatized in 


this display with gayly painted 


duck decoys and a colorful hunting 


print framed against background. 
Merchandise in boxes is arranged on 
circular elevations, along with 


several gift-wrapped packages. 


BP. Giant playing cards carry out 
theme: “Fine Jewelry Gifts Fit for 
the King in Your Life!” Photostatic 
enlargements can be made of the 4 
kings from a deck of playing cards 
and mounted on heavy boards. Small 
shelves can be attached to each 


card for displaying merchandise. 
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TO SHOW IS TO SELL: 


@ All the glitter in the fashion picture this year is not being worn by the ladies. The 

gentlemen are rapidly taking on a resplendence of their own with more color in their 
wardrobes than has been seen in many a day and an assortment of jewelry ranging 
practically to the flamboyant in design! The French cuff is replacing the button cuff 
at a great rate and there is a cuff link design to suit every taste. The well-dressed 
man is wearing jewelry this year not alone for its utilitarian value, but because it is 
smart and good looking. Some of it he buys himself. Some is given to him. However 
acquired, it must be the newest in styling—and price, it seems, is quite a secondary 
d on consideration! 

Right now is certainly the time for the jeweler to exert some promotional effort 
to retrieve the men’s jewelry business which has been drifting to the haberdasher’s and 
the department stores, and again make the jewelry store the place to purchase men’s 
jewelry. The haberdasher has a natural advantage in being able to tie up jewelry 
sales with clothing sales, but the jeweler has the prestige of specializing in jewelry 
and it needs only adequate and imaginative promotion to regain a lucrative line of 
business, 

Window displays are a comparatively inexpensive and an extremely effective way of 
promoting merchandise of this character. [Emphasis should be two-fold—on fashion 
atic rightness to interest the well-dressed man and on gift value to interest the wives, 
™ mothers, daughters and girl friends who so frequently find the choice of a gift for a 

man a particularly hard one. Either of these themes is good for year-around promo- 

Is tion and there is year-around business to be had! So try to keep some men’s jewelry 
Small in the window all through the year with several special “big pushes” during the year. 
When displaying men’s jewelry in a window with other merchandise, it will be 

found that it is better to keep the men’s items in separate groupings by themselves 

rather than scattering them among the other pieces. Most of the men’s items are small 

and they are apt to get rather lost in the shuffle unless kept together. The gift boxes 


(Please turn to page 156) 
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Jewelers’ Circular-Keystone’s Report on the 


DIAMOND INDUSTRY 1954 


by GEORGE SWITZER, Associate Curator, 


Division of Mineralogy and Petrology, 
Smithsonian Institution, Washington 25, D. C. 


(PUBLISHED BY PERMISSION OF THE SECRETARY, SMITHSONIAN INSTITUTION) 


- in the year 1954 the synthesis of diamonds 
was accomplished by scientists at the General Electric Company’s 
research laboratory at Schenectady; New York. The company’s 
announcement about synthetic diamonds made on February 15, 
1955, created intense interest in all segments of the diamond in- 
dustry. The method of synthesis will be discussed in a later sec- 
tion of this report. 

Sales of gem and industrial diamonds during 1954 totalled ap- 
proximately £65,000,000, as compared to £63,000,000 in 1953. The 
proceeds realized in 1954 from sales of diamonds effected through 
the Central Selling Organization on behalf of South African and 
other producers, and diamonds drawn from stocks held by the 
Diamond Corporation were as follows: gem diamonds £45,610,010, 
industrial diamonds £16,543,115, total £62,153,125. Corresponding 
figures in 1953 were: gem £43,336,109, industrials £17,819,832, 
total £61,155,941. 

The rise in diamond sales in 1954 over 1953 amounted to 
£997,184, a gain of approximately 114 percent. The gain was made 
entirely in the sales of gem diamonds, with an increase of £2,273,- 
901, which served to more than offset a decrease in sales of in- 
dustrials amounting to £1,276,717. 

World production of diamonds during 1954 was once again 
the highest on record. Total production amounted to approxi- 
mately 20,440,000 carats, a gain of about 360,000 carats over 1953. 
Of this 1954 total, approximately 16,840,000 carats were of indus- 
trial grade and 3,600,000 carats of gem quality. 

The United States consumes yearly about three-fourths of the 
world’s diamond production. The value of diamonds of all cate- 
gories imported into the United States during 1954 was $170,- 
889,983. The figure for 1953 was $156,854,786. Imports of gem 
diamonds were greater by $14,614,253 in 1954, while the value of 


industrial diamonds imported during the year declined by $579,- 
056. 


DIAMONDS IN FASHION 


During 1954 a definite change developed in the style of precious 
jewelry as a result of a change in the silhouette of apparel. Jew- 
elry worn around the neck became much longer and looser. Ropes 
of beads, chains and pendants were revived. 

The style of precious jewelry was described as “lighter than 
air.” Since scale has grown larger and larger over the past 15 
years, individual pieces, such as brooches and earrings have had 
to be lightened metalwise. In the finest type of diamond jewelry, 
designs were composed entirely of gems without metal embellish- 
ment. Elaborate necklaces, for example, might have four or 
five hundred diamonds and only an ounce or two of platinum. 
Mountings were also designed so as to be very flexible. A bracelet 
might involve the meshing of more than 200 small platinum rings 
under the gems. The labor involved is more than three times 
that of jewelry in which the metal is drilled and the stones in- 
serted. 

The largest individual stones continued to be mounted as rings. 
The revival of the pendant led to new uses of large center dia- 
monds set in clusters of smaller stones. 

In engagement rings there was greater diversity of fancy- 
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cut melee for sidestones and trimming. Marquises weighing only 
50 to the carat appeared, also tiny triangles and kite shapes, 
Several more ring manufacturers went into late production of 
interlocking engagement ring and wedding band. 


TRENDS IN THE RETAILING OF DIAMOND JEWELRY 


Trends in the retailing of diamond jewelry in the United States 
were again investigated by a well known independent research 
organization for N. W. Ayer and Son, Inc. A survey of retailing 
trends in the United States is of great importance in the world 
wide picture, since the United States consumes some three-fourths 
of the gem diamonds cut each year. 

The purpose of the survey was to obtain data on trends in 
sales, inventories, prices, and customer preferences in the in- 
dustry. Information presented in the report is based on personal 
interviews with 117 retail jewelers in 63 cities throughout the 
United States. The sample of jewelers was chosen with the 
intention of providing a representative, national cross-section of 
well established retail stores in cities with a population of over 
25,000. Respondents in the survey represented the following 
types of retail organizations: cash stores 53 percent, credit stores 
40 percent, department stores 7 percent. A cash jewelry store 
was defined as one which conducts its business primarily on a 
cash basis although it may extend monthly terms to established 
customers. A credit jewelry store was defined as one which 
enables its customers to “budget” their purchases, featuring 
installment sales in its advertising promotions, and using the ex- 
tension of credit as its principal sales device. 

Total sales volume in 1954 was very close to the 1953 level. 
Similarly the 1954 sales of diamond engagement rings and dia- 
mond jewelry in general was about the same as 1953. Jewelry 
accounted for approximately three-fourths of the average jeweler’s 
total revenue. Of this about 30 percent was diamond jewelry. 
The respondents surveyed were on the whole optimistic about 
sales in 1955. About two-fifths of the jewelers expected a sales 
increase in the coming year, and only a small proportion antici- 
pated a sales decline. 

Over three-fourths of the average jewelers’ diamond sales are 
accounted for by true engagement rings, with deferred engage- 
ment rings and anniversary gifts accounting for another 30 per- 
cent. Slightly higher sales of diamonds for investment purposes 
were reported than in 1953. The average jeweler handling large 
size diamonds sold fewer than four stones, two carats and larger 
in size. Fewer jewelers carried two carat or larger diamonds in 
1954 than in the previous year, and the average jeweler handling 
large size diamonds carried an inventory of three stones, two 
carats and larger. The relative sales importance of women’s 
diamond pins continued to decline. Bracelets, included for the 
first time in this survey, were also mentioned as of declining 
sales importance. 

Loose diamond sales were of less importance during 1954 than 
in the past. Jewelers experienced little difficulty in obtaining @ 
sufficient supply of diamonds in the desired size or quantity, 
although a number reported quality stones to be in short supply. 

(Continued on following page) 
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You are cordially invited to inspect our 
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Increased inventories in terms of dollar value, weight, and quality 
were reported. 

As in previous years, diamond. engagement ring sales con- 
stituted a major portion of diamond jewelry sales. Over half the 
respondents to the survey reported at least 50 percent of their 
sales in this item. There was some increase in the proportion 
of small size stones set in diamond engagement rings in 1954. The 
average size was reported as about one-third carat as compared 
to a little over one-half carat in 1953. The average price for 
diamond engagement rings reported by jewelers was about $200, 
excluding federal tax. Very few sales were reported of engage- 
ment rings having as a major stone a gem other than diamond. 

The level of popularity of the diamond wedding ring was at 
about the same point as in 1953. Diamond set wedding rings 
accounted for 40 percent of all wedding rings sold by the jewelers 
surveyed. The most popular diamond wedding ring price level 
on standard or narrow width rings in 1954 was $90, the equivalent 
figure for wide wedding rings was $145. For both types this 
median figure is\ somewhat higher than was reported for 1953. 
Matched sets of diamond engagement and wedding rings con- 
tinue to gain in popularity. 

De Beer’s advertising was rated as “excellent” by a larger 
proportion of jewelers than in 1953. Over three-fourths of the 
respondents interviewed reported that they considered the price 
ranges appearing in the De Beer’s advertisements as representa- 
tive. R's 

Average retail prices as published in De Beers advertisements 
between 1945 and 1954 are given in the following table. 


Diamond Prices as Quoted in De Beers Advertisements 





Date Y carat 16 carat 1 carat 2 carat 
1948 $90 to $210 = & to $490 §=©$665 to $1175 $1500 to $3400 
1949 85 to 205 to 445 520 to 1090 1200 to 3130 
1950 85to 195 to 475 570 to 1195 1260 to 3205 
1951 85 to 180 to 425 585 to 1135 1250 to 3115 
1952 90 to 195 
Jan. 1953 90 to 200 
April 1953 85 to 200 
July 1953 85 to 190 
Oct. 1953 85 to 190 
Jan. 1954 85 to 185 
April 1954 85 to 185 
July 1954 85 to 185 
Oct. 1954 90 to 200 


5) 

1 

2 

1 

15 to 440 570 to 1180 1280 to 3190 
10 to 450 540 to 1200 1450 to 3200 

00 to 415 645 to 1165 1460 to 3335 

75 to 420 600 to 1165 1200 to 3330 

20 to 450 625 to 1170 1300 to 3200 

00 to 450 520 to 1130 1250 to 3165 

25 to 420 585 to 1170 1140 to 3315 

25 to 450 650 to 1200 1365 to 3315 
Sto 475 600 to 1225 1350 to 3180 


tototw bbe 





The median prices in 1954 for diamonds in the four different 
size groups were as follows: 14 cart, $130; % carat, $320; 1 carat, 
$885; 2 carat, $2050. 


UNITED STATES IMPORTS (Exclusive of Industrial Diamonds) 


Total gem diamond imports into the United States, in dollar 
value, for the years. 1944 to 1954 are as follows: 


1944...........$ 72,670,146 
Oa wae simacns 107,308,028 
PEMD cies ae wiois oie 166,637,049 
a eS 96,061,131 
eer rs 100,645,415 
DDD ca cceswses WODizayane 
ODO eee ccsick ts 102,186,741 
Lc) IN Aeerre oe 110,169,603 
eer 103,864,264" 
Lock Ranooeroer 107,572,864* 
La are 122,187,117 


’ Revised figure. 

Gem diamond imports during 1954 exceeded in value those 
of 1953 by about $14,600,000, an increase of more than 13144%. 

A breakdown of 1954 imports into rough or uncut, and cut 
but unset, is given below. 





Rough or Uncut Cut but Unset 





Value Value 
: per per 
Year |Carats | Value Carat | Carats Value Carat 


| ee. : 





1952 |709,043/$52,192,621|$73.61 |438,546|$5 
1953! |730,350) 57,001,329] 78.05 |444,362) 5 
1954 |887,273) 59,428,768) 66.98 |594,772) 6 


,671,643)$117.82 
571,535) 113.81 
758,349} 105.52 























1 Revised figures. 
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The figures show that the value of 1954 imports of rough oy 
uncut diamond exceeded that of 1953 by about 4 percent, The 
corresponding figure for cut but unset diamonds is approximately 
24 percent. 














































TRADE 


The diamond industry experienced a generally prosperous Year 
in 1954. Total sales by De Beers sales organizations were greaty 
than in the previous year, as were United States diamond imports, 
Since the United States consumes nearly three-fourths of the 
world’s diamond output each year, U. S. imports are an especially 
sensitive index to the general prosperity of the industry. ».. 

Sir Ernest Oppenheimer, in his annual statement as chairman 
of De Beers Consolidated Mines, Limited, said that the demand 
for gem diamonds is substantially greater than production from 
all sources. This demand is being met in part by increased 
production from South West Africa and Tanganyika. Sir Erneg 
went on to say that due to large stockpiling purchases of indus. 
trial diamonds by the United States government, the outlook for 
the industrial section of the diamond industry is also very promis. 
ing. However, he pointed out that stockpiling purchases by the 
United States would not continue indefinitely, and at that time 
the industry would be faced with overproduction of industrials, 

In December 1954 the Diamond Corporation announced ap 
increase of 214 percent in the price of rough diamonds. This 
was the first fundamental change in diamond prices since 1949, 
The price increase was the result of an unexpectedly high demand 
for gem stones from the United States. Diamond shares responded 
immediately to the news. De Beers and Anglo American Invest. 
ment Trust both registered gains. 

In April 1954 the United States excise tax on jewelry was 
reduced from 20 to 10 percent. 

On May 6, 1954, a trade practice conference on diamonds was 
held, sponsored by the U. S. Federal Trade Commission, Rules 
formulated by the Diamond Council of the Jewelers Vigilance 
Committee were presented, and were in general favorably received 
by various segments of the industry. New rules being drawn up 
by the Federal Trade Commission have not yet been made public, 

The problem of diamond smuggling was much in the news 
during the year. In the United States, the Diamond Manufac- 
turers and Importers Association continued their efforts, in coop- 
eration with the Treasury Department and Customs Service, to 
reduce the extent of diamond smuggling into the United States, 
The bill introduced into Congress last year to increase the penalty 
for smuggling, was passed and enacted into law during 1954. The 
measure increases the fine from $5,000 to $10,000 and the term 
of imprisonment from two to five years. 

Concern over smuggling was also shown in Africa during the 
year. Sir Percy Sillitoe, former head of the British Secret Service, 
was hired by De Beers to investigate illicit diamond buying, and 
to set up effective measures to combat the practice. 


WORLD PRODUCTION 


Accurate figures regarding diamond production are not avail- 
able for all countries. However, in the following table showing 
world production of diamonds, exact figures received from official 
sources are given in most instances. Even these in some cases, 
however, may be low, as for example official figures for production 
from Sierra Leone, where it is known that considerable illicit 
diamond mining and smuggling is being done. For other coun- 
tries, in particular Brazil, official figures are meaningless. Esti: 
mates given in these instances are believed to be reliable. The 
figure arrived at for total world production may be considered 
to be a minimum one, and could be low by as much as one to 
two percent. 

Total world production during 1954 was the highest on record. 
It amounted to approximately 20,440,000 carats, or about 360,000 
carats greater than in 1953. Most of the increased production 
came from the Union of South Africa and Tanganyika, with 
smaller gains recorded by the Belgian Congo, French Equatorial 
Africa, French West Africa, South West Africa, and Venezuela. 
Sierra Leone registered the greatest decrease in production, fol 
lowed by the Gold Coast, Angola, and British Guiana. 

(Please turn to page 146) 





THE JEWELERS’ CIRCULAR-KEYSTONE 











Winner of “Diamonds, U. S. A.” Award for outstanding achievement in Jewelry design. 
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Color as a Guide to Gemstones 






Apart from contributing to a stone’s value, color is of profound importance 
to the gem expert. For, the real gemologist can often identify a stone by its 
color alone, or at worst, he can usually propose one of two alternatives. 


Part IX (b) 


(109) Colorless quartz: This stone, known to the 
trade as “rock crystal,” is the most widely used natural 
colorless stone. It has little resemblance to the higher 
index gemstones, and could never masquerade as a dia- 
mond. With a refractometer and a polariscope, its 
recognition is relatively easy. However, one must always 
be on the lookout for glass as an imitation of rock 
crystal, so the most useful test in this case is not the 
refractometer, but the polariscope. There have been 
many cases in the study of ancient and medieval jewelry 
in which the question of authenticity, hinging upon the 
genuinness of an engraved crystal slab, was simply solved 
with the polariscope, the only test needed. When double 
refraction is found it shows the crystalline character 
of the transparent slab, and it will invariably be rock 
crystal. The same test proves that oriental crystal 
carvings are hand cut and are not cast glass imitations. 


TESTING WITHOUT POLARISCOPE 


When no polariscope is available, one can fall back on 
a simple test that is useful for crystal balls, and adapted 
to the testing of other thick quartz objects. This is 
the direct observation of double refraction. A window 
edge viewed through such a mass appears as a double 
line, like a TV “ghost.” Crystal balls are tested by 
placement directly above a tiny ink’ dot on a piece of 
paper. If, in one or another position of the ball, the 
dot seems to be doubled (it would be single if one were 
looking down the long crystal axis of the quartz crystal, 
hence the reason for rotating the sphere and looking 
through it in more than one direction), the ball is cut 
from genuine rock crystal. The relative coolness of 
crystal, when touched to the lips, is hardly a positive 
test, but if one can contrast it at once to the feel of a 
comparable mass of glass, it is indicative. Being inter- 
nally organized into a crystal structure, rock crystal 
conducts heat away from the lips more rapidly, hence 
the cooler feeling. 

(110) Opal: The colorless transparent Mexican opal is 
often an exceedingly beautiful stone, with brilliant 
spectra escaping from a limpid mass of stone. Such 
stones are quite unmistakable, and have not been 
successfully imitated. However, their clarity is also 
a drawback, for the fire of these stones can be properly 
seen only when they lie on a dark background. Opals 
are nearly always cabochon cut and will seldom present 
any difficulty. Somewhat similar gemstones, though 
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by DR. FREDERICK H. POUGH, 
JC-K Gem Consultant 


never quite so clear and brilliant, have come from Brazil 
and Australia. In Brazil some of the early stones were 
facet cut, in the days before the Brazilian lapidaries 
knew anything about opals. An opal worth testing will 
present no identification problem. 

(111) Titania: This first entrant of the “wonder 
gems,” the modern laboratory stones which have no 
natural equivalent (and hence not “synthetics” in the 
jewelers’ use of the word) has been widely distributed 
under a dozen different more or less meaningless trade 
names. Titania is never truly colorless, and any gem. 
stones larger than a fraction of a carat show a distinctly 
yellow cast. They are easy to identify; their unequalled 
dispersion in combination with their remarkable (if 
unfortunate) double refraction results in a gemstone 
that is far less brilliant than any diamond, with an in- 
ternal fuzziness that detracts from the clarity. It is only 
the smallest example that might present any problem. 
The little used, but very elegant, “card test” fills, on a 
sunny day, the refractometer’s breach. The test is made 
by observing the spectral internal reflections escaping 
from a stone that is held in the sunlight. The rays are 
allowed to skim across the top of a white card to strike 
the stone, and the colored reflections that strike the 
shadowed surface of the card can be readily observed. 
It is best to observe them in comparison to a diamonI 
of like size. The greater spread and purer colors of the 
titania’s spectra will be quite unmistakeable, and in 
addition they will be doubled, moving in pairs across 
the card instead of in single “rainbows” as the stone is 
turned. (See note 112). Titanias are attractive and 
relatively expensive (not the worst thing in the world, 
in spite of what so many jewelers seem to think; who 
wants to make a Keystone markup on a 50¢ gem?) and 
they deserve better treatment at the hands of the jewelers 
than has ever been their lot, even though they do fall 
among the softer jewelry stones, along with opal, peridot 
and zircon, and well above pearls. They should not be 
regarded as, and they should not be sold as, substitutes 
for a diamond. In that role they are most unsuccessful. 
but as titania they have great beauty and they should 
have great value for the jeweler. 

(112) Starilian: A new laboratory marvel, coming 


(Please turn to page 157) 
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Handicapped children and a 
Port Chester, N. Y., jewelry 
store benefited from a women’s 
club fashion show. Shown here 
is an idea inspired by French 
couturier Christian Dior— 

a center spray and two pairs 

of matching rhinestone pins, 

a delicate rhinestone bracelet 


and an amethysl ring. 


Fashion Show... svuns eresvce 


It isn’t often that a wife turns to her husband when 
she wants help involving fashion. 

But it happened to Solon A. Reyman, Port Chester, 
N. Y., jewelry store owner, when his wife told him that 
her woman's club was having its annual luncheon and 
she wanted to stage a fashion show that would be the 
feature attraction. 

It was decided that the club, the Port Chester section 
of the National Council of Jewish Women. with a mem- 
bership of 150, would donate the proceeds of the lunch- 
eon to their favorite charity, the helping of handicapped 
children. Reyman was intrigued with the assignment he 
had been given and agreed to help where he could. 

As a responsible member of his community, Reyman 
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felt that he should do all that he could for such a worth 
while cause. After the show was over, he discovered 
that it had also helped build his prestige in the com- 
munity, and that neighbors took the time to come into 
his store to tell him how much they had liked the show. 

Confronted with the task of actually assembling 4 
fashion show, Reyman recognized his deficiencies. How: 
ever, being a member of the Jewelry Industry Council, 
he called Miss Joanna Wittenberg, retail sales promo 
tion director of that organization, and discussed the 
situation with her. Miss Winifred Parker, fashion con- 
sultant for the JEWELERS’ CIRCULAR-KEYSTONE, was COM 
tacted and also agreed to help such a worthwhile cause. 


(Please turn to page 163) 
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GOLD FILLED 
Better for your purpose - - - SALES. 


This PITMAN & KEELER Gold Filled Set with‘ its beautiful hand engine | 
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\ : » Y 48 tomers. Set 12K G.F. $11.50 Retail. Cuff links $6.75 Retail. If you don't 
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1407 1408 
Medium size book locket and chain, beautifully hand engraved and 
engine turned. 
1406-1407...... .1/20-12K Yellow G.F. $6.00 ea. 
Two-tone 1/20-12K G.F. $6.25 ea. 


H. F. BARROWS CO. 
NORTH ATTLEBORO, MASS. 








EMBLEM JEWELRY — 


A wide variety of 
popular emblems 
highlight many of the 
La Mode men’s ests. 
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NEW EMBLEM RINGS 


I 
Illustrated: Blue Lodge | 
stone ring in 10K yellow This MASONIC set in 
gold with Masonic +i 
Emblem, Trowel and | } , shining yellow gold 
Level encrusted. | an plate features a two- 
I 
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color hard enamel 
emblem center piece. 


Sets Retail for $9.00 


No. R-726 
Genuine onyx 


$32.25 each Keystone 


Synthetic Ruby 
or Blue Spinel 
$36.75 each Keystone 


IRONS & RUSSELL CO. 
PROVIDENCE ¢ RHODE ISLAND 
Emblems since 1861 


through your Wholesaler RIPLEY & GOWEN CO., INC. — Attleboro, Massachusetts 











A Wausau, Wisconsin, jeweler 
discovers that it always pays 
to gift-wrap packages. Carl 
Orwant reports that this extra 
service costs little and has 
brought the store many new 


customers over the years. 


Gif [ Box CS... can boost your sales! 


It is good business, Mr. and Mrs. Carl Orwant have 
found, for a jeweler to assure his customers that every 
package that comes out of his store will be impressive 
in appearance and enthusiastically received. 

Orwant Jewelers, Wausau, Wis., performs this service 
by wrapping every purchase, even though the customer 
may not have requested it. 

“In today’s marketing structure,” Orwant explains, “the 
consumer has a choice of many stores carrying the same 
merchandise at approximately the same price. With 
jewelry merchandise, the store’s customer service and 
the dignity of its position are important in swinging the 
balance which makes a consumer buy at one store in 
preference to another.” 
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Therefore, Orwant feels that packages from a jeweler 
should represent a contribution in creating and main- 
taining that store’s reputation in its community through- 
out the entire year. 

Orwant solves his packaging problems by using 
printed boxes, tying each with an attractive ribbon and 
bow. A sticker with the slogan: “Orwant Jewelers—A 
Treasure House of Gifts,” is pasted on each box. Thus 
the boxes, which are put to further use by the consumer, 
have a continuing advertising value. 

The additional cost of good packaging is negligible, 
says Orwant. In the 16 years that he and his wife have 
run the Wausau store, and the 25 years that they have 

(Please turn to page 176) 
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DESIGNS 
TECHNIQUE 


Here is a variety 
of gold designs, 

in graceful modern 
effects. The 
pieces incorpor- 
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Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


shaped diamonds, 
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gestions that will impress your prospects. You need not to-please” customers. They can even be framed and dis 
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Clarence Olsen, president of 
Olsen and Ebann, (left) looks 
over records of company’s 
profit-sharing plan with 
Comptroller Carl L. Hawk. 
After 12 years plan is 
considered success by both 


employees and management. 


2 
Emp | Oyees RETIREMENT FUND... PAYS OFF FOR ALL 


By George Meredith 


Profit sharing plan of Olsen and Ebann, Chicago 
jewelers, has increased firm’s profits, stabilized 
employment and provided security for employees. 

Making employees’ old-age security the business of 
management can pay large dividends in loyalty and 
profit-consciousness, Olsen & Ebann Jewelry Co. has 
found in the 12 years since the firm installed a profit- 
sharing trust plan to provide for employees’ retirement. 

Olsen & Ebann has slightly under 100 employees in its 
eight stores in the Chicago area, and 46 of them are 
participants in a quarter-million-dollar trust fund built 
up entirely from company contributions out of profits, 
plus interest. 

A girl in one of the stores, employed as a tag-writer 
at about $50 a week, has $2,795 in the fund, after 5 
years’ participation—meaning she’s been with the com- 
pany 10 years, since an employee is not eligible for 
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the firm’s retirement benefits until after 5 years. 

Another member of the Olsen & Ebann organization, 
recently retired, was a man who had spent his entire 
life as a watchmaker. His salary averaged about $4,000 
until his retirement recently. He drew $5,400 from the 
fund over a 3-year period, is now living comfortably in 
Florida. He had participated in the fund for only 
7 years. 

One employee has close to $20,000 in the fund, ac- 
cording to president Clarence Olsen, and many have 
from $5,000 to $10,000 or more. 

“We wanted to do something for the employees,” Mr. 
Olsen recalls, “and we listened to a number of insur- 
ance-company plans. None of them seemed to fit what 
we wanted. Some said it couldn’t work. We wanted to 
allow something for each year with the firm as well as 


(Please turn to page 212) 
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Diamond rings of the highest character, 
perfectly matched and beautifully styled for 
universal appeal. Every type and style 





is represented in a complete array 


of fine quality diamond rings. 


At popular prices. 








ESTABLISHED 1892 


marr e/ SON * INc. 


Makers of Fine Diamond Jewelry 
64 West 48 Street, N. Y.36,N.Y. * Plaza 7-7317 





OUR COMPLETE LINE OF FINE JEWELRY WILL BE AVAILABLE FOR YOUR INSPECTION 
AT THE ANRJA SHOW, ROOMS 742 and 744, WALDORF-ASTORIA, N. Y., AUGUST 14-18. 
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REVIEW 


‘Back well before the turn of 
the century, Andrew H. Pond founded 
the company that bears his name to- 
day. In the intervening years this 
company pioneered the concept of a 
brand-name diamond ring— 
Keepsake; and today Keepsake is 
America’s largest selling diamond 
ring. 

The formula that established 
the success of Keepsake remains un- 
changed today: a superior product, 
selective distribution, powerful ad- 
vertising and merchandising, and a 
price structure that results in in- 
creasing sales of diamond rings. We 
all know that the jeweler’s diamond 
department should be the foundation 


of his business. But while he may 
carry a large stock of diamonds at 


an excellent markup, he may still 
realize little profit. Saleability is the 
essential ingredient. That’s why the 
Keepsake formula is based on the 
principle “Markup x Turnover = 
Profit.” Simply stated, “you can’t 
make profit without a sale.” 


Sales Opportunities- 

























— A Review and Preview by the 





To generate that turnover and 
make those sales, Keepsake uses ad- 
vertising to move the consumer to- 
ward the product and, at the same 
time, provides the jeweler with out- 
standing sales aids to move the 
product toward the consumer. The 
success of this enterprise was visibly 
demonstrated during and immedi- 
ately after World War II when the 
great wedding boom sent the mar- 
riage rate soaring—and Keepsake 
sales went right along with it. How- 
ever, the rate soon began to decline 
as the “hollow generation” born dur- 
ing the 1930-34 depression era reached 
the marriageable age. But in the face 
of this shrinking market for diamond 
rings, Keepsake sales continued 
strong as the product’s fine quality 
and consistent advertising won con- 
sumer confidence and preference. In 
short, Keepsake was and is con- ¢ 
stantly gaining a larger share of the 
available business. In spring 1955, 
Keepsake recorded the most  suc- 
cessful sales season in its history. 
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Reading Time: approx. 2! 4 minutes 


-Unlimited! 


A. H. POND CO., INC. 


PREVIEW 


This is the year when the mar- 
riage rate will halt its downward 
trend. From this point on, marriages 
—and wedding business for the 
will increase steadily as the 





jeweler 
great war-born generation “comes of 


aa” 
age. 


Keepsake, with its ever-in- 
creasing public acceptance, is geared 
for an era of expansion and prosperity 
that offers sales opportunities un- 
limited for Keepsake Jewelers. 
Keepsake has the reputation, quality 
and styling that attracts young cus- 
tomers to the store and brings them 
back for those important wedding 
gift sales and a lifetime of patronage. 


Keepsake is not resting on its 
laurels. This fall the national adver- 
tising campaign and dealer merchan- 
dising program top all previous efforts. 
Keepsake will be advertised dra- 
matically and consistently in leading 


magazines and on the popular na- 
tional TV program “Tonight” star- 
ring Steve Allen (another Keepsake 


first). The dealer sales aid program 
gives the Keepsake Jeweler a sales- 
producing array of material for win- 
dow display, newspaper, TV, radio, 
motion picture, outdoor poster, 
point-of-sale and direct mail promo- 
tion. 


This is Keepsake’s blueprint 
for success—your opportunity for 
profit now and for years to come. It 
is our pledge to the jewelers of the 
nation that Keepsake will continue 
its progressive advertising and mer- 
chandising program. This season a 
number of Keepsake Diamond Ring 
franchises will be available in certain 
areas. If your business can benefit 
from this proven profit-making line, 
write to the A. H. Pond Co., Inc., 
at 120 E. Washington St. in Syracuse, 
N.S 


eepsake 
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SWISS watch displays 


imaginative—easy to build! 


New display techniques. that can be easily and inexpensively adapted by retailers, helped 
highlight the new 1955 timepieces presented by the Swiss jeweled-lever industry at the 2sth 
Annual Swiss Industries Fair, held this year in Basle, Switzerland. 

Both watches and displays showed the competitive spirit which reigns among the variols 
Swiss manufacturers in their campaigns for style and technological leadership. 

The effectiveness of the displays and the interest shown in them caused much sketching and 


note-taking among retailers from major cities throughout the world. Their popularity was due 
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Left: Eye-catching displays are often easy to make and are not 
necessarily expensive. Shown here are suspended cubes of plastic squares 
held together by scotch tape, figures made of papier-mache and 

linoleum squares set on coated glass. Lit from below to 

show the beauty of the merchandise, the watches in 


this window are shown to best advantage. 








Above: Crescent-shaped glass platforms are supported by metal tubing 
to create illusion of movement and depth without taking the window-shoppers’ 
eyes from the men’s watches on display. Dark background contrasts 


with elegant dials and light color of bands. 


d. 


s, helped 


the 25th to their simplicity—one of the cardinal principles of good point-of-scale merchandising. 
The new techniques demonstrated conclusively that ideas are more important to good dis- 
we plays than costly materials. Those attracting the largest crowds could be duplicated at slight 
cost in almost any American jewelry store. Other factors that contributed to the success of 
hing and this year’s displays included not putting too many watches in any one window, and keeping 


_— backgrounds and lighting indirect, soft and subdued. 
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WATCH DISPLAY (continued) 


Top: To emphasize the luxury and size of these special-feature men’s timepieces, pieces of low-cost transparent 


plastic in various shapes and sizes are used along with white branches. The branches contrast in color 
with the black bands of the chronographs and other round and square-shaped Swiss jeweled-lever timepieces, 
Bottom: The modern design of this display indicates that the watches are up-to-the-minute in the latest 
style and technological advances. The design elements are made of basic display materials and are simple in 
shape. Wrist and pocket watches are grouped with maximum effect because of the color contrasts of the 


units in the window, as well as the “flow” provided by the strings holding the props together. 
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The reputation of Borrelli has been achieved by consistently 
maintaining complete assortments of Cultured Pearls — both in necklaces 


and loose —in all sizes, colors and prices to meet every requirement. 


Sold through Wholesalers 


i |. meen ae 


I; M PP Goes 2 R S 


665 Fifth Avenue, New York 22, N.Y. © Telephone MUrray Hill 8-0648 
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NATIONALLY ADVERTISED IN LEADING CONSUMER MAGAZINES 






























RIGHT—“Back to school” belles will love the gay tinkle 
of these 14K gold bell earrings. They really ring! By 
Budlong, Docherty & Armstrong, Inc., 100 South Street, 
Providence, R. I.; and the Keystone price is $15.00. 


LEFT—Back to school fashion tie-in features boy and 
girl shirts by Arrow, accessorized with tie bars by 
Leys Christie. The man’s tie bar is 14K gold with 
cultured pearl ends; $15, Keystone. The tie bar worn 
ae with the lady’s shirt also is 14K gold and the Keystone 
*y price also is $15.00. It is shown with a cultured 


pear: heart pin, which is priced at $40.00, Keystone. 


LEFT—*‘His and Her Sweatheart Bracelet” in rhodium 
plated sterling silver is appealing to girls and boys 
who are going steady. $4.00, Keystone, by Walter H. 
McKenna & Co., 700 Prairie Ave., Providence, R. I. 


RIGHT—Gold-filled scarab cross, comes in an assort- 
ment of 18 solid colors. It is by Admark, 714 Sansom 
St., Philadelphia; priced at $10.50, Keystone. 


LEFT—Junior Miss necklace and bracelet in cultured 







pearls, gold-filled settings. Imperial Pearl Syndicate. 


LEFT—Colorful scarabs are combined with cultured 














pearls and gold-filled settings in this bracelet by 
Van Dell of Providence, R. I. Bracelet has 5 genuine 


scarab stones, 4 cultured pearls. $19.50, Keystone. 


RIGHT—Cuff link set by Z. I. Levkov, 565 Fifth Ave., 
New York, in 14K yellow gold with large, lustrous 
mabe cultured pearls. Earrings and bracelet to match. 
Cuff links. $80; earrings, $70; bracelet, $250; all 
Keystone. Also in 18K yellow gold at higher prices. 


LEFT—Mambo bracelet by Coro is gayly fashioned for 


teen-agers, set with simulated pearls and colorful 

















simulated stones. Priced to retail for $3, plus tax. 


RIGHT—Charming back to school charm features a 
blackboard in 14K gold surrounded by 4 rubies and 18 
cultured pearls. Cultured pearls also tip the legs, 

and the center leg is movable. By Bonne Jewelry Mfrs., 
17 W. 45 St.. N. Y. The Keystone price is $46.00. 





LEFT—Her monogram or name in 14K gold is part of a 
large line of this personalized type jewelry by Capital 
Mfg. Co., New York City. The bracelet is priced at 

$43.50 and the pin at $27.50, both are Keystone. 
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By Winifred Parker 


Fashion is selling all kinds of merchandise for the youth market, from 
colored diapers for babies to complete and expensive ensembles for teens. 
And fashion is the one medium that can help Retail Jewelers to step-up 
their business with this style conscious young group 
of customers. 

Many different branches of industry are dis- 
covering the big, potential buying power of our 


young people, and here are a few of the things they 





are doing about it: 

In just a few weeks, buying will begin for “Back-to-school” outfits (our 
goal should be new jewelry with every outfit!) and department stores are 
planning to exert greater fashion pressure than they have ever exerted 
before, in order to get plus sales from the youth market—this will be 
top-flight, high fashion pressure. They undoubtedly figure that an im- 
pressionable group of customers, one small segment of which can support 
a fabulous Davy Crockett craze is worth plenty of fashion cultivation! 
Buyers of childrenswear are being given larger budgets in order to 
expand fashion selling in their departments. The idea seems to be grow- 
ing everywhere that the youth market is packed with potential profit. A 
major manufacturer of notions told me recently that he had slanted all 
of his advertising this past year to teen-age girls, and the sale of many 
items doubled. He is increasing his advertising efforts for the coming 
season. Offhand—which would you say had the greater appeal for teen- 
agers, notions or jewelry? What kind of a selling job, are we, as an 
industry doing to cultivate this young and enthusiastic market? 

There is a good supply of jewelry ready for back-to-school selling and 
the young style appeal is evident in the photographs that are part of this 
article. Pearls, karat gold, colorful scarabs, bright enamels and colored 


(Please turn page) 























Below—Apropos for back to school 
jewelry is this photo ident with 
sterling silver plaque and stainless 
steel band. Retails at about $5.00. 
From Harwood Mfg. Co., Providence. 


Left—Enameled jewelry in fashion colors for Fall, styled 
by R. F. Simmons Co., Attleboro, Mass. Colors include silver, 


gold-toned yellow, sky blue, etc. Bracelet in enamel discs 


of sterling silver settings is $13.50; earrings $6.50. Below, 


genuine scarabs combined with hieroglyphic design. Necklace 


is $19.50; earrings, $8.50; hieroglyphics, $4.25. Keystone. 


Below—Rings for college men and women 
by Church & Co. feature Linde synthetic 
star rubies and sapphires. Upper left, 
$200; upper right, $135; lower left and 
right, $100 and $250. Retail prices. 


Back to School in Fashion (continued ) 


Below—Jewelry ensemble features genuine ~ 
onyx, set with diamonds in 10K gold. The ; 
ring is $20.25; earrings, $33; pendant 

necklace is $18. Keystone prices. From 
Budlong, Docherty & Armstrong, Providence’ 


stones have been fashioned in designs of lighthearted loveliness to appeal | 


to style conscious young America. 


In selling jewelry to our youth market, let’s concentrate on fashion) 


ig 


and not worry too much about price. There is a certain amount of mis: 
taken thinking that youngsters dig into their own meager allowances and/ 
buy their own jewelry, but this seldom happens. Almost all youngsters® 
are among the most honey-tongued creatures alive when it comes to pro" 
moting purchases they really want. Almost all of them have, not only) 
doting parents, but two sets of doubly doting grandparents, besides all i 
their uncles, and their cousins, and their aunts—to help them acquit” 
jewelry with which they can put on grown-up airs! Our fashion goal is” 


to make them want jewelry! 
Department stores and clothing 


manufacturers are planning powerful 


(Please turn to page 161) 
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DIAMOND RINGS... Designed for Glass Appeal... 


NOS ENLARGED FOR DETAIL 


Visit the Courtney Exhibit During 
the ANRJA Show . Suite 914-916 
Waldorf-Astoria Hotel . Aug. 14-18 





UY # CROSS the nation, many 
reputable Jewelers are building 
profits and prestige based on the 
Courtney Idea—-that consumers 
can buy diamond rings of ele- 
gance without extravagance 
This idea is supported by the 
superb care with which each 
Courtney ring is created... The 
diamonds are painstakingly 
checked to be sure they meet the 
highest standards of quality in 
color, cut and brilliance... .. 
The mountings are excep- 
Trelitel cl meiatctiMettlelclalelihaomeace ars 
manship and distinctive design 
... You can count on Courtney 
for quality diamonds that can be 
sold with confidence .. . . worn 
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MODERNIZATION 


by GLADYS JAY 


The modern interior reflects the owner's modern merchandising thinking. 


A New Look for an Old Store... 


WY es Harold M. Marans, owner of Brock and coral rose outlined in white are spaced along the right 
Jewellers Ltd., Kingston, Ontario, called in architects to wall. These are in harmony with mahogany, grays and 
modernize his store, his decision was motivated by a num- aquas which dominate the walls, fixtures. show and wall 
ber of important factors. cases throughout the store. The off-white ceiling is acoustic 
“Many new jewelry stores had located in Kingston,” tile; the coral rose floor with black pin stripe is vinyl tile. 
Marans said. “And the established firms expanded and The light blue-gray wall on the left is covered by an 
remodeled. This provided food for thought, making us (Please turn to page 165) 
realize it was time for us to ‘keep up with the times.’ 
“But we not only desired to have a store modern in 
appearance—we wanted it, at the same time, to have a 
twenty-year-in-business look. That would give our cus- 
tomers confidence. We felt that the best way to achieve 
our aim was to employ an experienced, competent 
architect. 
“The results have been quite gratifying. Not only do 
our old customers appreciate the change, but an entirely 
different class of people have been attracted to the store. 
Our sales volume has increased beyond all expectations 
and sales people are selling with more enthusiasm. 
“The opening day response was excellent. Over 3,000 
people came into the store. Every adult was given either 
an unmounted zircon or a diamond in a special gift en- 
velope. There were no strings attached. However, we did 
stress our extensive selection of settings.” 
Built-in wall cases helped turn a long, narrow space into 
a thing of beauty with an illusion of width. Internally ts: dita: tes ails aieeas te el aan a 
lighted shadow boxes lined alternately in aqua, deep gray oat ate ellbesten tanks ah “ulhearden” 
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Tell Your Customers 


Stn Gazi Become Sto Bayo THE STORY 


OF THE STARS 


when you show them The Stars are surrounded bya 
wealth of fascinating lore that 


: L I N D E , & | : will help you turn shoppers 


into buyers. So, tell the story 


Ss T A R Ss : | 2 and make the sale— 


> (pide Ga, The first sight of a LinpE Star 
pe OS) Bike ‘ always stirs excitement, whether the 


viewer is a gem expert, a member of the 


3 RETAILS F.95S T 1 
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Magnificent, Man-Made 


press, or one of your customers. ‘These 
Star Sapphires reactions are typical: 


and Star Rubies 
> “CLinveE ) Star Rubies and Sapphires 


Pf at ae i 
For your most discriminating es" iy wv are magnificent and many of them 
2 5 ‘ yy 5 2 


PLUS for you! 


customers, in every price range, a? y are far more beautiful than natural 
there are LinpeE Stars for a F } stones with a star formation.”— Dr. 
F. H. Pough, Curator of Physical 


HOLIDAY Geology and Minerology, Museum 
rw »f Natural History, New York. 
GIFT GIVING | | 


> 4 yes > “The rubies start where nature leaves 

KR X off, and both rubies and sapphires 

BIRTHDAYS stp im ; surpass in beauty and perfection 
> Wi, ‘> many of the natural gems.” —Floward 


W. Blakeslee, Associated Press, Sci- 


ENGAGEMENTS G YO i J ; My, ¥ 3 ence Editor. 


S/814 RETAILS 6.95 T 1 


nd keystone 


you! 


PLUS for 


x ZL MGS SG > “We could see no earthly difference 


ZS le between a real ruby priced at $1,625, 
ANNIVERSARIES i yyy, and the synthetic stone for $195... 


If anything, the man-made stone was 


nd keystone 


the more beautiful to our untutored 


S/816 RETAILS 9.95 1 


eye.” — Virginia Leimart, Chicago 
News. 


> “Beside the synthetics, many of the 


FREE — This . 
distinctive dis- ‘TAA _ LINDE 
play card, in full Te f | @ J ADVERTISING 


color, featuring : 6 will help you sell the 


natural stones from the museum’s 
collection looked pallid.”— Time 
Magazine. 

LInpE Stars, as ¢ p* , Stars. Your customers are 

seen in The New , now reading about A Fact About 


Yorker. Send for = +” sremmeameraarat Linpe Stars in The New LINDE Stars 


yours today. a es Yorker Magazine. 


DISTRIBUTED BY 
MAX DURAFFOURG GEM COMPANY CHARLES E WINSON, Gems 
580 Fitth Avenue 576 Fifth Avenue 
New York 36, N. Y. New York 36, N. Y. most dramatic effect, shine a pencil- 
GEORGE HOUSTON flashlight directly on the gem. 
448 South Hill Street 


Los Angeles 13, Calif. LINDE is a registered trade-mark of Union Carbide and Carbon Corporation 


' 


Cai arenes 








> PLUS 


The star in a Linpe Star is at its full 
beauty when seen under a single 


source of light. Therefore, for the 


S/807 RETAILS 5.95 1 
ato 


nd key 





FoR Aucust, 1955 145 











Diamond Industry, 1954 
(From page 122) 


WORLD PRODUCTION OF DIAMONDS, 1951-1954 
BY COUNTRIES, IN METRIC CARATS 


(Including Industrial Diamonds) 





| 
1951 } 1952 1953 








Africa: 
734,324 743,302 729,377 721,607 
a Congo.... .|10,564,667 |11,608,763 |12,580,256 |12,619,378 
French Equatorial Africa. 136,000 163,400 140,144 152,529 
French West Africa...... 101,000 136,080 180,000 216,000 
Gold Coast 1,752,878 | 2,189,557 | 2,180,728) 2,135,141 
i 475,759 451,426 472,934 398,608 
478,075 541,027 617,411 683,536 
aie nD. 108,625 143,023 172,304: 326,009 


Union of South Africa: 
1,967,272 | 2,093,138 | 2,397,755 | 2,544,305: 
Alluvial. peed 289,063? 282,681? 300,0002 314,0002 
Brazil. . ; RON es 200,000 200,000 200,000 200,000: 
British ‘Guiana eager enna ns: 43,260 38,305 35,306 30,073 
Venezuela 63,226 98,291 84,790 96,983 
Other countries........... 3,000 5,000 5,000 5,000: 


Grand Total al Seale i 
(Round Figures)...... 

















16,917,000 |18,694,000 |20,090,0004/20,440,000 





1 Pipe mines under De Beers control, but including 75,225 carats from 
De Beers’ alluvial diggings at Kleinzeer ‘, 

2 Includes an estimated 100,000 carats from the State Mines of Namaqualand. 

3 Estimated. 

« Revised figure 


DE BEERS GROUP OF MINES 


Four pipe mines were operated during 1954 by De Beers Con- 
solidated Mines, Ltd., or by subsidiary companies. These were 
the Wesselton and Bultfontein mines in the Northern Cape, near 
Kimberley, the Jagersfontein mine in the Orange Free State, also 
near Kimberley, and the Premier mine, near Pretoria in the 
Transvaal. Alluvial diamond mining operations in South West 
Africa by another De Beers subsidiary, will be described in a 
following section. 


Production figures from the principal mines in the Union of 
South Africa during 1954 (exclusive of the Premier mine) are 
given in the following table, along with figures giving the Carats 
per load and average cost per carat. 





Carats | Average 
Loads Carats per | Cost per 
Washed | Recovered | Load | 


Wesselton Mine 1,977,294 370,924 | .188 
Bultfontein Mine. ooo (1,965,132 392, . .200 
Dutoitspan Mine Sampling. . : 2,686 O11 
Jagersfontein WINE ccc wecess .. {1,874,432 191, 598 065 
409,610 75,225 | .184 
De Bean Cylinder Lumps......... 82,060 8.705 .106 
W esselton/Dutoitspan Cyl. ib umps 104,585 9,271 
Bultfontein Cylinder Lumps. . 40,245 5,159 
Kimberley Floors 95,842 11,023 
Stadium Heap. . 339,898 52,054 
Old Pulsator Tailings Dump...... 66,018 
Miscellaneous Sampling........... 905 
Koffiefontein Sampling........... 7 
Sundry Finds....... : ‘ 2 


Totals........cceceeecesee.---(6,971,738 [1,113,024 




















At the Wesselton mine overall working costs for the year were 
6/5.1 d. per load washed, as compared with 6/7.5 d. in 1953, 
Systematic sampling on the 2,160 foot level was continued, and 
will be completed in 1955. During the year, five additional drain. 
age bore holes were drilled around the periphery of the pipe to 
restrict the amount of water entering the mine. 

The average cost per load washed at the Bultfontein mine was 
6/6.5 d., or 3.8 d. less than the average for 1953. Experiments 
carried out with the “block caving” method of mining continued 
to show promise, and the experiment has been continued to a 
second panel of ground. Three surface boreholes were drilled 
to prevent seepage of water into the block cave area. 

The Dutoitspan mine remained on a maintenance basis through- 
out the year, and work was confined to development and drainage, 
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Diamond Industry, 1954. Production figures from the principal mines in the Union of 
South Africa during 1954 (exclusive of the Premier mine) are 


(From page 122) given in the following table, along with figures giving the Carats 


























































WORLD PRODUCTION OF DIAMONDS, 1951-1954 per load and average cost per carat. 
BY COUNTRIES, IN METRIC CARATS 
(Including Industrial Diamonds) es 
| 
| Carats | Average | Aver 
p | ee | Re - | Loads Carats per | Cost per | C pt 
i ee - 7 1951 1952 | 1958 ; | 1954 : | Washed | Recovered | Load pee | Care 
Africa: | — : ary 96 n ¢ ; 
Siig Sees 734,324 | 743,302| 729,377] 721,607 Wesselton Mine. .. [1,977,204 | 370,924 | .188 | 6/5d. | 34/34, 
Belgian Congo..........|10,564,667 |11,608,763 |12,580,256 |12,619,378 oe — apenas }1,965,112 368, 17% 200 6/7 32/9 
French Equatorial Africa.| 136,000 | 163,400] 140,144 | 152,529 lecersftatein Mine. |n-974-4a2. | 191.6861 (068 | ei” vase 
French West Africa......| 101,000| 136,080] 180,000 | 216,000 onan ai nkminin = 
Gold Coast............ 1,752'878 | 2,189,557 | 2,180,728+| 2,135,141 Kleinzee. --....-- 2.2.2. +. s+++- 09,60 75,225 | .184 | 7/4 40/1 
Sierra Leone ‘475,759 | 451,426 | 472,934 | '398,608 De Beers Cylinder Lumps.........| $3,000 | 8,705 |-.106 | 8/6 51/7 
South West Africa... .... 478.075 | 541,02 617.411 | 683.536 Wesselton/Dutoitspan Cyl. Lumps. | 104,585 9,271 | .089 | 3/6 39/5 
Tanganyike sda ld: 108'625 143023 172'304'| 326/009 Bultfontein Cylinder Lumps..... 40,245 5,159 | .128 4/6 34/9 
Union of South Africa: ; site é Kimberley Floors. . . ‘ 95,842 11,023 | .115 5/4 48/7 
Lode ....| 1,967,272 | 2,093,138 | 2,397,755 | 2,544,305: Stadium Heap. ........ 590,808 | 3,000 | S| a | tia 
Alluvial..............| 28950632] '282°681:| "300,000 '314,000: Old Pulsator Tailings Dump... 70,952 | 66,018 | .930 | 15/11 17/1 
Brazil....................| 200/000} 200,000] 200,000} 200,000: Miscellaneous Sampling. . | 9,022 905 | .100 | 28/8 285/11 
British Guiana. rl “43ie6o 38,305 35.306 | 30,073 a frorreenes 3 titeteealeeeeeeens 
Li eae 63,226 98,291 84,790 96,983 sundry Finds Bae moe 
Other countries oo ie 3,000 5,000 5,000 | 5,000: Totals penance as 16,971,738 ‘pee 160 | 6/6 | 40/7 
Grand Total | | 7 : 
(Round Figures)... .. .|16,917,000 |18,694,000 |20,090,000+|20,440,000 











At the Wesselton mine overall working costs for the year were 
6/5.1 d. per load washed, as compared with 6/7.5 d. in 1953, 


1 Pipe mines under De Beers control, but including 75,225 carats from 
De Beers’ alluvial diggings at Kleinzee. 


* Includes an estimated 100,000 carats from thé State Mines of Namaqualand. Systematic sampling on the 2,160 foot level was continued, and 

+ Estimated. A * é Rae ; 

i Booked deus will be completed in 1955. During the year, five additional drain. 

age bore holes were drilled around the periphery of the pipe to 
DE BEERS GROUP OF MINES restrict the amount of water entering the mine. 

Four pipe mines were operated during 1954 by De Beers Con- The average cost per load washed at the Bultfontein mine was 
solidated Mines, Ltd., or by subsidiary companies. These were 6/6.5 d., or 3.8 d. less than the average for 1953. Experiments 
the Wesselton and Bultfontein mines in the Northern Cape, near carried out with the “block caving” method of mining continued 
Kimberley, the Jagersfontein mine in the Orange Free State, also to show promise, and the experiment has been continued to a 
near Kimberley, and the Premier mine, near Pretoria in the second panel of ground. Three surface boreholes were drilled 
Transvaal. Alluvial diamond mining operations in South West to prevent seepage of water into the block cave area. 

Africa by another De Beers subsidiary, will be described in a The Dutoitspan mine remained on a maintenance basis through- 
following section. out the year, and work was confined to development and drainage. 
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Erection of the secondary crushing plant was completed early 
in 1955. In mid 1955 it is expected that the Dutoitspan mine 
will be reopened and the Wesselton mine will close down. 
Dutoitspan is noted for its large yellow diamonds, and for its 
production of a large proportion of big stones. 

At the Jagersfontein mine the 1,874,432 loads washed in 1954 
comprised 1,743,251 loads from underground and 131,181 loads 
from surface sources. The cost per load, 6/11 d. is a slight 
increase over 1953. Development was started on the east side of 
the 1.870 foot level for an experimental block cave stope. 

The Kleinzee alluvial diggings in Namaqualand are located 45 
miles south of the Buffels River. Production in 1954 exceeded 
that of the previous year by 4,666 carats due to an increase in 
grade of 1.1 carats per 100 loads. Some prospecting was carried 
out on the lower terraces adjacent to the sea during the year, 
with negative results. The working cost per load was 7/4.4 d. 
compared with 7/7.7 d. for the previous year. The deposits are 
worked by a subsidiary company of De Beers, which employs 
about 100 men. 


PREMIER MINE 


The Premier mine, located near Pretoria in the Transvaal, is 
the largest of the pipe mines, having a surface area of about 75 
acres. Production from this mine is, in large part high grade 
industrial stones. 

A summary of operations at the Premier mine during 1954, 
compared with those of 1953 follow: 


1954. 1953 
Renata treated 12k. eRe 4,804,837 4,763,677 
Average yield in carats per 100 loads 29.79 26.7 
Diamonds recovered (carats) ..... 1,431,281 1,269,925 


The overall cost per load treated was 5/4.9 d.; the cost per 
carat recovered being 18/1.97 d. The respective figures for 1953 
were 5/5.4 d. per load and 20/5.4 d. per carat. An average of 
398,410 loads of blueground was mined and hoisted each month, 
equal to 318,728 tons per month. Tunneling during the year 
amounted to 62,859 feet in blueground and 10,969 feet in rock. 





Development work was carried out preparatory to opening up 
the east side of the mine. Part of the 1955 production is expected 
to come from the eastern section. 

In the treatment plant a second picking belt was installed jp 
the primary crushing section and when put into operation wil] 
reduce the risk of large diamonds entering the crusher. Recrush. 
ing of 47 percent of the tailings from the heavy media separator 
to minus 3/16 inch served to increase fine diamond recovery, A 
rotary scrubber is to be installed in connection with experiments 
on the recovery of diamonds from old tailings. 


OTHER PIPE MINES 


Production from four of the small pipe mines operating outside 
the De Beers Group was as follows: 


Carats 
Star Diamond Mine: ..06.6.500065 14,962 
Westar Diamond Mine ............ 568 
Treasure Trove Diamonds, Ltd..... 6,046 
Mallin Diamond Mines, Ltd. ...... 106,604. 
128,180 


During the year Star Diamonds (Proprietary), Ltd., treated 
48,903 loads of kimberlite and 8,851 loads of tailings, from which 
were recovered 14,962 carats of diamonds. The carats per 100 
loads of kimberlite treated was 28.6, and of tailings treated 10,88 
carats. A total of 4,752 feet was developed during the year. The 
calculated ore reserves as of June 30, 1954, were 51,000 tons at 
an average fissure width of 33 inches. A diamond weighing 
80°4 carats was found at the Star mine during the year. 


Operations by Westar Diamond Mining Company, Ltd., con- 
sisted of treatment of 2031 loads of blue ground from a fissure. 
The blue ground was treated in the Star Diamond plant, and 
from it were recovered 568.25 carats of diamonds, for an average 
of 27.8 carats per 100 loads. The realized value was £4,495, and 
the average weight per stone was 0.22 carats. A test of tailings 
contained in the New Eland dump gave for 207 loads treated 
an average of 5.3 carats per 100 loads. 
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Because fissures being mined by Star Diamonds extend onto 
peaperty being worked by Westar, it was decided at the close 
of the year to merge the two companies. 

Mallin Diamond Mines, Ltd., in 1954 produced 106,604 carats 
of diamonds from 75,381 tons washed, for an average of 1.414 
carats per ton. The company’s revenues from diamond sales for 
the year amounted to £208,917. The company states that it is 


its intention to double production within the next three to four 


years. 
SOUTH AFRICAN ALLUVIAL DIGGINGS 


The alluvial diggings in South Africa showed a small increase 
in production, from 202,000 carats in 1953 to 214,000 carats in 
1954. Of this total, the Cape Province accounted for 31,700 carats, 
with most of the balance coming from the Transvaal. Official 
production figures for the alluvial diggings include that from the 
small pipe mines outside the De Beers Group. 

As in past years, the situation in the alluvial diggings con- 
tinued to deteriorate. There was very little new ground available 
and the old ground is becoming exhausted. 


STATE MINES OF NAMAQUALAND 


The state owned and operated alluvial diamond mines in 
Namaqualand are located just south of the mouth of the Orange 
River, in the vicinity of Alexander Bay. Production has been 
maintained by the Government at about 100,000 carats annually, 
and the 1954 production is estimated to have been about this 
amount. Official production figures have not been released. Prac- 
tically the entire production is of gem quality. 


SOUTH WEST AFRICA 


The alluvial diamond deposits of South West Africa are a 
northward extension of those in Namaqualand. They extend from 
the mouth of the Orange River north for approximately 300 miles 
to Conception Bay. The diamond mining rights to most of the 
area are held by the Consolidated Diamond Mines of South West 
Africa, Ltd., under a concession extending to 1991. Small scale 








mining operations are carried out in the vicinity of Luderitz by 
Industrial Diamonds of South Africa (1945), Ltd. 

Production by Consolidated Diamond Mines of South West 
Africa, Ltd., has been steadily increasing, as the following five 
year summary shows: 


Year Carats 
WORGes wacwwee 391,788 
10) ee 478,075 
) arr? 512,674 
Da takmanaeise 590,534 
Ra veckcaaweee 683,536 


Chief production is from the areas G, U, and M, lying along 
the coast and just north of the Orange River. Production from 
mining and prospecting combined was 683,536 carats, of which 
11,157 carats were derived from prospecting. Monthly production 
averaged 56,961 carats, compared with 49,211 carats in 1953. In 
accordance with the policy of mining to a lower grade, the average 
yield per cubic meter mined was reduced from 0.56 carats in 
1953 to 0.41 carats in 1954. The average size of diamond recov- 
ered was 1.12 carats compared with 0.92 carats per stone in 1953. 

A summary of working costs during 1954 compared with those 
in 1953 follows: 


1954 1953 
Field costs per cubic meter mined... 28/9d. 35/2d. 
Overall costs per cubic meter mined. 29/9d. 35/-d. 
Field: costs: per Canal ©... ciccacccenn: 71/2d. 63/6d. 
Overall costs per carat ............ 73/7d. 63/3d. 


The mining costs per cubic meter mined were lower in 1954 
than in 1953 due to improved efficiency and higher output. The 
increased average cost per carat was due to the lower grade 
mined during the year. 


A total of 8,770,753 cubic meters of overburden was stripped, 
of which 3,878,000 cubic meters was for prospecting. Overburden 
removed during 1953 totaled 7,025,992 cubic meters. Gravels 
mined and screened amounted to 1,690,105 cubic meters, com- 
pared with 1,067,284 cubic meters in 1953. In all, 10,460,858 
cubic meters, or 18,306,502 tons, were handled in stripping, min- 
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ing, and prospecting, giving a yield equivalent to 2.98 carats per 
100 loads, compared with 3.3 in 1953. 

Two high capacity screening plants were commissioned durin 
the year. During 1955 one new screening plant will be installed 
and several existing plants are to be modernized. All gravels are 
now milled before treatment in the Heavy Media Separation 
plant. The grease belt section of the recovery plant Operated 
satisfactorily during the year. The new electrostatic separation 
plant was put into operation toward the end of the year. 

Industrial Diamonds of South Africa (1945), Ltd., discontinued 
mining operations at Saddle Hill, Luderitz District, on December 
31, 1953. During the period July 1, 1953, to December 31, 1953, 
production amounted to 7,640 carats. Renewed prospecting efforts 
were successful in a new area at Saddle Hill North, and mining 
operations commenced again late in 1954, but no production 
figures are available. 


BELGIAN CONGO 


The diamondiferous area of the Belgian Congo occupies a 
wide area covering tributaries of the Kasai-Sankuru River system, 
The two principal deposits are: (1) the Kasai field, an extension 
of the Angola deposits, and (2) the Bakwanga deposits, located 
between the Kanshi and Bushimaie Rivers. About 95 percent 
of the Belgian Congo production comes from the Bakwanga 
deposits. The deposits are all alluvial. Pipes of low diamond 
content are known in the Katanga District. Production from 
the Bakwanga deposits is estiamted to be about 98 percent 
industrial quality, while that from the Kasai field is about 45 
percent industrial. Overall the Belgian Congo production aver- 
ages better than 95 percent industrial quality. 

The mine at Bakwanga is operated by the Société International 
Forestiére et Miniére du Congo on behalf of the Compagnie 
Chemin de Fer du Bas-Congo au Katanga (abbreviated Forminiére 
and Bécéka). 


Belgian Congo production for the past six years follows: 


Year Carats 

Pe re otaerers 9,649,896 
BOO isc cicadas 10,147,471 
PO Scie cece 10,564,667 
DA ere Saleh weer 11,608,763 
PRS a rcierce een aes 12,580,256 
1k! 5: ee 12,619,378 


SIERRA LEONE 


Sierra Leone diamondiferous gravels lie within the Bafi-Sewa 
River drainage system. Most production is from the Kono dis- 
trict. The diamond-bearing gravels are 2-5 feet thick, overlain 
by 2-20 feet of overburden. The diamonds are generally small, 
averaging 2-5 per carat, although some very large stones have 
been found. About 66 percent of the total production is industrial 
quality. 

Total production for 1954 was 398,608 carats, a decrease of 
74,326 carats from 1953. Production figures for the past six 
years follow: 


Year Carats 
OAD es caartiwe 494,119 
1S, | ne 655,474 
1 2 SS) Ee ae eee 475,759 
Pee enw akaee 451,426 
1S ner 472,934 
1: eee 398,608 


Diamond mining in Sierra Leone is done exclusively by Sierra 
Leone Selection Trust, Ltd., ‘a subsidiary of Consolidated African 
Selection Trust, Ltd. During the year the Sierra Leone Legisla- 
tive Council passed a bill confirming the agreement between the 
Government and Sierra Leone Selection Trust. The agreement 
varies the license under which the company is allowed to operate 
and provides for greater taxes. The company will now be liable 
to both the Sierra Leone income tax and to a diamond industry 
profit tax. 

Considerable difficulty was experienced during the year as 4 
result of illicit mining and smuggling of diamonds. It is reported 
that racketeers netted diamonds valued at about £2,000,000 during 
1954. Vigorous steps are being taken by the Sierra Leone govern- 
ment and Consolidated African Selection Trust to wipe out this 
practice. 
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FRENCH EQUATORIAL AFRICA 

Diamond deposits in French Equatorial Africa are alluvial in 
d are located principally in three territories, Moyer: 
Congo, Gabon, and Oubangiu Chari. The principal mining com- 
panies are Compagnie Miniére de lOubanghi Oriental (CMOO), 
Societe de Recherches et d’Exploitation Diamantiferes 
(SOREDIA), Société Miniére Intercoloniale (SMI), Compagnie 
Miniére de Carnot, and Société Miniére de l’Est-Oubanghi. Of 
these, CMOO is the principal producer, followed by SMI. 

Production figures for French Equatorial Africa for the past 


nature, an 


six years follow: 


Year Carats 
WO, sicbcawace es 122,928 
O57 Sern 111,407 
10 | Rane car ae 136,000 
WO vaio acaewe 163,400 
BC as oi scaresiee vice 140,144 
[Do Pre 152,529 


Production by SMI during the year amounted to 41,600 carats, 
of which about 48 percent was of gem quality, 40 percent indus- 
trial, and 12 percent carbonado. French Equatorial Africa and 
Brazil are the only localities producing carbonado. 

Overall production in French Equatorial Africa averages about 
66 percent industrial, although some areas produce up to 65 
percent of gem diamonds. 

A detailed account of operations by Société Miniére Inter- 
coloniale (SMI) appeared during 1954 in Mineral Trade Notes, 
Vol. 39, No. 1. Data given includes financial structure of the 
company, property holdings, detailed production figures from 
1938 to 1952, and geological maps and description of the geology 
of the areas being worked by the company. 

French Equatorial African diamond deposits are in all stages 
of development. Considerable systematic prospecting is being 
carried out by the various companies. However, a prediction 
made in 1952 by the French Equatorial Africa Information Service 








that production would rise sharply and by 1954 would amount 
to 230,000 carats, has failed to materialize. 


FRENCH WEST AFRICA 


The principal diamond deposits in French West Africa are in 
Haute-Guinée, between Beyda and Kisidougou. Total production 
in 1954 was approximately 216,000 carats, an increase of about 
36,000 carats over the previous year. 

Principal companies operating in French West Africa are 
Société Guinéenone de Recherches et d’Exploitations Miniéres 
(SOGUINEX), Société de Recherches et d’Exploitations Miniéres 
en Cote d’lvoire (SAREMCI), and Société Miniére de Beyla. 

Considerable prospecting was done during the year in French 
West Africa, especially between Kouilou and the frontier of 
Cabinda. The Moboma Syndicate is said to have confirmed the 
existence of indications of diamonds in the River Lobe and 
neighboring streams. 

French West African production averages about 66 percent 
industrial quality, 34 percent gem. 


GOLD COAST 


Diamond deposits of the Gold Coast are in the Birim River 
district, about 65 miles northwest of Accra. The diamonds occur 
in beds of gravel two to five feet thick lying in or near present 
day stream beds. The diamonds are generally small, averaging 
20-22 stones per carat. 

Production by Consolidated African Selection Trust Ltd. in 
1954 consisted of about 17 percent gem grade and 83 percent 
industrials. Overall production (company plus African diggers) 
averages about 78 percent industrial quality. 

Diamond mining in the Gold Coast is carried out by European 
companies and licensed African diggers, working singly or in 
small groups. There were four companies working in 1954, of 
which the largest is Consolidated African Selection Trust, Ltd. 
(CAST). Other companies are: Cayco (London), Ltd., Holland 
Syndicate, and West African Diamond Syndicate. The companies 
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use both hand and mechanized mining methods. There were 
620 licensed African diggers operating during the year, mining 
and washing by hand or with hand operated machinery, 

A summary of Gold Coast diamond production for the past 
five years follows: 


Year Carats 
WOO aire cicretenentes 950,000 
11, 5 ER nee 1,752,878 
DOS Der atcrarc sareveeens 2,189,557 
MSDE 6 siccsevarers-zreon tee 2,180,728" 
HOD: csetherosictes 2,135,141 


Estimated. 

* Revised figure. 

Details of production during the year, compared with that in 
1953, are given below: 


CARATS 
Producer 1954 1953 
= mea : | 
Consolidated African Selection Trust..........| 867,770 | = 836,718 
Other European Companies........ Ln mentee | 132,392 | 94 , 080: 
AIPICAN PLOMUCELBs 56,6666 2 kee ewe casas eo ch LDPE ORO DT o4gcose 
Totals......... nen fe Ey 





1 Revised figures. 


ANGOLA 


The diamondiferous area of Angola is a continuation of the 
diamond bearing region of Kasai, Belgian Congo. The deposits 
lie within the basins of the Tschikapa, Luachimo, Chuimbo, and 
Luembe Rivers, tributaries of the Kasai. 

Diamond mining here is performed under an exclusive con- 
cession held by the Companhia de Diamantes de Angola. 

Production figures for the past five years follow: 


Year Carats 
1OGO e c5-0s.5o ssi DROOL 
10S eRe eee ee 734,324 
ROE 2 Se actos 734,302 
NODS oii ksaavienees 729,377 
>’: re rr Airs If 


Angola diamond production in 1954 showed a decline of about 
one percent over the previous year. Production figures for 1954 
by district are given below. Corresponding figures for 1953 are 
also given. 


1954 1953 

District Carats Carats 
Cassanguidi Group .......... 208,371 158,606 
Andrada, Group. «.. 0scseces< 267,506 298,012 
Manidi Group cvisccciiuecesiersronee 244,885 271,934 
POSPCGUND. cctagreicicsncneiecare,s 845 825 


721,607 729.377 

To achieve this production in 1954, 5,596,329 cubic meters of 
overburden was removed and 1,374,979 cubic meters of gravel 
treated. Total production since the beginning of operations now 
has amounted to 17,914,063 carats. To reach this figure more 
than 24,600,000 cubic meters of gravel had to be treated and 
over 82,000,000 cubic meters of overburden removed. 

In 1954 the average grade of the gravel milled was 0.53 carats 
per cubic meter, and the average size of the stones recovered 
was 4.1] stones per carat. The weight of the largest stone re- 
covered during the year ‘was 71.38 carats. The proportion of 
gem to industrial grade was 59 percent gems, 41 percent in- 
dustrials. During the year the company had 45 washing plants 
in operation, distributed over 37 open pit mines. The company en- 
ployed, on an average, 346 white employees and 18,535 natives. 

Exports of diamonds from Angola during 1954 totalled 724, 
190 carats valued at 349,892 contos (1 conto equals about U. S. 
$35), compared with 724,195 carats valued at 349,894 contos in 
1953. All exports were destined to the United Kingdom. As 
large stocks are not maintained in Angola, production is ex- 
ported frequently, and stocks on hand usually do not exceed 
about 60,000 carats, or one months production. 


(The second and concluding instalment of The Jewel- 
ers’ Circular-Keystone’s report on the Diamond Industry 
1954 will be published in the September issue.) 
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What is Men’s Jewelry? 
(From page 110) 


too, are part and parcel of men’s jewelry. 

With the tour completed, our hypothetical novice is 
more enlightened and informed on the subject of men’s 
jewelry. One thing is certain: he is impressed with the 
extent of items that constitute men’s jewelry! 

You, too, may be surprised at the extent of men’s 
jewelry in your stock and the fact that it seems to per- 
meate practically your entire store. 

Thus, it is evident men’s jewelry is so diversified in 
type of merchandise, so varied in terms of price and 
stvle that there is no possibility of it being concentrated 
in any one department. 

Physically, it cannot be departmentalized. Neither can 
it be departmentalized in your customer’s mind or in 
your promotional efforts. A man or woman does not 
think of men’s jewelry as a department in your store; 
he or she thinks only in terms of personal jewelry needs 
and gift requirements. 

What does men’s jewelry mean to you? Specifically, 
what does it mean in terms of store traffic and profits? 
More importantly, are you capitalizing on the almost 
fantastic interest in men’s jewelry currently being shown 
by the American public? To the jewelry industry, this 
keen interest is perhaps comparable to our children’s 
preoccupation with Davy Crockett! 





Within recent months numerous articles and news 
items have appeared in the consumer press relating to 
the current boom in men’s jewelry production and pur- 
chasing. French cuff shizts are becoming increasingly 





popular among men—and French cuffs require, of 
course, cuff links. Also, interest in tab collars is in- 
creasing. 

This year Color (with a capital “C”) has entered the 
men’s wardrobe picture with a bang! Men’s apparel 
authorities make constant reference to such colors as 
Mauve, Pink, Charcoal Black and Charcoal Brown. These 
colors apply equally to accessories such as men’s jewelry 


as to suits, shirts, socks, shoes and hats. 


SALES HAVE SKYROCKETED 

Men’s jewelry business has skyrocketed during the 
past five years. Understandably, it has become a fab- 
ulous item in promotion-minded department stores and 
men’s furnishing shops. In fact, an interesting aspect 
of department stores’ attitude toward men’s jewelry is 
that many of them today place as much importance on 
men’s jewelry accessories as they do on their women’s 
costume jewelry departments. 

lt is true that the American male’s interest in men’s 
jewelry is at an all-time peak. He is interested, as never 
before, in tie bars and cuff links. He realizes these items 
are functional—necessary for good grooming and ap- 
pearance—as well as decorative. But he is not limiting 





jewelry available. 
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‘ himself to one set of cuff links and tie bar—his jewelry 
wardrobe includes two or more sets! 

You, the retail jeweler, must recognize this great op- 
portunity for cashing in. The American male is jewelry. 
conscious: you must help maintain his interest and there. 
by capitalize fully upon it. 

What is men’s jewelry? An opportunity for increased 
sales! 


Washington, D. C., Store Stages 
Diamond Cutting Demonstration 
A diamond cutting demonstration proved to be the 
feature attraction at the week-long “Diamond Show” 


staged recently by Charles Schwartz and Son, Washing. 
ton, D. C., jewelry store. 





Sam Drayman, one of the leading diamond cutters in 
the U. S., is seen removing the film from a rough stone 
while Miss Shirli Culpepper, 20-year-old contestant for 
the title of “Miss Washington,” observes the process 
through a French diamond lorgnette. The lorgnette and 
the other pieces of jewelry worn by Miss Culpepper were 
on display during the show, which proved a popular 


attraction to Washington residents. 





TV Variety Show 


(From page 100) 


subjects as Halloween, ladies’ day, an around the world 
trip and seasonal occasions. 

During the show, there is ample time given to the 
store’s commercials, which are generally spaced between 
the various acts. Silverware, diamond rings, clocks, 
electric shavers and other suitable items are given “plugs” 
from time to time. 

Midway through the show is the “Mystery Dance.” 
A tune is played and square dancers swing merrily 
around to the accompaniment of “old-time” fiddlers. 
At the same time, telephone calls are made to home 
viewers in the city—giving them an opportunity to win 
a prize by identifying the tune. Winners are brought 
to the show the following week, introduced and awarded 















their prizes—which may be a watch, a diamond ring, 
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a bracelet or other quality merchandise. 

Qn occasion, Richter provides both costumes and 
transportation for young entertainers from nearby cities 
when they appear on his variety show. Richter has 
found that having such youngsters on the show adds to 
the size of his viewing audience. This is because the 
parents, relatives, friends and acquaintances are certain 
to tune-in the program. 

Another method of increasing interest in the show 
is to enlist the talents of local church, civic and recrea- 
tional square dance groups. Richter and Jerry Helt, 
of the store’s clock department, are always available 
to assist in preparing such groups for a public appear- 
ance. When the groups are “ready,” a place is found for 
them on the Richter show. 

Richter’s unusual program runs many hundreds of 
dollars a week. Last year, his show ran for 39 weeks. 
Proof of its popularity in the Cincinnati area is evidenced 
not only by the tremendous increase in business, but 
by the hundreds of letters received by the store. Many 
of the viewers come into the store for autographs and 
photographs of Richter. 

In conjunction with the show, Richter runs an ad- 
vertisement each week in the radio-TV section of a local 
newspaper. These ads feature a photograph of Richter, 
who always wears a comic hat of the type he uses on 
his show. Below the photo is the sentence: “Charles E. 
Richter Your Host Invites You To Again Enjoy— 
Richter’s Diamond Square Dance.” The ad _ includes 
the phrase: “Win a diamond ring or watch by naming 
our MYSTERY DANCE.” At the bottom of the ad are 


the firm’s name, telephone numbers and address. 


‘Beware of Watch Bargains’ 


Lennon’s Jewelers, Utica, N. Y., borrowed some words 
of wisdom from John Ruskin in urging consumers to 
avoid “bargains” when purchasing a watch. 

The store got over its message in an unusual news- 
paper ad that featured the theme: “Beware! It takes only 
minutes to buy a watch, but years ahead measure the 
wisdom of your selection.” 

Spotted throughout the ad layout were promotional 
expressions used to stage bargain sales, such as: “Now 
Here’s a Bargain”; “50% Off on Discontinued Models”: 
“For a Limited Time Only”; “We Have Made a Special 
Purchase”; and “Close Out Sale”. 

Lennon’s countered this type of advertising by citing 
these words of advice from John Ruskin. 

“It is unwise to pay too much, but it’s worse to pay 
too little. When you pay too much you lose a little money 
—that is all. When you pay too little, you sometimes lose 
everything, because the thing you bought was incapable 
of doing the thing it was bought to do. 

“The common law of business balance prohibits 
paying a little and getting a lot. It can’t be done. If you 
deal with the lowest bidder, it is well to add something 
for the risk you run, And if you do that, you will have 
enough to pay for something better.” 
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To Show is to Sell photograph of a “well-dressed man” is hung againg 





note ye as 
Seneca the background and additional merchandise is arranged o 
5 wae? i , on circular elevations in the foreground. | 
in which men’s jewelry is most frequently displayed and In Sketch B ; : : c¢ 
sold do help to give importance to the merchandise, but an — d ea RE " nt ag heights have M 
it is easy to let your display become montonous in ar- a eee Siac inti boxes. Units 
: : neg ; such as these make the display arrangement more j 
rangement when all the boxes are laid in symmetrical ; hand; s inter. .° 
rows. Try to keep boxes of similar color and design ie = “~ = ones ~— oti sg to eye level, H 
together for harmony’s sake, but get variation and in- _ sige “tain. “aamaaionsaagiaions the copy carries fr 
. : is out the gift theme. The screens can be made from panels r 
terest into the arrangement of each grouping. Slender ; ‘ yom 
: : : of masonite or beaver board fastened with small d 
tubular elevations and various sizes of cubes and ‘oh ; di h ; metal 
rectangular elevations will help to give more interesting a 90 a “one eee gees ie my cm * 
arrangements and also get the small items closer to eye nano eigen anion mews tape. Panels ” 
gach ‘ : is can be covered in paper or fabric. Using contrastins ri 
level for better visibility. The clear plastic elevations ; : a 
ee | colors on the two sides of each unit would make an inter. 0 
and stands in simple designs are also excellent for these ‘<i ; : ; | 
ciate. mmlaniiaaiiniale esting design—or wood grain paper might be used on b 
: “ ; ; one side with plain paper on the other side. If the dis c 
The accompanying sketches illustrate several sugges- nae nail q ; ber of diff ; 
Fa : . : lay boxes to be used are in a number of differe 
tions for men’s jewelry window displays. Cuff links and f cea aalelle 1 h Id tj colors, P 
a el : a black and white color scheme would tie the $ 
tie clips are featured in Sketch A. Two triangular panels : color U 
ie ; ia clk. together most effectively. If boxes are all the same in 0 
extending from the side walls of the window support al ; h ey 
‘ : color, the window color scheme should be 
hand and cuff cut-outs on one side and neckties on the — ‘ : ‘i ‘ a 
other side. Actual cuff links are fastened to the cut- in gla “< maroon with maroon boxes, gray 
outs which are made from very stiff cardboard or compo OR: Se ee re ee 
board and painted. Tie clips are displayed on the neck- The new fashion trend toward color for men is drama. , 
ties which may be real ties or can be made from heavy tized in Sketch C with gayly painted duck decoys and a f 
construction paper or velour paper. The paper ties are colorful duck hunting print framed against the back. : 
actually preferable since they will not draw attention ground. Merchandise in boxes is arranged on circular ‘ 
away from the jewelry. If real ties are used, be sure they elevations with gift wrapped packages. It should be pos. ‘ 
are quite plain preferably solid colors. A large portrait sible to borrow an attractive picture for the background 
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as well as the duck decoys. Carry out the color scheme 
of the picture in floor and elevation coverings. The 
copy might read—‘‘Jewelry Accessories Accent Color in 
Men’s Fashions.” 

Giant playing cards carry out the theme of Sketch D 
_“Fine Jewelry Gifts Fit for the King in your Life!” 
Have photostatic enlargements made of the four kings 
from a deck of playing cards and mount on heavy 
boards. Small shelves can be attached to each card for 
displaying merchandise. Additional merchandise is 
arranged on the window floor. The red and black color 
scheme of the playing cards is carried out with lengths of 
ribbon stretched across the window floor and cut-outs 
of hearts, clubs, diamonds and spades tacked to the 
background. The photostat enlargements of the playing 
cards will, of course, be in black and white, but you can 
paint over some of the design with red poster paint. 
Copy is lettered on a large copy card near the center 


of the window. 


Color as a Guide to Gemstones 
(From page 124) 


on the market this year and opening an entirely new 
field in fine jewelry. Like titania, it contains the light 
weight metal, titanium, but it is a different compound 
with entirely different properties. Chemically it is 
strontium titanium oxide, and this compound has not 


we 
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been found in nature. Unlike simple titanium oxide, 


it is singly refracting, not doubly. Its index of refraction 
is lower than titanium’s, but its single refraction, iis 
greater clarity and its lower dispersion make it a much 
more brilliant stone. Identification with a refractometer is 
impossible for two reasons; it is too high for the refrac- 
tometer in the first place, and is almost identical with dia- 
mond in the second. Starilian is almost white (actually 
a very light brown, and like light brown diamonds. 
it “faces up” quite white). The “card test” is the best 
way to tell it from diamond (see note 111) and from 
titania. 


DIAMOND DOUBLETS 

(113) Diamond doublets: Diamonds cemented to- 
gether to appear as a single stone, or diamond tops 
cemented to a colorless sapphire bottom, have been 
reported, but they must be extremely rare. Since 
there is no cement which even approaches the refractive 
index of diamond, it would not be possible to make an 
invisible junction of the stones. A doublet viewed from 
directly above might look natural enough and prove 
deceptive, but the flat bottom of the top diamond should 
reveal itself as a mirror-like plane as soon as the stone 
is tilted a little to one side. Since doublets obviously 
are so rare, they cannot be very successful, for if they 
were we would unquestionably see an occasional one 
in the market. 














older ones, and it is possible that they are the resyj 
of a deliberate effort to produce a clearer, more color. 
less material, to give the stones better polish, and, possi. 
bly, to orient the stones in a singly refracting direction 
before cutting the table. They do seem better looking 
than most of the colorless synthetic sapphire we haye 
previously seen, but they have only the slightly greater 
hardness to give them any edge over the generally used 
synthetic spinel. 


COLORLESS SYNTHETIC SPINEL 


(115) Spinel: Colorless synthetic spinel has beep 
the standby as an inexpensive, yet relatively durable, 
stone for many, many years. It is very clear, it takes a fine 
polish with little difficulty, and seems to be more brillian 


"Natural"—two surfaces of the original crystal remaining on the and more limpid than the common white synthetic 
diamond at the girdle. Present on almost 40 per cent of finished 7 ‘al. Th te f lh fract; 
stones, "naturals" provide an aid in the recognition of diamonds. sapphire material. e easily determined retractive 


index, typically a little higher than that of any natural 
(114) Sapphire: Synthetic. white sapphire has not spinel, and the false double refraction, beautifully seen 
often been sold as an imitation of a diamond, for sapphire in a sensitive-tint plate equipped polariscope, are the 
seems to lack the clarity and the brilliance of the lower only tests that one needs to make. Recently it has ap. 
index, softer and more easily fabricated spinel. How- peared again, marketed under several, not too imper. 
ever, in recent years an attempt is again being made vious, aliases. Jewelers have been deceived by some 
to create a market for it under still another name. The finely cut, platinum-mounted spinels, an old trick that 
refractometer and the polariscope quickly reveal its keeps finding new victims, so it is well to always be on 
true identity; and its properties, including hardness, one’s guard. Had a test been made there could have been 
are the same as those of other synthetic sapphires of no deceptions, for the refractometer is the sure test for 
earlier days. Nevertheless, these newer stones do seem synthetic spinel, with its odd “high” reading, (1.73 
to have more life and brilliance than the average of the rather than 1.72). 
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The double refraction of a crystal ball may be clearly seen by 
placing it above a dot or a line and noting its fuzzy appearance. 

(116) Glass: No glass stone presents much of a prob- 
lem, and the colorless ones are no more deceptive than 
any others. Only a completely new stone with no wear 
at all, would be wholly free of nicks and scratches. The 
highest index white glass is still well below the, per- 
force, yellow lead glass of the refractometer in its index. 
so a reading can always be obtained from a facetted 
stone. Many of the cheapest imitations have mirror 





backs that are immediately apparent. An ingenious 
imitation of an open back stone, common a few years 
ago, had a second stone mounted inside the ring with 
it culet showing, creating the impression of an open- 
back, unmirrored stone. However, it is unlikely that any 
jeweler was ever fooled by such a stone. 

This concludes our transparent and facetted color 
series of the gemstones. There are many rarer stones 
that are known to the collectors, and at first it was 
intended to include them with the commoner ones. 
Finally, it was felt that it would only confuse and dis- 
courage beginners to have an array of unknown names 
thrown at them, together with an array of facts that 
they were not in a position to sort out. The rarer stones 
might some day become the subject of another series. 
The average jeweler, with an average clientele, will not 
find himself confronted with any stones not covered in 
the present series. 


Appeal to Women 


(From page 112) 


low priced articles, 

(2) The gifts a woman buys for others. The sales 
volume in this category is frequently heavier than in 
the first. It is in this “gift item” field that Miller has 
noted—and overcome—the common weakness of the 
jewelry store—that of not having a wide enough variety 
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of merchandise which a woman can buy as a gift for 
a man. 

Miller’s reasoning is based on his observation that in 
the normal course of events, a woman is repeatedly 
searching for gifts for her boy friend, her husband and 
later, her sons. A woman’s shopping habits are such 
that she is likely to visit her jeweler at fairly regular 
intervals. If she is a regular customer, she has built up 
confidence in the jeweler’s advice and in his merchan- 
dise. There is, therefore, a strong inclination for a 
‘woman to buy men’s gifts from a jeweler—if she can 
find suitable merchandise in his store. 

In line with this belief, Miller has made it a practice 
to devote a substantial portion of his display space to 
men’s items which have been especially selected for 
their appeal to women! 

Two examples of this technique can be seen in the 
way Miller merchandises men’s wallets and luggage. 
Men’s wallets are an excellent jewelry store item, he con- 
tends, because they take up comparatively little space 
and can be shown to advantage in almost any of the 
store’s display fixtures. Also important is the fact that 
they carry a good markup and entail relatively little 
price competition. 

In his merchandising of wallets. Miller has found that 
it doesn’t pay to carry items which are in competition. 
price wise, with drug and variety stores. Such low- 
priced merchandise is designed to appeal to men of a 





given income bracket. Miller asserts that when a woman 
buys a wallet for a man, she wants something which jg 
identified as a quality product. She is also convinced 
that there is an advantage in buying from a reputable 
store which is above carrying “five-and-dime” merchap. 
; . . : 
dise. This concept of selling has made men’s wallets 
a very profitable department in Miller’s store. 
Luggage, including brief cases, also has all of the 
advantages which apply to wallets, according to Miller. 
It does pose a problem, however, because of the amount 
of space it requires. Miller overcomes this drawback jin 
his own small store by playing up only a few of the 
pieces during special, and seasonal, buying periods, 


PERMANENT LUGGAGE RACK 


He accomplishes this by means of a permanent and 
compact luggage rack at the rear of his store. This is 
constructed so the luggage can be stacked on end and 
fitted into a space which is in keeping with its sales 
potential. He displays a few samples of his stock on a 
step-like rack near the entrance during the heavy pre. 
Summer and pre-Christmas sales periods. At other 
times, this rack is used to display Miller’s other mer. 
chandise. 

Miller declares that luggage has one marked advantage 
over wallets and other items: it runs in open stock and 
leads to sales continuity. Miller says it is a frequent 


occurrence for his customers to buy one piece of a 
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Beautifully designed and thoughtfully 
edited to store precious moments, 
these handsome albums are lithographed 
in color on fine bond papers and 
bound in washable simulated 
leather, padded rayon moire 
and rich genuine leather. 













For every important occasion, 
Gibson is first choice 

for a treasured 

lifetime record. 
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-.. presents the ‘Breeze King” revolutionary 
new windlighter with Evans exclusive ‘‘Automatic 
lighting Action." Just flick it open, press the lever 

i: tilidaicamactibaia inacuaih > - ioe the sranpnet erin, Yours in 

brush chrome. ¥ of styles and Prices. 

Retail $3.50 


All ILLUSTRATIONS Yo ACTUAL SIZE 
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Navy Lizard. Vinyl—brush Alligator Calf. Polished Genuine Snake. Golden Genuine Ostrich. Golden Genuine Alligator. Gold. metal. 

chrome. chrome. metal. metal. Retail $10.00 
Retail $4.00 £EC-3 Retail $5.00 Retail $6.00 Retail $7.50 *In gold filled with alligator. 

$17.50 Plus Tax 





A charming new lighter for 
the ladies. No larger than your 
lipstick. Cover swings back to re- 
veal a fine Evans lighting action. 


Golden Metal Line Design 
EC-10.........._.._.....Retail $4.00 


Golden Metal Line Design. 
Retail $4.00 


Basketweave of golden metal 
and rhodium. 


Retail $5.00 








Retail $4.00 : Evans Enamel Rose Design. 


Retail $2.00 : EC-13 anne eceeeeenneseteee Retail $5.00 
A collector's item. Antique autos on lighter ir 
and key chain. Ford illustrated. 








Jumbo Lighter. Golden metal 
with black morocco. 


Retail $5.00 


Petite Bracelet Lighter. 
Retail $7.50 
Plus Tax 
Petite Ladies Lighters. Gay hand- 
painted designs on lasting Evans 
Enamel. Golden metal. 


Masks. 

Be 3s i Retail $6.00 
‘YSTON Bee al Bouquet. 
ei Retail $6.00 








LIGHTERS AND SMOKING ¢ 
IN LASTING EVANS ENA 


... Style and color-toned for modern livin 
... gracious luxury with a fashion am 


... gifts with a purpose and a places 
any home. 


ENTIRE BODY OF EACH LIGHTER Is 4 
FUEL RESERVOIR ; 


ALL SETS ATTRACTIVELY GIFT PACKAGiD, 


tk 
™ 


Retail $35.00 NN 


Retail $10.00 








; : ; - Flower Cart 
Poodle E Retail $22.50 


Retail $10.00 





Retail $15.00 Vintage 
Retail $22.50 


Retail $10.00 
Retail $10.00 





. superb craftsmanship brings the age 
old art of fusing enamel and metal to mod- 
ern day perfection. Preserving unexcelled 
beauty in a lasting functional form. 


RED SEAL FUEL CONTROL PREVENTS 
EVAPORATION OF FLUID. 


ALL SETS ATTRACTIVELY GIFT PACKAGED. 


Rosettes on White 
Retail $27.50 


Retail $12.50 
Above also available in black. Specify. 


Dragon 








Ming Tree 
Retail $22.50 


Trojan, Horse Retail $10.00 


Peti: Point Pattern 
EC.* ety Lea ae Seater Ante nh Retail $17.50 Retail $35.00 


Retail $15.00 





Vat 





FINE WOMEN’S 
PERSONAL ACCESSORIES 


Fashioned by the creators of 
famous Evans fitted handbags. 


Evans ‘‘Serv-Pac’’ cigarette case , 
golden mesh. King size. 


Retail $10,09 
, Also available in “Regular.” 
Ladies Wallet in golden mesh. 
Retail $8.50 Plus 1, 


Eyeglass Case in golden mesh. 
Retail $7.50 Plus To; 


Coin Purse in golden mesh. 
Retail $5.00 Plus To, 
All mesh items also available in white 
metal. Specify. 
3 Piece Enam. Dresser Se} 
Retail $15.00 


Also available in both Black and 
Straw. Specify. Gift Packaged, 


Comb and File Set in golden mesh. 
Retail $7.50 


Golden Metal Carryall Rhinestone Decorated Carryall in rhodium Evans Carryall Engine Turned Design. 
Retail $17.50 Plus Tax Retail $30.00 Plus Tax Retail $20.00 Plus Tox 


All Evans carryalls contain automatic lipstick, coin holder, door type powder compartment, velour puff, make up mirror and compartment for cigarettes. 
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1 $10.09 


sh, 
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) Plus Tox 


) Plus Tox 


> in white 


sser Set 

$15.00 
Black and 
‘ackaged, 
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le 
Pius Tox 


jarettes. 












DISTINCTIVE NEW ENAMELED 
COMPACTS AND COMBINATIONS 





Strikingly different designs handcrafted 
in the exquisite Evans manner. 





Sunburst Design on golden metal lighter, 
lipstick and compact. 
Saree ee enee Retail $10.00 


Rose Design on White lighter and 
compact. 

asst sicscciss Retail $8.00 
Also available in Chartreuse. 
Specify. 
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Poodle lighter, compact, lipstick 
and cuff links. 
EC-50.....__... Retail $17.50 Plus Tax 






ea Rose Design on Straw lighter, compact and 








Rosettes on Black lighter and lipstick- cuff links. 
compact combination. EC-54 Retail $15.00 Plus Tax 
on on Re OES OEE Retail $12.50 Also available in white. Specify. 











Jewelbugs 
Lio) eee ee Retail $7.50 EC Ne RTT ie Retail $7.50 |. Re ae ene eens ae Retail $6.50 
Flower Cart Zulu Head 
i AOC OTRO ET ae Retail $7.50 asst ete Retail $5.00 


Also available in Chartreuse. Specify. 











Bluebird Ruby Colored Enamel Stones Redbirds 

DONS P15 each abe anerh Wein Ad Retail $7.50 EC-59 43 Retail $7.50 OL Seen eee Retail $6.50 
Rose De: on Chartreuse Also available in multicolored stones. Specify. 

EC-60 . Retail $5.00 Stoned Butterfiy Petit Point Pattern on white 





















Also ave in white. Specify. EC-57 Retail $6.50  EC-61 Retail $5.00 
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FINE BONE CHINA TABLE 
LIGHTERS AND SMOKING 















Finely fashioned accessories designed bh. 
complement any home. Conversatigy 
pieces in the rich tradition of china, Thy 
crowning touch to home decor. 


ENTIRE BODY OF EACH LIGHTER 
1S A FUEL RESERVOIR. 


ALL SETS ATTRACTIVELY GIFT PACKAGE, 


All Illustrations Y Actual Size 


















Quilt Design 
-” EC-63. Retail $25.00 
Lighter Only 
EC-64 Retail $15.00 
Above also available in Black or White. Specify. Antique Auto Stein Set 
le Re Ne Pn REESE EPI Retail $15.00 
Lighter Only 
EC-68 eect ae ee ee Retail $10.0 






















Contemporary American 
EC-65 Retail $20.00 


Lighter Only 
EC-66 Retail $12.50 


Above also available in grey. Specify. 















Shadowbox with Currier and Ives prints. 
EC-70 Retail $15.00 


‘ 
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Modern Table Setting 


Retail $15.00 
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; q Evans brings you Fine Bone China combined 

signed jg o ' with gleaming metal in a new concept of 

Versation decoration. Produced through an exclusive 

ina. The [> ; process, hand decorated by Evans artisans 
Ss . accessories of enduring beauty. 


‘ t - RED SEAL FUEL CONTROL PREVENTS 
ITER \ ) EVAPORATION OF FLUID. 
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CK AGED, ; All Illustrations Y Actual Size 
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Rosette Swirl Design 
Retail $25.00 


Retail $15.00 


tail $15.00 


tail $10.00 


Gold-Toned Modern Design 
EC-73 Retail $12.50 


Above also available in White. Specify. 





Early American Motif 

EC-74 Retail $25.00 
Lighter Only 

EC-75 Retail $15.00 











Melon Fluted Design 

EC-76.._. vessssss-s-------- Retail $18.00 
Lighter Only 
EC-77...........Retail $15.00 
Above aiso available in Black or White. 
Specify. 
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Swedish Contemporary 
EC-78 Retail $15.00 
Above also available in Black or White. Specify. 





ALL SETS ATTRACTIVELY GIFT PACKAGED. 
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FAMOUS MEN’S 

SMOKING ACCESSORIES 
The perfect addition to any office, den or 
wardrobe. Designed with the man in mind. 


Executive Set in Black Morocco. Golden metal. 
EC-79. Retail $10.00 
Also available in both Red and Brown. Specify. 











Retail $5.00 
Also available in both Red and Brown. 
Specify. 


Warrior Design 

EC-81 Retail $15.00 
Gift Packaged. 

EC-82 Retail $10.00 
Lighter only. 








ALL PRICES PLUS TAX. 








Fleur De Lis Two-Tone Swirl Ruby Enamel Stones Evans Enamel—Gold Lined Zebra Pattern 

EC-83......... .....Retail $10.00 EC-84 Retail $10.00 Retail $15.00 EC-85 Retail $10.00 EC-86 Retail $12.50 
Plus Tax Plus Tax Plus Tax Plus Tax Plus Tax 

Also available in Black. Also available in both Sap- 

Specify. phire and Emerald. Specify. 


Sportsmen’s Set 
Retail $12.50 


Retail $10.00 
Plus Tax 


ALL CUFF LINK 
COMBINATIONS 
ATTRACTIVELY 
GIFT PACKAGED. 


EVANS CASE CO. North Attleboro, Mass. 








$12.50 
Plus Tox 




















matching set and then purchase the other pieces months 
later. 

Still another advantage, he states, is the relatively large 
selling price of each piece of luggage. It is not at all 
unusual for Miller to make a single luggage sale which 
runs as high as $80 or $90. 

Miller stresses the fact that with both wallets and 
luggage the jeweler has no “service” problem. In addi- 
tion, the reliability of the manufacturers makes it pos- 
sible for the jeweler to offer a full five-year guarantee 
on the merchandise. 

The most important point in handling such lines of 
merchandise, according to Miller, is for the jeweler 
to remember that he is stocking his store to appeal to 
women! A woman wants to go into a jewelry store as 
often as possible. In most cases, she will be hesitant 
about entering a haberdashery or a similar store. The 
market a woman represents, Miller emphasizes, is thus 
heavily stacked in favor of the jeweler who makes a 
well-planned effort to cash in on it. 


Back to School in Fashion 
(From page 142) 


“Back-to-school” fashion programs that will be aimed at 
the entire age group from tots to teens. These are mostly 
scaled down versions of adult fashions, and they provide 
us with excellent tie-in material for jewelry promotions. 





The completely planned ensemble is the most impor- 
tant fashion look for Fall, and gay, copy-cat styling car- 
ries ensemble importance through the whole range of 
kiddie to college clothes. The long torso look, in cun- 
ning copies will be talked about in dresses, coats and 
sportswear. (We should suggest the same jewelry acces- 
sories as for adult long torso fashions, in miniature. 
Tiny torso pins, bracelets, necklaces—and for teen- 
agers, teen-size earrings.) The “A” line will be making 
gay copy-cat news in dresses, coats and jacket ensembles. 
(Again accessorize with scaled-to-size miniature jewelry 
accessories!) Ensembles for both tots and teens include 
jumpers, and dresses with their own matching jackets or 
sweaters; coats, jackets and sweaters, lined-to-match 
dresses; and dyed-to-match ensembles running through 
all dresswear and sportswear. 

We should stress the fact that for a pretty way of 
putting on grown-up airs, no ensemble is complete until 
highlighted with jewelry. The ensemble look gives us 
an opportunity to promote jewelry of every description 
which will accessorize a whole variety of costumes. We 
should use it to sell sports jewelry, conversation jewelry, 
color co-ordinated jewelry, dress-up jewelry and com- 
plete jewelry ensembles. 

Color fashions will sell jewelry. The one-color-look 
from head-to-toe creates a colorful ensemble effect, and 
is being used in every phase of high fashion. The dyed- 
to-match color theme is especially strong in back-to- 
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“EYE’’ APPEAL MEANS SALES 
.. and ‘‘eye"’ appeal is attained by 
new designs ... new ideas... 
STAR RING makes more new designs 
each year than any other manufacturer 
in the stone ring field. 


See for yourself . . . at your wholesaler. 





Write for illustrated circular... 


887 MAIN ST. 





« iy Style and (17 


ca "Appeal means Se. a 


Please give your Jobber's name. 
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The exquisite “Heirloom” is one of 
many unusual and distinctive 
fashion watches by SHEFFIELD 

. with the smart appeal to 
every woman’s love of the feminine. 


Delicate mother-of-pearl rimmed 
with simulated pearls, all gold- 
plated back. Two-strand gold-filled 
chain with simulated pearl strand 
in between. Even has a tiny safety 
chain. Anti-magnetic. Guaranteed. 
Retails at the unbelievable price 

of $15.95. 


Look to Sheffield for Fashion 
Firsts... for Fashion Winners 
... for faster profits! 

Wire, phone. write for details. 


THE PAN AMERICAN BARTER CO., Inc. 
663 Fifth Ave. 


C||]a\Mu'’a°]MM M]™—™—??25}?22»2»?;} 


we 


school fashions. Beginning with dyed-to-match skirts 
and sweaters, it now includes matching jumpers, blouses, 
belts, scarves, gloves, even hosiery! We can use this 
fashion emphasis on color to sell matching or harmoniy. 
ing colored stone jewelry, colorful enamel jewelry, 
scarabs, and harmonizing gold-toned or silver-tone 
metals. One development of the one-color-look in grown. 
up fashions is to use several varying shades of one basic 
color tone. We might suggest this for tiny tots, {o, 
instance, by matching their jewelry in blue, red, o; 
green colors to the deepest color tone of their little plaid 
jumpers. 

Boys and young college men also are going back-to. 
school, and they also are fashion conscious! Again, the 
ensemble picture is important, and again, color is the 
most important selling element. Black-cast or deep char. 
coal color suits are enlivened with colored shirts and 
colored shirts should be sparked with jewelry of the 
same basic color tone. Two smart masculine outfits 
which I saw at a recent show included first, a navy blue 
sports jacket lightened with a powder blue shirt. This 
was contrasted with a navy blue tie and highlighted with 
blue sapphire color cuff-links and matching tie-bar. The 
second was a deep burgundy sport coat worn with a 
pink shirt, contrasted with a burgundy tie and high. 
lighted with ruby color cuff links and matching tie-har, 
Even grade school boys are demanding pink shirts for 
back-to-school and fashion should sell them scaled-to. 
size colored stone jewelry for their miniature Beau 
Brummel color effects. 


Jo-Jo The Parakeet Squawks Over 
Paying $20.50 Income Tax 
Jo-Jo, a high-flying parakeet with a 60-word vocabu- 
lary which he uses to publicize Kay’s Jewelry store in 
Atlanta, Georgia, went to Washington last month to gel 
a little tax refund. He didn’t get the money, but he did 
get a lot of publicity. 


as ’ A 
The huckstering parakeet earns a tidy $15 a week for 
saying “It’s O.K. to owe Kay” at the store, owned by 
Donald J. Kaufmann, on famed Peachtree Street. Jo-Jo 
earned $615 last year, and after deducting $25 travel 
expenses and $1 for membership in a zoological associa- 
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tion, the prattling parakeet had to pay $20.50 income 
tax. But since Jo-Jo turns over all his earnings to the 
Audubon Society, he squawked for a refund and flew in 
to Washington to see T. Coleman Andrews, Commis- 
sioner of Internal Revenue. 

But in a 45-minute conference, at which Jo-Jo wisels 
said not a word, Mr. Andrews told the bird-brained tas- 
payer he had flown over too many heads by coming 
directly to Washington with his refund claim. He told 
Jo-Jo to file his refund application with the district 
internal revenue office in Atlanta. 


Fashion Show Builds Prestige 


(From page 126) 


Because the club wished to keep expenses to the mini- 
mum. it was decided to dispense with professional mod- 
els, props, helpers behind the scenes and the expense of 
gathering together a collection of dresses, suits and 
evening gowns. 

Miss Parker. an expert in the fields of fashion and 
jewelry, decided to save the club money by showing that 
the look of a costume can be completely altered by 
changing the jewelry, and at the same time giving 
Reyman’s business a boost by showing that jewelry 
is an extremely versatile fashion tool. 

She contacted two of New York’s largest department 






No. 681—CHARMED CIRCLE—This Revolving 
glass and silver Lazy Susan, newest of the 
Silver by Sacks line, is deservedly popular. 
13” diameter, 334” high. Retail... . $12 


No. 195—MERMAID—An ornately beau- 
tiful giant Nut Spoon. 6” x 6” x 3!/2” high. 
Retail... . $6 


Siver by Sacks is famous for its lifetime quality and many 
beautiful designs, offering a choice of superb simplicity or the ornate 
splendor of our authentic copies of Sheffield pattern. All are heavily 


silverplated on a copper base. 


H. SACKS & SONS 


BROOKLINE, MASS. 


New York Office, 362 Fifth Ave. 
LOS ANGELES DALLAS 


CHICAGO 


FOR AuGust, 1955 








stores and was able to borrow four Paris-styled adapta- 
tions: a Dior suit, a Balenciaga afternoon “tunic” dress, 
a Desses cocktail dress and an evening gown. Miss Anne 
Guyer, free lance fashion designer, and Miss Wittenberg 
volunteered their services as models. Each wore two of 
the outfits, and there were three changes of jewelry for 
each outfit. 

While the models changed in an adjoining room, the 
jewelry not being worn was displayed on a dressing 
table near Miss Parker. The show opened with a talk by 
Miss Parker on the latest trends in Paris fashions. 

The first model entered wearing the Dior suit. Pins 
were placed on the shoulder and at the pocket, and the 
diamond and gold ensemble was completed by earrings, 
a ring and a bracelet. While Miss Parker pointed out 
the various features of the costume to the audience, the 
model walked between the tables so that all members 
of the audience could get a close look. 

The second model wore the Balenciaga “tunic” dress. 
Miss Parker continued her talk by describing the first 
set of jewelry for that outfit. While the second model 
made her rounds of the tables, the first returned to the 
dressing table and changed her jewelry to pearls and 
diamonds. The effect of the change, caused by the 
switch in jewelry, was vigorously applauded by the audi- 
ence. 

One unusual change was effected with five rhinestone 
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* can be supplied for all 
styles and mountings 








memorandum selections 
sent upon request 


CENSOR BROS. & ROSENBLUM 


Diamond Importers & Manufacturers 


71 West 47th Street New York City 


















DO YOU COVER 
RETAIL JEWELRY STORES 
ON A NATIONAL BASIS? 


If your organization is interested in in- 
creasing salesmen’s earnings, and you 
wish to increase your own earnings 
from these men, our non-conflicting 
gold line may be the answer. 


Permanent set-up desired by successful 
manufacturer 80 years in business who 
has not used retail jewelry store outlets 
up to now. 





If interested in this opportunity, please 
write immediately. All replies will be 
answered and kept confidential. 


Box N.2515, care 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17, N. Y. 

















JUdson 2-4184-5 | 




















A NEW DESIGN SERVICE 


> Provides jewelers each month with three 
photographic sheets strikingly illustrating the 
latest ideas in modern jewelry designs. 
> Covering various items, such as earrings, 
clips, watches, necklaces, etc., this monthly ser- 
vice provides jewelers with the most modern 
design ideas with which he can sell more pre- 
cious jewelry. 
> Released monthly on a yearly subscription 
basis, this new design service is available at 
$3.00 per month. 

Write today, enclosing $3.00 for the latest 
issue and subscription form. 


DESIGNS TECHNIQUE 
62 W. 47th St., New York 36, N. Y. 
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pins consisting of two matching sets and a larger pin. 
The pins were worn at the hem of che suit jacket, and 
later as a semi-necklace half way around the cocktail 
dress. 

The highlight of the show was the appearance of the 
famous Linde Star Necklace and matching jewelry worn 
with the evening dress. 

Proof of the success of the show, from Reyman’s point 
of view, is the number of people who have come into 
his store to tell him how much they enjoyed the show, 
and how many useful ideas they picked up. He reports 
that it has increased his sales, too. 

The show was “a huge success,” says Reyman. “With 
the help of a local fashion authority, perhaps the 
fashion editor of the local newspaper, or the fashion 
consultant from a specialty shop, the type of show that 
we ran can be put on by any jeweler. I am sure that 
those that do, can be sure of a boost in business,” he 
says. 


Proof of the Profits 


(From page 117) 
considerably increased. 

Window displays are given credit for boosting sales 
by two of the firms. S. & N. Katz maintains large, attrac- 
tive window displays of emblematic in each of its five 
Baltimore stores. S. Kind & Sons also has continuing 
window ws sertlaattt goes one step further by "directing 





the appeal of its displays to visiting groups of fraternal 
people. In July of this year, for example, the firm 
arranged a special window aimed at the thousands of 
visitors attending the national convention of the Elks. 
The firm’s regular stock of Elk jewelry was supplemented 
with a memo selection from its principal supplier. The 
result was a substantial increase in sales. 

Each of the three jewelers has realized a stock turn- 
over of better than twice a year. Two of them, J. C. 
Mumma and S. N. Katz, have done even better—with a 
turnover of three. 

With the value of emblematic jewelry so effectively 
demonstrated by the three firms, what jeweler can con- 
tinue to ignore this profitable phase of men’s jewelry? 


New Look for an Old Store 


(From page 144) 


almost uninterrupted wall case, which features primarily 
hollowware and silverplate chests. 

Combination fluorescent and incandescent lighting units 
have been placed strategically to provide the greatest 
illumination where needed and to add to the illusion of 
width which the designer continually strived for. 

Harold Marans noted, “While our aim was to ‘keep up 
with the Joneses,’ so to speak, we felt that only a com- 
petent architect should be employed to translate our needs 
for ‘eye appeal’ and ‘sales appeal.’ It is more prudent to 
get proper antiens in the beginning than to muddle along 
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“What are you worrying about... 
it’s a Flex-Let Band! Ain’t it?” 






























14K GOLD CHARM ASSORTMENT 


Twelve of the most interesting 14K charms put up 
on a chic counter-merchandisér display.. Every charm 
moves, including full deck of miniature cards, pop-up 
candles on cake, pop-up devil‘and jack-in-box, etc. 
Keystone price chart on back. Make important profits 
without risk of style change. Through wholesalers. 


Z| 4 / ) J. M. FISHER COMPANY 


ATTLEBORO, MASS. 















SALESMEN 
WANTED 


We are expanding our sales force and 
will have openings in 1956 in the Mid- 
West centering around Chicago, also 
on the Pacific Coast. 


We manufacture a general ring line 
consisting of Emblem Rings, Stone 
Rings, Diamond Mountings and Wed- 
ding Rings of better than average 
quality and catering to better users 
in both large and small communities. 
In business more than 50 years, we 
have a recognized line now'selling to 
important users in the territory now 
open. We are interested in discussing 
connections starting January 1956. 


GOODMAN & CO. 


W. WASHINGTON STREET 
gh Rtcrwrenies 4, INDIANA 

















Slash Mailing Costs 


A completely new low cost-lightweight corrugated 
mailing box. 


e Ideal Gift Box and Mailer ¢ New Strength 
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See us at A.N.R.J.A Convention—Booth 159 


Write for descriptive brochure 


143 Greene St. New York 12, N. Y. 
Tel. GRamercy 5-2306 











SELL AMERICA’ s MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 
— & BRACELETS 


Sold Through Wholesalers Orly 


<> JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturer of Quality Earrings 


THE JEWELERS’ CIRCULAR-KEYSTONE 




















as some merchants do finding out the weak points when it 


is too late. 

“It is well to arrange for financing modernization. 
There are so many problems which come up in the course 
of reconstruction that the burden of finance could well 
make the whole thing a headache. A large modernization 
program like ours cannot be financed from the store's 
working capital. 

“If at all possible, I would recommend a merchant to 
keep open the entire time of the modernization. It is wear- 
ing on the nerves—but every bit worth it.” 


Growing Importance of Men’s Jewelry 


(From page 115) 


indicates that men’s jewelry is a popular gift item. 

The upshot is that men’s jewelry is essentially a gift 
line. And the jewelry store is above all a gift store. 
Thus, when men’s jewelry is purchased as a gift, the 
jeweler has the inside track. 


IN DIRECT COMPETITION 

Only when the jeweler aims directly at the man who 
is purchasing his own cuff links and tie bars is he in 
direct competition with the haberdashery shops and de- 
partment stores and even in this phase of selling, the 
jeweler has certain advantages if he will avail himself 
of them. 


Men’s jewelry will have to be displayed conspicuously 
in good spots in the store and in a manner whereby they 
suggest self-purchase. Tie bars and cuff link sets could 
even be displayed on the watch repair counter. There 
they can be brought to the man’s attention at the 
psychologically right moment. For, a man who has 
picked up his repaired watch is, to a certain degree, 
jewelry-conscious. What’s more, he is in your store! 
It is an opportunity to make him aware that men’s 
jewelry is fashionable and attractive--and popularly 
priced to suit every pocketbook. 


PERCENTAGE OF VOLUME 

Let us return once again to JC-K’s men’s jewelry 
survey. One and a half years ago-——almost at the begin- 
ning of the men’s jewelry trend—jewelers were getting 
increased sales. In the case of the majority of jewelers 
surveyed, men’s jewelry accounted for from three to 
eight per cent of total sales volume in 1953. One out of 
ten jewelers said their percentage ran as high as 10 
per cent. 


ASSUMING GREATER IMPORTANCE 

The importance of men’s jewelry to the jeweler was 
obvious even then. Today, men’s jewelry has assumed 
much greater importance—dollar and_traffic-wise—to 
jewelers. Its profit potentials are greater than ever! 
The whole subject rightly merits a thorough review by 
every jeweler. 






































VARI-HEA 


PATENT PENDING 


INTERCHANGEABLE 


DIAMOND RING MOUNTING 


























WALLACH Jewelry Mig. Co. 


13, CALIFORNIA 


315 WEST 5TH STREET 


FOR AUGUST, 1955 





LOS ANGELES 


















ee HEAD CAN LESS THAN NO 
6 DIFFERENT BE SAFELY ‘eats Steet 
ATTACHED FOR A SKILL 
S | Z iS | . A D S BY ANYONE PERFECT JOB REQUIRED 
(From 1/16 to 1/2 Carat) oo. NO NEED TO SAVES TIME 
SEND RINGS MONEY 
INTERCHANGEABLE NO HEAT TO OUTSIDE AND 
WITH 1 MOUNTING APPLICATION SHOPS 




















Available for Immediate Delivery 
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STEVEN MAYER, 


Inc. 


Watch Importers of Quality Movements 





580 FIFTH AVENUE 








ODD SIZE MOVEMENTS 





NEW YORK 36, N. Y. 








St. Joseph of Copertino 
Flying Medallion 


designed by 
C. Paul Jennewein 





This medallion, not limited to a single creed, and made fam. 
ous during World War II as a special guardian of air travel- 
ers, is available again for the first time since 1946. 

Comes in dime, quarter and dollar sizes in bronze, sterling 
silver, gold plate and 14Kt. gold. 

S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Horseshoe key chains. 

S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Clips. 





@ Write for price list @ 


AIRBORNE MEDALLION CO. 


153 East 70th St. New York 21, N. Y. BU. 8-2718 


































.... THE WORLD'S LARGEST AND FINEST 
SELECTION OF TROPHIES 6 
AND AWARDS ¥ 


GENUINE PEDRARA ONYX 
BLACK & GOLD ITALIAN MARBLE 
FINE WALNUT WOODS 


“MARBLETTE” — THE GEM 
OF PLASTICS 


“RICH-GLO” FIGURES 


ARLEN’S NEW, 
ECONOMICAL “OSCARS” 


Write for new, copyrighted ‘Trophy 
Selection Guides'’ with your im- 
print, — a streamlined selling aid 
to increase trophy orders and to 
reduce customer time in ‘‘select- 
ing” trophies. 


ARLEN TROPHY CO. wc 


50 GOLD STREET 
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SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED | 
EARRINGS & BRACELETS | 
SMS> JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY % 
World’s Largest Manufacturer of Quality Earrings #& 





- LABELS 
QUALITY MARKERS 
, STRING ant RIBBON TAGS 


MADE OF METAL, FOIL,OR PAPER 


ATTLEBORO PRINTING & EMBOSSING CO. 
56 UNION ST., ATTLEBORO, MASS. 











THE JEWELERS’ CIRCULAR-KEYSTONE 





am- 
vel- 


ling 
Kt. 
‘Kt. 























Sibver SPrujuersisiic GIFT BOXES 
fs SAVE 20% 


IN BOX COSTS 


SAVE 90% 


IN BOX STORAGE SPACE 


ALSO AVAILABLE IN EMBOSSED WHITE ALLIGATOR 


@ Lightning Set-Up FREE! 


e Lowest Cost Write for Luxurie Catalog S-I6A 


e Cuts Storage And Counter and sample boxes. No cost or 
obligation. Or save now—order 





























Space 90% Assortment S-IC below. 
MONEY SAVING INTRODUCTORY OFFER 

ST Qty. Sizes Qty. Sizes 
350 wanreo 50|3x3x2 25|10x2%x2 
ony $3475 _50|3%x3%x1% | 25|10%x10%x% _ 
Glossy, quality 40/4x4x1% 15 | 8x8x6-1% 
Ge, Gectes, | 25 14 24 nt 15|9x9x5-1% 
epee Ge © 25;5x 5x2 115|10x8x8-1% 
B rates with «= -25|5x5x3%-1% | 15|10%x9%x6-1% 
See ua. °° | 25|/8x8x3%-1% |  Totol350 Boxes 











MARYLAND PAPER BOX CO. 


Leadenhall & Ostend. Sts., Baltimore 30, Maryland 


















It Finally Happened In Miami! 


We are building a modern Jewelry Ex- 
change in downtown Miami, which will ac- 


commodate 41 jewelers. 


We have installed the facilities and vault 


that meet with highest specifications. 


This presents a wonderful occasion to 
anybody wishing to move to Miami and be 
assured of a business opportunity, without 


a large investment. 


The booths are very nominally priced, and 
anyone interested in a booth, please com- 


municate with us. 


THE AMERICAN JEWELERS EXCHANGE 


226 N.E. 2nd Ave. Miami, Fla. 
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BIRTHDAY FLOWER CHARMS 


Each crystal is a gem, colorful and always bril- 
liant with flower hand painted. Available indi- 
vidually carded with this attractive 12-on display, 
in Sterling or 14K Gold. Popularly priced, exclu- 


sive, through wholesalers. 
7 | 4 / J. M. FISHER COMPANY 
ATTLEBORO, MASS. 


INTRODUCING THE “C-24"! 


Here’s Frankart’s fabulous new jewelry 
counter lamp, a premier example of fine 
industrial design! Functionally the ‘‘C-24’ 
offers jewelry a brilliance never before 
achieved by interior lighting. The ““C-24°° 
features a 150 watt (da-lite) bulb with @ 
double wall blue glass reflector, its surface 
is of glistening chrome plate with a swivel 
head that can’t loosen. The ‘‘C-24’’ meas- 
ures 22°’ high, its weighted base is 844°’ 
wide, the lamp is equipped with 6 feet of 
cord. only $39.95 


To order or for further information write: 


FRANKART INC. 


208 South 14th Avenue, Mount Vernon, N. Y. 
__ Sorry no C.O.D.s 


DIAMONDS 


Member: jewelers Board of Trade, New York. 


bats Direck yom 

















Prices 


WRITE AIRMAIL FOR PRICE LIST N:28 


JOACHIM GOLDENSTEIN 


Diamond Club, Antwerp, Belgium 
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Left—This new watch is part of the “coin 
series” from Ulysse Nardin. Said to be “as 
thin as a coin.” 17-jewels and 14K gold case, 
Through wholesalers or Bayer, Pretzfelder and 


Mills, 11 E. 48th St., New York. $225, FTI, 


Right—These attractively-styled “M” and “1” 
models are part of the new “Continental” 
series of men’s and ladies’ matching wrist 
watches introduced by the Longines-Wittnauer 


Watch Co. Gold filled cases. $84.50. FTI. 

















Left—This new “Fashionette” expansion band 
(style No. 238) from Flex-Let has curved ends 
which follow contour of case and provide 
“‘bracelet-watch” look. For nurses’ and ladies’ 
round watches. Stainless steel. $7.50, FTI. 





Right—-Gruen introduces this new “Rhapsody” 
model with a classic round case accented 
with graceful leaf end pieces. 21 jewels, 
14K gold. Leaf-shaped links are flexible 

to adjust to curve of wrist. For $125, FTI. 























Left—This attractively-styled ladies’ watch 
is the new “Parisienne” from Elgin’s “Lady 
Elgin” line. The crown is concealed in the 
flaring end piece to provide “bold and 

uncluttered modern look.” For $125, FTI. 


Right—This smartly-styled calendar watch is 
an addition to Bulova’s “23” series. Gives 
date and day of the week. Self-winding, 23 
jewels. Anti-magnetic, shock-resistant. 

With expansion band. Retails for $125, FTI. 
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Left—This is the new “Line” model automatic 
clock from Ergas, Switzerland, runs for a year 
without adjustment. Shows month, date and day 
of the week. 11-jewels. Other models available. 


Thru C. Diamond Co., 545 Fifth Ave.. N. Y. C. 


Right—This table radio (No. 480) is one of 14 
new models introduced by General Electric. 
Has phono-jack for use with record player. 

5 tubes, push-pull switch, dial beam tuning, 
built-in iron core antenna. $39.95, retail. 


Left—U. S. Time Corp., Waterbury, Conn., has 
introduced this official Walt Disney Davy 
Crockett wrist watch. Water, dust and shock 
resistant. Rawhide strap. Full color illus- 
tration of Davy on dial. Retails for $6.95. 


Right—This is the new traveling alarm clock 
by Phinney-Walker. Precision movement, lumi- 
nous numerals and hands. Has Texol finish, 
available in five colors. Wholesalers or Semca 
Clock Co., 30 Irving PL, New York. For $6.95. 


Left—General Electric-Telechron introduces 
this new “Colonist” Tole wall clock with 
scalloped edges. Gold color numerals set 
on black dial. Black serpentine hands set 
against white. Retails at $14.95, plus tax. 


Right—This highly-styled decorative clock is 
one of nine originals from Syracuse Orna- 

mental Co., Inc., Syracuse, N. Y. Has 8-day 
front wind with jeweled movement. Metalgold 
and white with gold finishes. $15, wholesale. 


vours to profit by. 
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Left—Facet Jewelry Co., 3 Coenties Slip, 
New York, introduces this distinctively. 
styled pair of “Leaf” earrings. Pattern 
made up of four rows of braided wire. Ip 
14K gold. Priced at $24, Keystone. 


Se EB ye & 
» Seay ®. * 
poe ey a 


& 


Right—Ledo Jewelry, 366 Fifth Ave., New York 
1, introduces this matched earring and neck. 
lace set in rhinestones. Reproduction of a 
set in Napoleon’s collection of court jewels 

in Paris. Necklace $4, earrings $2, Keystone, 


Left—Z. 1. Levkov, 565 Fifth Ave., New York, 
introduces this cultured pearl and diamond 
bracelet. Multiple rows of pearls are 
flanked by six bars of 14K white gold studded 


with 18 flawless diamonds. $825, Keystone. 








Right—This attractive money clip features a 
three-dimensional horse racing scene in four 
colors. Frame is a miniature horseshoe. From 
Sloan and Company, 15 Maiden Lane, New 
York. In 14K gold. Priced at $170, Keystone. 


Left—Ralph Singer Co., 656 N. Western Ave, 
Chicago, has introduced this matching earring 
and necklace set in rhinestones. A_ flexible 
cascade of baguettes. Gold color finish. 

Set $22: necklace $17, earrings $5, Keystone. 


Right—This is the latest addition to the wedding 
ring series by Wright and Lato, Inc.. 30 
Court St., Newark, N. J. Two-piece, white 
and yellow gold. Bright-cut star engraving 
and pierced marquise design. Thru wholesalers. 
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Left—These presentation boxes are part of a 
new line for retailers introduced by Arrow 
Manufacturing Corp., West New York, N. J. 
Variety of sizes, shapes, colors, velvets, 
leatherettes and metals. Through jobbers. 


Right—Ansco introduces this “Viking Readyset 
Traveler” camera outfit which has an f/11 
double lens and synchronized flash shutter. 
Simplified exposure and focus settings. Takes 
21, by 314 photos. Special retail price, $29.95 


Left—Tip *n Twinkle, Inc., Box 86, Roanoke, 
Virginia, introduces this novel cleaner for 
diamonds and other gems. “Germane” solution 
said to be harmless for gold, platinum and 

all gem stones. Priced to retail for $1. 


Right—This new “Coronet” steak set is an 
addition to the line of Kirk’s Ltd., 65 West 
Broadway, New York. Sheffield stainless 
steel. Hand-forged blades, Pagwood handles. 
With driftwood-finish chest, $17.95, retail. 


Left—Du-Wal, Inc., River Grove, Ill., intro- 
duces this new automatic electric “griddle- 

fry pan” which can be completely immersed in 
water for cleaning. Silicone treated to 

prevent food sticking. Retails for $17.95. 





Right—Ronson introduces this distinctively- 
styled new “Smart Set” ensemble containing 
matching cuff links, tie slide and “Adonis” 
lighter. Chrome finish, deep engraved 
design, space for initials. Retails at $20. 


yours to profit by. 
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Left—This is the new “Atmos Century” model 
os J 
an addition to LeCoultre’s line of perpetual 

































motion clocks. Powered by barometric pres. 
sure mechanism. Choice of three types of 


dials. Priced to retail for $99.50 


Right—This is the new “Twilight” silverplate 
pattern from Oneida, Ltd. Silversmiths. Long. 
paneled handle form is ornamented with an 
antique shell motif. Individually shaped and 
proportioned. 54 piece service for 8, $89.75, 





Left—This attractively-styled cuff link and 
tie slide set is the “Pagoda” (Set +77), part 
of the new line of men’s jewelry being intro. 
duced by Speidel. 10K gold filled. Links 


have convex backs. Retails for $15. 


























Right—This new “Champion Armor’ men’s 





watch band has been introduced by Jacoby- 





Bender Inc. Has an expansion center. Wrist- 
conforming ends inlaid with oxidized basket- 











weave mesh. Stainless steel. $6.95, retail. 





Left—This new mixer from Hamilton Beach Co, 
division of Scovill Manufacturing Co., Racine, 
Wisc., has a 5-year free service guarantee. 

New type beaters, Bowl Control and 10 speeds. 
White enamel with Pyrex bowls. 


Right—Charles Thomae & Son, Inc., 15 Maynard 
St., Attleboro, Mass., introduces this novel 

St. Christopher medal for automobiles. Has 
magnetic back and will stick to any metal 
surface. Sterling silver. $3.50, retail. 


‘ 


They're new... they re 


THE JEWELERS’ CIRCULAR-KEYSTONE 






































Lejt—Duncan Phyfe” model from Wittnauer’s 
lal new line of Weather-Key instruments ranging 





es- from $3.95 to $200. Tells temperature, rela- 

tive humidity and weather trends. Has hand- 
rubbed mahogany case, irridescent dial. 

verplate Right—This new Automatic Fry Pan from West- 

song: inghouse has 25 per cent more cooking space 

an than round skillets. Polished aluminum. Tem- 

and perature guide, special thermostat, double 

75, handle. Corox heating element. For $22.95. 

k and Left—This new “Conversation Plaque” medal- 

part lion introduced by Coro combines shining 

intro- silver with brightly colored enamel. Autumn 
rose motif. Threaded on a delicate link 


chain. Retails for about $1, plus tax. 


men’s Right—These medallions from Photo-Sculpture, 
oby- 42 West 48th St., New York. are part of a new 
vi, line of three-dimensional reproductions in 
asket- 14K gold of ordinary photographs. Money-back 


guarantee. Retail: large $110, small $60. 


ach Co, — Left—This new Junghans “Five Year ATO 
tacine, Mantel Clock” from Henry Coehler Co., Inc., 
101 Fifth Ave., New York, operates five years 
speeds, on a single dry cell battery. 814” high by 

714” wide by 414” deep. About $49.50, retail. 


Taynard Right—This striking cuff link and tie slide 
el set (¢3HB6348) is part of the new fall line 

Tas from Anson, Inc. Hand engine-turned. 12K 
gold filled. Slide and links are set with 


a diamond. Retails for $17.50. 


re} Vours to profit by. 
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HERE IT 1S— 


Your Own Complete 
Gift Wrapping 

Department 
only 


‘4 







50 Git! 













SP, —“ 
CONTAINS COMPLETE 


ASSORTMENT for WEDDINGS® SHOWERS e 


BIRTHDAYS® CHRISTMAS® GENERAL 
All With Matching Ribbons. 


EXTREMELY SERVICEABLE 
— MANUFACTURED OF 
STURDY SHEET METAL, 


" 





EASILY 


PAYS FOR ITSELF 


EQUIPPED WITH HEAVY NO WASTE, TIME-SAVINGS, 
DUTY DISPENSER RACKS. CONVENIENCE 


ORDER DIRECT FROM MILL... 


From America’s Best-Known Gift Wrapping Manufacturer. 






Here is a wonderful, compact Gift Wrapping Department 
you can have at your fingertips. It makes a handsome display, 
saves space, saves time. Specially priced and manufactured 
as a service to our dealers. Order a complete rack now for a 
brand new concept of wrapping convenience. 


HY-SIL mANurACTURING CO REVERE, MASS. 
Showrooms: 225 5th Ave., N.Y.C. 527 West 7th St., Los Angeles 









... see us at the 
WALDORF 
Aug. 14-18 + Booth #97A 



















Gift Boxes Can Boost Your Sales 
(From page 128) 





run the Green Bay, Wis., store, the small extra cost has 
been more than offset by the number of new customers 
attracted to the store and retained as regular clients, 

The actual wrapping is handled at a five-foot table 
in the rear of the Orwant store. Bows are tied by a 
special machine during slack periods so that a stock will 
be on hand for rush hours. The Orwants feel that sey. 
eral kinds of ribbon should be available. This is par: 
ticularly true when the ribbon sets the tone of the entire 
package because the box, as in the Orwant’s case, is of a 





neutral tone. 

Experience in the Orwant store has shown that an 
attractive package reflects the store’s character—par. 
ticularly its interest in serving the gift needs of the cus. 
tomer. 














* A man who had just bought a diamond set platinum 
engagement ring was assured by the jeweler that his 
fiancee could bring it back for sizing. 

The jeweler, Robert F. Okorn, Pueblo, Colo., was not too 
surprised, therefore, when a young lady came into the 
store the following week wearing the ring. He was alarmed, 
though, when she charged him with misrepresenting the 
merchandise. 

She claimed that the ring could not possibly be genuine 
“silver” because it had not tarnished and she knew that 
all “good” silver tarnished. 

It took Okorn more than half-an-hour to explain to 

the young lady that platinum is a more valuable metal 
than silver, and among its properties is the fact that 

it does not tarnish like silver. 


Write us a note about your unusual business experi- 
ence (literary style is unimportant). $5 will be paid | 
for each story published. Address JC-K Editorial | 
Dept., 100 E. 42 St., New York 17, N. Y. No manu- | 
scripts returned; all become property of JC-K. Jewel- | 
er’s name and town will be used in story unless | 
bvrequest is made to omit it. | 
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Jor America's on-the-go millons. RAVBLALARMS 4, ZED 


HANDSOME JEWELED AND NON-JEWELED MODELS © AMERICAN MADE BY AMERICAN CRAFTSMEN 


Standout styling and technical excellence at moderate prices— 
that’s what makes these new Lux travel alarms a perfect 
gift or a practical purchase for America’s on-the-go millions! 


JEWELED MODELS 
30-Hour Desk or TRAVEL ALARM in Simulated Tan Pig, Brown 
Cordoba, Grain Brown Lizard or Plaid. Dial description: Ivory back- 
ground; gold damascene-finish center section; black numeral track 
with polished gold bands; luminous numerals; black calibrations. 


No. 530—Men’s Folding. 344 x 34% x 1% Retail $9.25 
WEST COAST SUGGESTED RETAIL $9.35 

No. 531—Ladies’ Folding. 34% x 2% x 1% Retail $9.25 
WEST COAST SUGGESTED RETAIL $9.35 








NON-JEWELED MODELS 
30-Hour Desk or TRAVEL ALARM in Simulated Tan Pig, Brown 
Cordoba, Grain Brown Lizard or Plaid. Dial description: Ivory back- 
ground; matte silver center section; black numeral track with 
polished gold bands; luminous numerals; black calibrations. 


No. 541—Men’s Folding. 3144 x 3% x 1% Retail $8.50 
WEST COAST SUGGESTED RETAIL $8.55 


No. 542—Ladies’ Folding. 314 x 2% x 1% Retail $8.50 
WEST COAST SUGGESTED RETAIL $8.55 


THE LUX RIVIERA PULL-OUT 


This strikingly handsome 30-hour pull-out alarm is ; ——— 
available in Arabian Ostrich. Dial description: Ivory = : 
background; gold damascene-finish center section; . | 
black numeral track with polished gold bands; lum- 
inous numerals; black calibrations. 

Length: 4” closed; height, 214”; depth, 114” 


No. 540 Retail $9.95 
WEST COAST SUGGESTED RETAIL $9.95 





Add Federal Excise 
Tax to Suggested 
Retail Prices 
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THE LUX CLOCK MANUFACTURING COMPANY © WATERBURY 20, CONNECTICUT 
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CC 
No. 5121 — Illustrated above has lustrous polystyrene case in No. 5120— Same as No. 5121, except dial has raised pol 
Metallic Bronze, Antique Yellow, Ice White, Flame Red, or Ebony. ished brass numerals and hour dots on off-white background 


Features latest high visibility dial with flat gold center, black Center panel and Calendar panel in “afterglow” grey. bu 


numerals and calibrations on white background, black calendar No. 5120 or 5121 packed 12 to a case de 

panel with gold windows. A popular priced electric clock and Shipping Weight ...............:ccccssssecessseenesesseeeneenenesnensens 34 pounds Wi 

automatic calendar — beautifully styled — color keyed for every — SiZ@ .........eeesecccsessesceeeecseescserecseseesessnnesscsseeceeeensceneenenees 6%" x TH lu 
room in the house — and for offices too! ON oie sks saosin sangancrgpanccleced giatandesiocudsiniane $9.95* @. 

AOE II ipso signees cnn sinideceainbiaivecenstelieneasia $10.95* e. : 

*Plus Fed. tome! 


me 


THE LUX CLOCK MANUFACTURING COMPANY e WATERBURY 20, CO 
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Making Use of Odd Earrings 


An unusual idea resulted recently in some very fine 
newspaper publicity for Mrs. Louise C. Roy, president 
of Cartier’s jewelry store in New Bedford, Mass. The 
story, illustrated with a two-column picture of Mrs. Roy. 
appeared in The Standard-Times. 








PSs 


New Bedford, Mass. 


photo by Standard-Times, 


Mrs. Roy, president of Cartier's jewelry store, New Bedford, 
Mass., shows her odd earring collection. Any person who can 
find in this box a mate to an unmatched earring of her own 
can have it free. If not, she must forfeit her lone earring. 





Mrs. Roy realized that an odd earring, like an odd 
shoe or glove, has very little use to its owner. Mrs. Roy’s 
idea was to assemble as many single earrings as she and 
her clerks could find—those abandoned on counters or 
otherwise lost by customers. Having gathered together 


| tat 


Federa more than 160 single earrings, she placed them in a 
large jewelry box, 

Anyone with an odd earring who finds its match in the 
collection may take it without cost. Persons who call 
rised pol ow . 
recat: with mates of the earrings are welcome to the match. 

but those who are unable to find the mate are asked to 
deposit their single earring into the jewelry box. In that 
34 way, Mrs. Roy explained, it will be available for a 
x WE luckier : | : 
ol of uckier person who may have the mate to that earring. 
Py —_ » — 9 ° 
4 95* on Mrs. Roy said she doesn’t believe any of the odd ear- 
us Foul rings she is holding has any value, except perhaps senti- 


mental or practical. 
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| Harmon 
| Plastic Molded Boxes 
me Set New Sales Records for 
- Manufacturers, 
Importers 


Tate MM Le) o) of-1e9, 


HUNDREDS of 
Stock Plastic 
Boxes 
to Choose From 


. WEDGEWOOD 


FLOWER BOX 


NO MOLD CHARGE 


For Special Boxes 


Custom-made boxes made to meet your specific requirements with- 
out mold charges. Send us your product for a model. We make 
full recommendations—at no obligation. 

Priced Lower Than Most Other Boxes 

Because of Harmon mass production and know-how as box specialists. 
Stimulate Your Promotion 

Give your sales program a new lease on life with these plastic 
molded boxes. They're re-usable and they whet the customers’ buy 
appeal with their eye appeal. 


Call or write today for 1955 illustrated brochure. Dept. J. 
THE 


“CREATORS AND SPECIALISTS IN PLASTIC BOXES” | 


331 MADISON AVENUE » NEW YORK 17, N. Y. 
* MURRAY Hitl 7-7644 
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CLIP ‘'N MAIL 


DEVELOP VALUABLE 
“GROUP” BUSINESS 


a ay 














PROFITABLE 
“GROUP” 
BUSINESS 


TATE 
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“GAVEL HEADQUARTERS”’—LIGNUM-VITAE PRODUCTS CORP. 
1 will pay $8 for the items. 


Dealer Sales Aids data. 


*| may return COLLECT if not completely satisfied. 


* Send Free 5x10” Display Unit. 


Cc Send IIlustrated Price List and 


O 


NAME 
TITLE 
CITY 


} 





Complete selling assortment has 3 
gavels (men’s and ladies’ sizes) in 
Rosewood, Cocobolo, Ivory Plastic, 
with mounted Sterling Silver Bands, 2 
Sound Blocks. Walnut Case is free! 
This 15” x 22” “Space Saver’’ has 
dust-proof, hinged glass top. Contents 
only $25.62 net. Send for Free Dis- 
play Case Deal on trial basis. Return 
collect if not completely satisfied. 


FREE 5” x 10” 
DISPLAY UNIT! 


104 BOYD AVE., JERSEY CITY 4, N. J. 
I’ll look it over, and 


if | like it, I'll keep it and pay the 
wholesale price of $25.62 for the items. 


Sure | want to see your Free Gavel 


Display Deal. 





















= ” 

Rosewood gavel, . = 12 

silver band, sound im = « 

block, only $8.00 = i 

net. ° < 
Ware ey He ee ee 


LIGNUM-VITAE PRODUCTS CORP. 


104 BOYD AVE., JERSEY CITY 4, N.J. 
| World’s Largest Gavel Mfrs. since 1890 





Js) THIS LITTLE COUPON 
WILL HELP YOU GET 
“GROUP” BUSINESS 
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Now! 
CONSTELLATION SETS 
for budget-buyers 


plus two new hit items 
pace new Carvel Hall line 


THEY LOVED US IN CHICAGO —Even our most 
ardent imitators (of which there are quite a few) were 
excited when they saw the new Carvel Hall line. 
You could almost see the buyers mentally calculating 
their increased volume and profits. It figures, too. 
Carvel Hall's new, imported Colonial Chests lend 
new prestige, new sales luster to the line. Sales- 
minded buyers stopped dead in their tracks when 
they saw the new Knife Sharpeners and Constella- 
tion Sets. And so will you. Get the complete story 
today. See your Carvel Hall distributor or write 
us direct. 


FINE CUTLERY 
(ONES Te ) 
LIFETIM, ® my GUARANTEE i 

SERVICE 


CHAS. D. BRIDDELL, INC., CRISFIELD, MD. 


New! 
electric 
KNIFE SHARPENER 


The only electric sharpener 
by a quality cutlery maker 


New! 
COLONIAL CHESTS 


Imported, 
distinctive 











Set No. 5166 


SET NO. 6163—Mat. Carver, slicer, fork in Classic 
with new Colonial Chest, $37.50 retail. 


SET NO. 5166—6 Steak Knives, Classic Handles with 
new Colonial Chest, $33.50 retail. 


SET NO. 7700—New Knife Sharpener, UL Approved, 
fully guaranteed in smart Black-copper, $14.95. 


SET NO. 5746—6-pc. Constellation Set in Black- 
copper with Tray-Pak, $9.95. Also in Ivory. 
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® Thanksgiving—An Opportunity for the Jeweler |... 
Remodeling to Appeal to Youth 
China, Glass & Giftwares 


New Table Top Fashions and Home Accessories 











Thanksgiving is an ideal time to promote the 
sale of tableware. The J. H. Hall Jewelry Co., 
Pasadena, Cal., used this window display to fea. 
ture flatware, white china and crystal. The cen. 


terpiece is made of wheatsheaves and small fruit, 


T hanksgiving aaa 


By W. B. Stoddard 


Thanksgiving, the time of family reunions and feast- 
ing, presents the jeweler with an opportunity for a 
special campaign on silverware, china and glass. 

Last year the tableware department of the J. H. Hall 
Jewelry Co., Pasadena, Cal.. made up an attractive 
window display of wheat straws and small fruit set on a 
table furnished with crystal, silver and china. Other 
china displays were placed to the side and rear of the 
table. and an arrangement of autumn leaves and ivy 
completed the Thanksgiving decor. 

Donovan and Seamans Co., Los Angeles, Cal., used a 
display with the theme: “Thanksgiving reflects the spirit 
of America.” Against the background of a pink curtain, 
the center of the window display was a handsome wreath 
made of leaves and fruit. On a damask table cloth were 
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four place settings of china, crystal and silver. Included 
in the display were several silver bon-bon dishes, a 
fruit bowl and a silver candelabra. 

Robinsons, Los Angeles department store, built its 
display around the hostess gift idea. The center of the 
window was occupied by a large packing case on which 
“Expressing Thanks to a Hostess” was written in bold 
letters. Pieces of porcelain, crystal, pottery and figurines 
completed the display. 

Rosenzweigs, Phoenix, Arizona, ran a newspaper ad 
headlined: “Rosenzweigs suggests gleaming practical 
silver to make your Thanksgiving even more wonder- 
ful.” Other copy suggested specific items of glassware, 
silver and china that would enhance the hostesses’ din- 


(Please turn to page 198) 
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WALLACE 


Cilvenckill, STAINLESS 


Greater Proftt- 


INTRODUCTORY OFFER 


FREE 


WITH EVERY 


16 Piece Starter Set 


AT REGULAR RETAIL VALUE 


$1735 


YOUR CHOICE OF 


mm. 4+ @ 


ICED TEASPOONS SALAD FORKS OYSTER FORKS 


Prey 


Another Wallace 120th Anniversary Deal. | | | | | 
Finely graded solid stainless steel. A real 
quality line made by Wallace to compete 


with the best, but at a price that will in- i f f fl 


sure its popularity. 


This promotion backed up with | S 
1. Direct Mail Pieces 
2. Displays MAKING STARTER SET 
:- aa 

































3. $1.00 Advertising allowance coupon WITH 20 PIECES 


with every set 


STARTER SET: 4 Teaspoons, 4 Dinner Forks, (RRR ONLY 
4 Oval Soup Spoons, 4 Dinner Knives 
You pay no more for the extra four! 


CALL YOUR WALLACE JOBBER OR YOUR WALLACE REPRESENTATIVE 


The greatest name in American tableware 
since 1835. Wallingford, Conn. 
181 
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The Saturday Evening 


pos! 





Here it comes—the Jewelry Indus- 
try Council’s great new program 
to capture a bigger share of the 
Christmas gift market! Retailers, 
wholesalers, manufacturers—all will 
profit from this industry-wide effort 
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-gets to the 


spearheaded by page after page of 
jewelry advertising in the December 
3 issue of The Saturday Evening 
Post. Get on the bandwagon now! 
Get your share of Christmas profits 
through ‘Operation Cherub”’! 

















heart of America 






























































































By Mabel C. Olson 


The distinguished 
old firm of 
Frank A. Heit. 
kemper, Inc., 
Portland, Ore- 
gon, recently 
remodeled its 
store to make 

it more 
appealing to 

the growing 
number of young 
people in the 


city. 


Remodeling . . . to appeal to youth 


The 66-year-old firm of Frank A. Heitkemper, Inc., 
725 S. W. Alder St., Portland, Oregon, recently re- 
modeled its distinguished old store to make it more 
appealing to the growing number of young people in 
the city. 

The idea has proved to be a good one, for the firm’s 
sales volume has increased by a healthy margin since 
the renovation. 

Yet, strangely enough, the highly successful remodel- 
ing came about in piece-meal fashion. 

“Our modernizing story,” says Francis Heitkemper 
in explaining the store’s alterations, “is analogous to that 
of a man who, in replacing a button on his coat, ends 
up by buying a whole new suit.” 

Originally, the firm planned merely to put up a new 
sign. This proved to be the most difficult part of the 
entire remodeling for Francis and Allard Heitkemper, 
grandsons of the firm’s founder, and co-manager. 
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Their landlord, who had a deep sense of dignity as 
far as the appearance of his property was concerned, dil 
not permit any of his tenants to use signs. In earlier 
years, this did not affect the firm too much. But re- 
cently the lack of a suitable sign posed an ever-increasing 
problem. All the surrounding stores had signs, and 
with the increased competition they provided, the lack 
of proper identification was hurting the Heitkemper 
business. 

The problem was overcome, however, when the land: 
lord was brought to understand this—and he quickly 
withdrew his objection. 

After deciding on the type of sign they wanted, the 
brothers found themselves planning a new marquee. 
While they were at it, they also decided upon a new 
store front. With this much already blueprinted, the 
Heitkemper brothers realized that this was the logical 


(Please turn to page 200) 
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Bound to Increase Holiday Store-traffic! 





erat lactins. Sond 


PROMOTION 


features eight gorgeous new billfolids... 
dramatic new individual packaging 





ung 





STUNNING BLACK AND GOLD PACKAGE MAKES 
AN EYE-CATCHING DISPLAY IN ITSELF... FREE! 


th 


















































COLLECTORS SERIES 
PROMOTION NO. 55 

itil ENTIRELY DIFFERENT FROM ANYTHING EVER OFFERED... 
a e 50% viscount 
ied, “s Amity’s fastest-selling models in the newest of rich leathers, 

anes colors and finishes (five for men, three for women), each nestled Tee: Sas 

- i jewel-like in its own satin-lined presentation package. Arrange Your Cost $26.00 
ae assortment any way you wish, jn a group or separately...on 
i, - counter top, in showcase or display window. Never have bill- ORDER NOW! 

he lac folds been so glamorized and dramatized to attract attention 
ikemper and quick sales! 
1e land- TURN- 
POWERFUL NATIONAL ADVERTISING st oy 
quickl ene ER UNE IN AMER 
PRE-SELLS AMITY QUALITY & 

“ah (+1 GREATEST PROFIT LINE | 
arquee. The Saturday Evening  —— 

i LIFE! |LOOK| |/POST 
ed, the 

logical 


AMITY LEATHER PRODUCTS COMPANY e WEST BEND, WISCONSIN 
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China 
Glass & 
Giftwares 


by MADELINE LOVE 





AVE you become aware of the Renaissance of the 
H dining room? We all know that literally thou- 
sands of new homes are being built all over the 
country. But did you know that most architects report 
that they are being asked to include dining rooms in 
their plans—not dining nooks or dining areas or alcoves 
or dining tables that disappear inta the living room wall, 
but real rooms devoted exclusively to the art of eating. 
Our parents would be astonished, of course, to think 
that this could be considered news. They took dining 
rooms for granted. But in recent years the trend toward 
casual living and the growth of interest in modern-style 
architecture with its open look, almost succeeded in 
erasing the idea of having a separate room just for 
meals, 

A reversal of this trend—and it appears to be taking 
place—would have a direct effect on everyone who deals 
in merchandise connected with the dining table. The 
almost-disappearance of the dining room took with it 
pieces of furniture designed for the storage of china, 
glass, silver and linens and forced householders to find 
space for them in overcrowded kitchen cupboards or 
living room closets. This state of affairs has hardly been 
conducive to the buying of additional sets of dinnerware 
or glassware, or some of those large serving pieces which 
are so very useful but take up so much storage space. 

Perhaps American homemakers nowadays are growing 
a little tired of the casual look. Women love fine china 
and crystal and sterling. And none of these is “casual.” 
They are prideful possessions, to be used with grace and 
dignity. They belong in a dining room, not in a dinette 
or on a flimsy table set up beside the garden chair. 

It is important for the jeweler, who sells all of these 
fine things, to know what kind of dining arrangements 
are being included in the new houses in his community. 
Are his customers expressing an interest in a more formal 
serving of meals by demanding dining rooms in their 
new homes? The answer could provide a highly accurate 
index to future sales of fine appointments for the table. 


* * * 


ENOX, INC., of Trenton, N. J., has just introduced 
the most comprehensive giftware line in its history, 
with 45 different items in a wide variety of colors, shapes 
and decorations. It was given its first showing at the Los 
Angeles Gift Show last month, and is being exhibited 
also at the Atlanta, Chicago, New York and Dallas shows. 
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The new body colors are Misty blue, Fern green and 
Fawn brown, used either alone or combined with ivory, 
and there is an assortment of platinum decorations, ag 
well as smoking accessories in Monte Carlo black 
decorated with gold and raised enamel designs. A cata. 
log in full color is being brought out to show the new 
line, and a mailing piece showing 18 gift items in color 
will be made available this fall to Lenox dealers, 


* * % 


ee CHINA, INC., of New Castle, Pa., has 

announced the appointment of Mary Parker Smith 
as director of publicity with offices in the Castleton show. 
rooms at 212 Fifth Avenue, New York. Mrs. Smith will 
handle publicity for both Castleton china and Peter 
Terris China Originals. 





| i. but invisible is this new display unit which Havi- 
land & Co., Inc., is offering to its dealers. Made of 
clear plastic, the unit is designed for a five-piece place 
setting, holding the plates upright without visible sup- 
port, the cup and saucer on a small platform in front, 
and the Haviland name in small black lettering. A 
smaller unit for a single plate-cup-and-saucer is also 
available. The larger unit costs $3.75 and the smaller 
$2.75, both prices including shipping cost. 
* * * 
ISS SHEILA O’NEILL has been named regional 
publicity director for Franciscan china and Fran- 
ciscan ware by Albert R. Said, vice president of Glad- 
ding, McBean & Co., of Los Angeles, manufacturers of 
Franciscan. Miss O’Neill will make her headquarters at 
the firm’s New York showrooms at 712 Fifth Avenue. 
ENSLEIGH C. WEDGWOOD, president of Josiah 
Wedgwood & Sons, Inc., is serving his third con- 
secutive year as chairman of the china and glass division 
of the Sister Elizabeth Kenny Foundation Polio Fund 
Appeal to be held this month. The goal of the commerce 
and industry campaign in Greater New York is $200,000. 
* * * 
N addition to the New Yorker and Statler Hotels, the 
New York Gift Show will this year have a third loca- 
(Please turn to page 200) 
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‘For Your Back-to-School Promotions! 
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mal i 3 | less battery. | 
“9 — is . . . . j 
‘an- Sales Aids! Uses tiny, lifetime transistors ...no bulky, breakable tubes! | 
ree sales $ bes Sis ‘ ’ 
lad- “ 7s First in test sales . . . now coast to coast . . . jewelers are taking the 
, of lion’s share of Regency profits! This tiny mite weighs but 12 ounces : 
; at . . . Measures 3” x 5” x 1%”. Slips in pocket or purse. Genuine 
superheterodyne circuit; distortion-free tone . . . through acous- | 
tically-baffled speaker or tiny earphone. Shock-resistant, virtually 
service free. Uses one standard 22% volt battery. Receives standard 
siah broadcast range, plus Conelrad (Civil Defense) frequencies. Smart 
-on- plastic case in black, ivory, mandarin red, cloud gray, mahogany or 
ion forest green. Contact us or your Regency distributor right away! 
und REGENCY DIVISION, 1.D.£.A. Inc., 7900 Pendleton Pike, Indianapolis, Ind. 
arce IN CANADA: 700 Weston Road, Toronto 9, Canada 
00. 
SELL THESE ‘'PLUS-PROFIT’’ ACCESSORIES! 
RADIO 
the COLORFUL Leather Carrying Case h Earphone is feather-light 
COMMERCIALS ying ase as arpnone is feather-light, no 
0c a- COUNTER DISPLAY belt loop, pocket for ear- larger than a hearing aid. 
phone or battery. Retail list, Fastens comfortably to ear. 
$3.95 Retail list, $7.50 
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ELEGANCE IS THE TREND 


egance,. 


Introducing dramatic new Barometers . . . New Clocks, too 


... the market's most salable originals 


@ EACH DESIGN AVAILABLE WITH CLOCK OR BAROMETER 
@ NEW RIGHT AND LEFT CLOCK AND BAROMETER ENSEMBLE 
@ GUARANTEED, 8-DAY FRONT WIND JEWELED CLOCK MOVEMENTS 


@ GUARANTEED PRECISION BAROMETER INSTRUMENTS 


Call it the trend, as editors do. Call it sales appeal, as alert merchandisers do 
One fact is clear—here is elegance which Barometers have never had before 
... the same deep-carved elegance and the popular prices that have given Syroco 
America’s fastest selling Wall and Occasional Clocks. Come see the line that’s 
starred for even greater success — New Barometers . . . New Clocks... all in 
Metalgold and other rich finishes .. . full 509% mark-up. 


WRITE FOR NEW CATALOG SUPPLEMENT 


Copyright 1955 
SYRACUSE ORNAMENTAL COMPANY, INC., 579 S.Clinton St., Syracuse 2, N.Y. 


PERMANENT SHOWROOMS: NEW YORK — 225 Fifth Ave. CHICAGO — 1526 Merchandise Mart 
Canadian Dist. — John Walter & Sons Ltd., Kitchener, Ontario, Canada 


Occassional Clocks . . . six dramatic, deep-carved multi-room designs — 
perfect for TV, shelves, tables, boudoirs, walls. Removable easels. Guar- 
anteed electric movements. Special display deal. Pkd. 1. Wholesale 
$9.00 each. 


2a SRO Cae BE RRS 
FRU HERES BH, 


¢ 4 
03.0. ARDY Se 


DESKS TABLES SHELVES x 


- 
» Use ore ~ TY. SETS - 


WORD 


No. 3052 Compass Rose Barometer . . . No. 2981 Clock, 
same design. 28” high, 21” wide, 51” dial. Metal- 
gold, Black, Metalcopper. Pkd. 1. Wholesale 
$25.00. 


No. 3051 Sunburst Barometer . . . No. 2781 Clock, same 
design. 16” diam., 51%” dial. Metalgold, Black, 
White. Pkd. 1. Wholesale $15.00. Same design in 
23” size— No. 3054 Barometer, No. 2885 Clock— 
$30.00. 

me 


No. 3055 Fluted Barometer. . . No. 2980 Clock, same 
design. 16” diam. 41” dial. Metalgold, Black. 
Pkd. 1. Wholesale $15.00. 
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BAROMETERS 
and CLOCKS 
































No. 3080 Clock. . . No. 3050 Barometer, for 
use singly or in right and left Clock 
and Barometer ensemble. 26” high, 
9” wide, 51%” dial. Metalgold, White 
with Gold. Pkd. 1. Wholesale $15.00. 


SEE US AT THE SHOWS 


CHICAGO GIFT SHOW — 1526 Merchandise Mart (our permanent 


showroom ) 
NEW YORK GIFT SHOW— Room 726 Hotel New Yorker 
S.0. 225 Fifth Ave. Cour permanent showroom) 
NEW YORK JEWELRY SHOW (ANRJA) — Booths E-3, E-4, No. 3082 Empire Clock . . . No. 3053 Barom- 
“se Empire Room, Waldorf-Astoria eter, same design. 35” high, 614” dial. 
Metalgold, White with Gold. Pkd. 1. 
ck. AND AT ALL OTHER LEABING GIFT, JEWELRY AND FURNITURE SHOWS Wholesale $25.00. 
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Left—From the Orrefors glass factory jn 
Sweden, this new “Malmo” design in drinkware 
with distinctive base; old-fashioneds, $2.75 
retail; highballs, $3.25; cocktails, $2.50, 
Sold by Fisher, Bruce & Co., Philadelphia, 





Right—From series of 45 new accessory items 
in fine china are this “Butterfly” cigarette 

box and tray, retail $10 and $3.95; “Scoop” 
$5.95; “Rhythm” vase, $11.95; and “Century? 
vase. $7.95. By Lenox, Inc., Trenton, N, J, 





Left—Added to milk glass collection, this 
234 gallon punch bowl, 14” high, to retail 
for $17; also available without pedestal 

to retail for $12; matching cups $15 a doz, 
By Fostoria Glass Co., Moundsville, W. Va. 





Right—“Bagatelle,” new dinnerware pattern in | 
French Haviland china shows single rose in 
pale pink with pink-tinged gray leaves and 
lines of gold; 5-pc. place setting retails 


at $16. From Haviland & Co., Inc., N. Y. ¢. 





Left—New modern-styled brass ice bucket 
with Pyrex lining, plastic-wrapped handle 
and knob; 9” high, 2-qt. cap.; retail $16. 
Made also in chromium, $16; and copper, $1i. 


Created by Farber Bros., of New York City. 





Right—“‘Shell’ salad or hors d’oeuvre server 
in undecorated Spode Imperial, one of group 
of 10 new stock items in white; 1214” long, 
and 914” wide, it may be retailed for $5.40. 
From Copeland & Thompson, Inc., New York. 





Table top fashions . . . 
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Lejt—Handcrafted by Hagenauer is this 
stvlized “Stork” figure with its swirling 
Meee: 734” tall, it is made of oxidized 
bronze with polished highlights; retail $10. 
From Hudson Art Importing Co., Inc., N. Y. C. 


Right—“Sun Child” porcelain sculpture from 
art department of Lorenz Hutschenreuther; 8” 
tall, in white and gold, $13.50 retail; in 

flesh and white, $21; also made in 12” size. 
From Paul A. Straub & Co., Inc.. New York. 





Left—“Cherie” pattern in Jaeger china from 
Bavaria shows border of roses, daisies, and 
forget-me-nots on swirl rim, with platinum 
trim; 5-pe. place setting retails for $10. 
From Ebeling & Reuss Co., of Philadelphia. 


Right—Here are two from the group of Verlys 
glass pieces now being made and distributed 

by H. A. Heisey & Co., Newark, Ohio, At the 
left of the photograph, “Love Birds”; at 

the right, the 1334” “Wild Ducks” bowl. 


Left—‘Christmas Tree” pattern done in gay 
Christmassy colorings and green edge band, 

is available in full open stock dinnerware. 

The 5-piece place setting retails for $7.54. 
Distributed by Bertson House, Inc., New York. 








Right—New “Bridal Wreath” pattern on white 
Arzberg china from Bavaria, drawn against a 
background of subtly shaded and blended 
pastel colors; 5-pce. setting, $10.95 retail. 


From H. E. Lauffer Co.. Inc.. of New York. 


and home accessories. 
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The local jeweler’s personal touch in... 


Howard Wenzel, shown arranging a clock display, uses every 
opportunity to win friends and customers through sound sell- 
ing techniques. Mrs. Wenzel (r.) aids in watch repair work. 


MERCHANDISING 






Advertising, Promotion and Public Relations 


O.. of the most effective sales promotion 
ideas Howard A. Wenzel has hit upon since he opened 
his jewelry store in Barrington, Illinois, eight years ago 
involves the senior class of the local high school and an 
eight-day clock. 

Several weeks before graduation time each year, 
Wenzel winds up the clock and places it in his show 
window. Members of the senior class are invited to 
come in and fill out contest entry blanks with their 
names, addresses and their guesses as to the hour and 
minute at which the clock will stop. The one whose guess 
is closest to correct is given a fine watch. 

“The contest brings lots of kids into the store at a 
time when they're thinking about what they’d like in 
the way of graduation presents themselves,” says Wenzel, 
“as well as what they want to get for their best beaus 
or girls. It creates a lot of interest and a lot of goodwill; 
and we can trace a number of sales directly to it each 
year, too.” 

It also provides him annually with considerable useful 
information for building and correcting his mailing list. 

Barrington, a village of some 4200 population, is 
located approximately 40 miles northwest of Chicago, 
on the Wisconsin Division of the North Western Rail- 
way. A large proportion of its residents commute to 
Chicago daily. 

Noting this fact shortly after he established his busi- 
ness, Wenzel contracted for advertising space on the 
vest pocket commuter schedules which the railroad issues, 
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by ARTHUR R. HIRSCH 


thus keeping his name before prospective customers who 
might otherwise be inclined to forget him and make 
their jewelry purchases in the city. He also uses consis- 
tent advertising in the local weekly newspaper, and in 
the Barrington classified telephone directory. 

For more than three years, he carried on a continuing 
goodwill building program which consisted of checking 
the newspaper every week for birth announcements, and 
sending a 10K gold baby ring together with his card 
and his compliments, to all new parents. 

Considerable new business was developed with this 
program, which, however, he recently replaced with a 
service offered by Welcome Wagon, Inc. The “Welcome 
Wagon” visits all new parents in the community and 
the hostess leaves coupons which may be exchanged at 
Wenzel’s store for baby rattles. 

The Welcome Wagon also calls on all new residents of 
the village, leaving coupons that can be redeemed at the 
shops of various merchants for a wide assortment of 
items. Wenzel uses both parts of the service, pays 
Welcome Wagon, Inc., a fixed fee for each call made. 

Born in Chicago, Wenzel moved with his parents to 
suburban Arlington Heights when he was 10 years old, 
and after completing his education in the public schools 
there, went to work for a jeweler in Chicago. Two years 
later, deciding he wanted to learn more about watch 

(Please turn to page 209) 
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ALL PRICES KEYSTONE . . . or BETTER! 


Windproof Model 
IF YOU CARE ENOUGH... | 
“for the light of your life’’ give 
NASH . . . The lighter that never 


fails! 


A pride to own . . . a joy to receive 
... the perfect gift! Available in a 
wide choice of styles and colors... . 
Every NASH lighter is gift 

packaged! 


More lights to the filling, and only 

NASH lighters have exclusive | 

DYNAFLEX* sparking action... , i 

at no extra cost! — 
No. 403 Retail $3.75 


Windproof Model 


A Product of 


GaS “Manufacturing Co. 


© G&S Mfg. Co., 1955 
*DYNAFLEX is the registered trademark of G & S MFG. CO. 


Ask Your Wholesaler—or Write 
KG. Ca. Department K, Nashville 3, Tennessee 
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No. 604 Retail $4.95 No. 621 Retail $6.95 


Windproof Model 



























Windproof Model 


jay 


PI 





= 





i 
No. 633 Retail $6.95 No. 603 Retail $4.95 


There is no substitute for 
quality . . . for superb 








engineering and uynexcelled 


we 


4 


workmanship . . . you cannot 
pay less then the price of a 
NASH Superior Quality 
Automatic Lighter . . . to get 
the same quality and the same 


ia at ities PR a Fa 


value . . . and you need not 
pay more! Ask anybody who 
owns a NASH lighter! 


DYNAFLEX* 

An engineering achievement 
and principle of a positive 
sparking action, as opposed to 
the conventional sparking 
action, assuring a perfect 
light every time! 


*DYNAFLEX is the registered 
trademark of G & S MFG. CO. 
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You are cordially invited to visit our display, space 116, at ANRJA Show, Waldorf Astoria Hote 















































Introducing 
the bold beauty of | 





bornbolm modern 


stoneware | 


20% off in additior to your regular off- 
list discount for your first package of 
striking pieces in a variety of vases, 
bowls, candlesticks and ashtrays. 


All are in charcoal and charcoal-cast 
white. Undeniably Viking in their in- 
spiration, with the purity of the designs 
themselves dictating the shapes of the 
vessels. Exceptionally well suited to 
strengthen the beauty in modern rooms. 
Your regular discount less 20% intro- 
ductory offer, on the first case only. 





Chicago Gift Show, Room 333, August 
1-12 

Waldorf - Astoria Jewelers Convention, 
Mezzanine S-3, August 14-18 


New York Gift Show, Room 243, 
August 21 - 26 
In attendance: 
Mrs. Winifred Q. McMann 
Mr. William Bos 
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MODERNIZATION 





by GEORGE E. TOLES 


Floodlights in each of the windows makes this jewelry store a corner landmarl. 


A bright, modern retail store... 


The Jeweler’s Constant ‘Silent Salesman’ 


Waes jeweler James Novak opened his 
new store in Syracuse, N. Y., it was on a busy corner 
location. He decided to promote this good location with 
bright illumination and an interior and exterior that 
would be complemented by the bright light. His bright 
store, in effect, was to be an inviting sales message. 

The store exterior is finished in white glass tile, a 
stand-out at either day or night. For contrast, a marble 
green tile was chosen as the base around the front. A 
big neon sign was designed to spell out “Novak’s” in a 
brilliant ruby red, and the word “Jewelry” was put in 
light blue, another eye-catching color. 

For the entrance to the store, Novak used three-by- 
seven-foot French doors swinging into the inside. Even 
when the doors are closed, a clear view is afforded of 
the bright interior. French windows also divide the 
window display area from the selling floor, and some of 
these windows are uncurtained, allowing the passer-by 
an unobstructed view of the interior. The backdrops for 
the display windows are painted in old rose, a warm and 
inviting color. 

Significantly marking the store to all pedestrians and 
even automobile riders is the near-daylight effect around 
the entire corner location of Novak’s Jewelry. This is 
accomplished by using five flood lights in each of the 
four windows. 

Because the interior of the store is small, it was sci- 
entifically laid out to achieve a maximum of display 
efficiency. Wall cases ring the walls, yet do not look 
crowded, as the long horizontal lines are broken up by 
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including shadow boxes, greets the customer as he enters. 


recessed shelves and vertical supports. Shadow boxes 
are used on the upper walls and hold appliances and 
portable radios. The top of the connecting wall cases 
display fans, clocks and more radios and appliances. 

Suspended from the ceiling are three eight foot fluor- 
escent fixtures, and these are supplemented by six flood 
lamps. 

The color scheme was selected with the idea of bright- 
ness in mind. The ceiling is painted a very light blue 
and the upper wall a medium blue. The lower wall is 
done in colorful old rose. The shadow boxes on the 
upper wall are painted the same light blue as the ceiling, 
offering a distinctive and rich touch to the store. 
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Arzberg moves off your shelves fast! 
Customers can’t resist its award-winning 
design, fine translucent quality, 
moderate price. And Arzberg’s 
consumer advertising gives 


your merchandise a big push, too. 


LARIAT 9.95 FESTIVAL 8.95 


H.E. LAUFFER CO.,, INC. 


230 FIFTH AVENUE, NEW YORK 1, N.Y. 


FOCUS 


10.95 














A Realistic Approach 
To the ‘G. I.’ Market 


by HARRY RUBIN 
Denver, Colorado, Jeweler 


(As told to Robert Latimer) 


a. Kenmark Jewelers, we have found that 
competing with the military post exchange and selling 
the G. I. market can mean additional profit if the jeweler 
takes a realistic attitude toward this market. He must 
shape his sales program to compensate for its disad- 
vantages. 

During 1953, we sold better than $20,000 worth of 
jewelry and watches to Air Force and Army servicemen 
stationed at air bases and Army posts near Denver, with 
a credit loss of less than $400. We feel this is an excel- 
lent record since the military enlisted man is traditionally 
a poor risk because he may be shipped out suddenly 
overseas or far from his present base. Let me hasten to 
point out that the serviceman is only human in letting 
matters slide on payment of jewelry purchased from a 
store which is suddenly thousands of miles away. He 
actually has very little intent to defraud the merchant. 

When military personnel increased tremendously 
around Denver a few years ago, we planned to make a 
deliberate effort to cultivate it. Most of these young 
men are single upon entering the service and so are 
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MERCHANDISING 


Left, the author waits on a serviceman 
and points out the advantages of buy- 
ing jewelry from the jeweler. Below, 
he checks his G. I. credit records, 
always maintained in a separate file, 





good prospects for engagement and wedding rings, 
watches and other jewelry items for their girls, families 
and friends. 

Our program centered on three points: pointing out 
the advantages of the jewelry store over the post ex- 
change, working out credit for the G. I.’s, whose pay 
does not compare with civilian incomes, and telling the 
servicemen we are interested in their business. 

In competing against the post exchanges, we find our 
chief attraction as a jewelry store is the guarantee, ser- 
vice and adjustment we offer, none of which are available 
in the usual PX. We also offer more selections of stock 
to the serviceman. For example, the Air Force airman 
can choose watches from only a limited selection of 
styles and brands at his PX. In the event of watch 
trouble, he must take the watch to a civilian watchmaker, 
who is not always located on the base. This costs him 
additional money. For engraving or jewelry repairs, he 
must also go to a place outside his PX. So we point out 
frankly to every serviceman that while he may spend 

(Please turn to page 210) 
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Frederic D. Farrell’s 


designs are based on a sound 
knowledge of American buying 
habits. Made in Sweden, 

each piece is a 

beautiful example of the 
oig-hae-taat-lal-iall 9) 

your customers want, in the 


styles: they prefer. 
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Early American Silver Exhibit 
Draws Crowds to Hempstead Store 


An early American silver collection, used in a recent 
window display by Brown’s, jewelers and silversmiths, 
of Hempstead, Long Island, N. Y., proved to be a 
popular attraction. 


The collection, owned by the Stieff Co., occupied the 
entire window of the store, an innovation for Brown’s. 
Special emphasis was placed on the display because of 
the interest it was expected to generate locally, due to 
the part played by Long Islanders in early American 
history. 





Known as the “Williamsburg Collection,” the display 
included the famous Paul Revere syrup pitcher, bow] 
and coffee spoon. The silver was seen to the best advan. 
tage against a background of natural-color burlap, mys. 
lin curtains and Colonial wallpaper. 

As a result of the display, much interest was aroused 
locally. People stopped to look at the display and many 
came into the store. In the words of Brown’s manage. 
ment, “We found the display to be eye-catching and 
profitable, and others may too.” 


Thanksgiving—An Opportunity 
(From page 180) 
ner table during the Thanksgiving holiday. 

F. J. Mooney, Marysville, Cal., devoted a large window 
to a Thanksgiving promotion. A table was laid with a 
lace cloth and the requisite pieces placed around a cen. 
terpiece of tall flowers. At one end of the table was 
the turkey platter, and a card read: “Thanksgiving 
Table—Heirloom Silver.” The floor was covered with 
white crepe on which silver serving pieces had been 
placed. At each end of the table, 18-inch paper “cut 
out” turkeys had been placed on pedestals. 

A silver window arranged by Silton’s of Los Angeles 
was highlighted by a big cardboard turkey holding a 
card saying: “Fine silverware for the thanksgiving 
table.” Silverplated tea, coffee and cocktail sets as well 














PAUL A. STRAUB & CO., Ine. 


Established 1915 
19 East 26th Street (Near 5th Avenue) 
Los Angeles Showroom: Brack Shops, 527 W. Seventh Street 





Nationally Advettind 
P. asco Cline 


The outstanding 
china from Bavaria 


The DOGWOOD 


Pattern No. 1147 
by 


TIRSCHENREUTH 


Available in 
Place Settings 
Open Stock 
94 and 64 Pe. Sets 


New York 10, N. Y. 
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__ These 12 lovable little 
s of the Zodiac are hand 
pe : in ee - t aC porcelain, touched 


ive merchandising 
lay. included free with 
each shipment. 




































Che Master’s Couch 


The skilled hand of Heinrich of Bavaria is immedi- 
ately apparent in the beauty of these fine china 
dinnerware patterns. 


TOWN HOUSE 


A sophisticated 


temporary pattern, 


con- 


employing a muted 
grey background, ac- 
cented by sunbursts, 
and trimmed in genu- 
ine platinum. Cups 


are footed. 


$12.50 Retail, 
5-pe. place setting. 


FLAIR 


Gracefully traced 
border -in soft grey, 
to blend beautifully 
with other colors in 
the table decor. 
and edge of shoulder 


Rim 


are set off with genu- 
ine platinum, as are 
all handles. Cups are 
footed. 


$12.50 Retail, 
5-pe. place setting. 


FROLIC 


A lighthearted, color- 
ful spray of starlets 
strewn about the bor- 
der 


white 


on a gleaming, 
body. 
Edges and handles 


china 


are accented with 

coin gold. 

$10:00 Retail, 5-pc. 
place setting. 


All three of the above patterns are available 
in open stock dinnerware. 


FOR COMPLETE ILLUSTRATED PRICE LISTS, WRITE TO DEPT. JCK8. 


EBELING & REUSS CO. 


Established 1886 


Main Office: 707 Chestnut Street, Philadelphia 6, Pa. 


Showrooms: 


NEW YORK 10, 225 Fifth. Avenue 
CHICAGO 54, 1557 Merchandise Mart 
PHILADELPHIA 6, 707 Chestnut Street 
LOS ANGELES 14, 527 West 7th Street 











as individual pieces of hollowware were Wrapped. jn 
clear cellophane. 

The silver window of L. Eaves and Co., Santa Barbara 
Cal., was floored in red velvet on which were desis 
silver cigarette cases, flatware, vases, bowls and silver 
deposit plates. Red-bordered cards bore the imprint: 
“That turkey deserves the best possible accessories for 
Thanksgiviag,” and “Thanksgiving is the big American 
feast day and deserves silver of the best quality.” 

Carl Grieve, Portland, Oregon, pin-pointed his Thanks. 
giving campaign with an unusual ad printed white-op. 
black. The headline read: “Will your Thanksgiving table 
be complete?” Copy suggested that a few extra pieces 
of silver, china and crystal would do much to incregse 
the charm and dignity of the Thanksgiving table, 


China, Glass & Giftwares 


(From page 186) 


tion—the new New York Trade Show Building at 500 
Eighth Avenue, which was formerly occupied by Ludwig. 
Baumann, The building has been re-designed expressly 
for trade shows and is air-conditioned. The Show dates 
are August 21 to 25, 


W. U. DAHLIN 





ALTER U. DAHLIN, of Chicago, has joined the 

sales staff of A. J. Van Dugteren & Sons, Inc., of 
New York. Mr. Dahlin formerly covered the Midwest 
for Gense Import, Ltd., and he has promoted Danish and 
Swedish crystal lines in the same area. He will cover 
the same territory with Van Dugteren’s lines of Austrian 
stainless steel, Dutch ,pewter and Leerdam crystal from 


Holland. 
x * * 


Remodeling to Appeal to Youth 


(From page 184) 


time to follow through on their conviction that the 
store’s distinguished, but outmoded atmosphere was 
losing them many customers from among the city’s 
younger generation. Consequently, they decided to com- 
pletely remodel the store. 

In explaining their reason for remodeling. Francis 
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In three colors. Black velvet 

with pink taffeta moire lining; 

emerald green and geranium with 
champagne lining. Polished bronze frame. 


8 manicure implements. s 
— , Retail $10.00 





Golden bronze frame brocade 
evening bag w/chain handle. 
Holds purse, gold compact, 
lipstick case, tweezer, file, cuticle 
scissors, gold-back comb. 


Pastel, black. Retail $12.50 
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the 


legitimate retail jeweler 
is gift counselor and purveyor 
to America... 
an expert and honorable 
trust. A full, 
fair profit is his right. 


On BARBARA BATES 
Manicure Gift kits 

we propose to protect 
that profit for him by 
our rigid policy of... 


direct sales to 








selected retailers 


only ! 


Send for literature describing the complete line 
of Barbara Bates Manicure Gift Kits. 


MANICURE GIFT KITS 


C. J. Bates & Son, Chester, Conn. 



















Heitkemper says, “The war and its ship building activi- 
ties brought to the city many new families, whose 
youngsters are now young couples buying diamonds, 
silver and china. 

“To appeal to this new generation, it is necessary for 
a store to be up-to-date in its decor, as well as in its 
concept of merchandising.” 

The problem the brothers faced in the remodeling, 
therefore, had two aspects: (1) the former store, though 
artistically satisfactory, lacked informality and (2) if 
‘the store was to appeal to youth, the “modern” approach 
was necessary. 

Francis and Allard met this challenge by having the 
store designed in a manner which combined an informal 
atmosphere with a strikingly modern design. Enthusias- 
tic about the new store, Francis says, “The high school 
set, who are our customers of tomorrow, have already 
voiced their approval of our ‘new look.’ ” 

“With the informal approach+in mind,” says Francis, 
“we made our wall cases accessible to purchasers who 
wish to examine the merchandise. Instead of conven- 
tional counters, we are using display tables to show our 
silverware. Specials, such as a current offering of stain- 
less flatware, are presented in low display cases that 
catch the customer’s attention.” 

The interior remodeling, which followed the planning 


Oo? 
of store designer Norman R. Hoffman, involved the 


installation of vinyl flooring and walnut wall paneling 































combined with plum and turquoise paint on the plaste; 
walls. Off-rose was used for the upholstering and djs. 
play case linings. 

The remodeling also gave special attention to lighting 
at counter level—including triple illumination in certain 
spots—for maximum highlighting of important displays, 
The display cases are lighted by fluorescent tubes, with 
recessed ceiling lights and concealed fluorescent tubes jn 
the ceiling louvres providing further illumination. The 
louvres also serve to make the walls lower, which js in 
line with the ideas of modern design. 

The exterior of the renovated store is Roman brick 
and glass. The marquee, lined with plum color, angles 
out from the front in a manner which makes it visible 
to traffic in both directions. The sign carries the neon. 
lighted word, “Jewelers.” Above it, on the brick froni, 
is the name, “Heitkemper.” 

The windows are designed to create an open look to 
the store front. The main window, on the left, extends 
from the level of the top of the door down to one foot 
from the sidewalk. It is used to feature combinations of 
china, crystal and silver which are exhibited as settings 
on a frequently-varied table. On the right of the store 
front is the gem window. This has a curved glass, in 
conformity with the “inviting” look of the entrance, 
and powerful lights to provide the best possible display 
of the store’s fine merchandise. 


(Continued on page 207) 
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We Promise You Will Find... 
The Most Comprehensive Grouping of 
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RADISSON << 


HOTEL 9 -<sq2 
AUGUST 28, 29, 30, 31 


Your Attendance Insures Your Profits For 1955 


DON'T FORGET ‘‘OPEN HOUSE PARTY" 
TUESDAY EVENING, AUGUST 30th 


OUT 


directed by 


Helen Brett Trade Shows 






6 E. Monroe, Chicago 3, Ill. 
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front. combines two current sales-builders in its 
design ... the appeal of platinum in its 
ie banding and leaf accents plus the pull of 
ath tradition in its raised enamel daisy wreath 
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~ FRANCISCAN MARE 


OASIS! Crisply colorful in contrasting 
blues on white. Refreshingly 
contemporary in its eclipse shapes and 
fine line design. Another pre-tested 
proof of what your public wants. 

If you’re hoping to expand your sales 
horizons...avoid the dream-mirages 


S 
fp of little-known names, and head for 
# 





the green sales pastures of 
Franciscan’s Oasis! 








Gladding, McBean & Co. 
Los Angeles, California 
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“BRETTON WOODS" 





ode since 1770 


THE WFINE ENGLISH 


DINNERWARE 


COPELAND 
AAAS 


FineEnglish Earthenware — SE 00 


ENGLAND 





: . SPODE 
COPE ; 
English Bone China COPEtancs cuima 


Lowestoft Stone China 
‘ from 
HEINRICH & CO. 
Stylized leaves in muted tones of purple, Made in England by W.T. COPELAND & Sons, Ltp 
gray, blue and brown appear on the coupe ‘ i 
shape in pure white china—finished with 
platinum line. 





5-pe. Setting: App. $9 retail IMPORTED AND DISTRIBUTED AT WHOLESALE BY 
GEO. BORGFELDT COPELAND & THOMPSON, INC. 
CORPORATION 
Established 1881 206 FIFTH AVENUE, NEW YORK 10, N.Y. 
44-60 E. 23RD ST., NEW YORK 10, N. Y. 
712 S. Olive St. (Merch. Mart) 44 York St. 
Los Angeles, Calif. Toronto, Ont., Canada 
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JEWELERS “HARLEQUIN 
DEMAND! A NEW 
"HIT" PATTERN 
ON THE 
¢@PNCONn,, LOVELIEST 
esata) SHAPES 
= IN 
| MODERN 
@ It was an instant hit when it was first introduced! 
« > ‘ going strong with increasing popularity that surpasses our DINNERWARE 
ondest hopes! 
. ' is our reorder’, Savorite i verified by solid statistics! or Dusty Pink and Charcoal are interlaced 
ome magazine editors continually feature it in table settings that ex- ° 
emplify good taste and the prestige of finest quality! = — Grey peat ——— > tent 
” as wi ots in an abstrac a i lustrated 
HAWTHORN by FRANCONIA ing beauty . . . on Hallcraft's pure literature & 
white oval shape. complete de- 
White blossoms = leaves in ye onond yo — of — ~ ours. ee tails. 
translucent porcelain in a rim shape wi a Gadroon edge—ban with | ° 
finest Gold, S-pc. Place. Setting with 10%," dinner. plate: $8.95 Retail | ° Hollowware pieces make perfect 
(Slightly higher South & West) Gift Items! 
eTrade Show Bidg. e 500 Eighth Ave. 
© AT THE GIFT SHOW 2 poem et2°s ‘aus. 2826 "® | MIDHURST CHINA CO 









39-41 West 23rd Street 
HERMAN a KUPPER, INC. New York 10,.N.Y.. _—|_:‘129 FIFTH AVE., N. Y. 3, N. Y. (OR-4-3696) © 15-125 MERCH. MART, CHICAGO, ILL. 
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THE MOST POPULAR BUYERS’ MARKET IN AMERICA. 













DENVER 
GIFT & JEWELRY 


ALLIED 
GIFT & JEWELRY 








SEPT. 4 thu 8 


a HOTEL ADOLPHUS 
: DALLAS, TEXAS 


SEPT. 18 Co 21 


ALBANY HOTEL 
DENVER, COLO. 


_ 


+ sponsored by ALLIED EXHIBITORS, INC., 3832 Wilshire Boulevard, Los Angeles 5, Calif. jiimEToEn 
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Selection of Bertson House Best Sellers 






|. Top left: The Cup of Knowledge—an authentic reproduction of the ancient cup of 
divination—of fine English Bone China. Confucius often consulted it in making his well known 
predictions. Full instruction book with each cup. $3.70 each retail. 








2. Top center: Exclusive Wedgewood Smoking Sets in embossed Queensware. Ht. 2!/2 ins. 
Various combinations. Stores keep reordering in steadily increasing quantities. 






3. Top right: Arcadia all-white Dinnerware by K.P.M. Royal Berlin exquisitely designed for 
the most discriminating. Medallion of white bisque is embossed on highly glazed white China. 
5-pc. place setting, $27.00 retail. 







4. Lower left: Famous Christmas Tree pattern in complete open stock. Biggest of all sellers 
during the holiday season and a Bertson House Exclusive. 5-pc. place setting, $7.54 retail. 


BERTSON HOUSE Ltd. =" 


pricrs write 


10 West 56th Street New York 19, N. Y. _ Bertson House now. 
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Cordial Set 


IN SWEDISH CRYSTAL 


No. 333—seven piece set $ 750 
retail 


promotionally priced at 


Write Dept. JC-8 for illustrated literature 


r. F. Brodegaard & cO., imc. 225 5th Ave., New York 10, WY. 








sia REA INS 
MOA MO OLELL. 
A gleaming platinum band delicately etched in a lovely lily- 
of-the-valley désign decorating a pastel border. Exquisitely 
simple, fine translucent china finished in luxurious platinum 
Color borders in Grey, Sage Green, Teal Green, Pink, Blue 
(olcolo-WZel lolol (-MlaMeS(elalelolqe Me] amaole] ol-ME tale] ol-t 
$20.00 a five-piece place setting. 
As Advertised In 
LIVING FOR YOUNG HOMEMAKERS 
HOUSE BEAUTIFUb@exSEVENTEEN 


GUIDE FOR THE BRIDE *. MODERN BRIDE 
HOUSE & GARDEN »* BRIDE’S MAGAZINE 


FLINTRIDGE CHINA CO., 350-380 S. Raymond, Pasadena 1, Calif. 








Who was the first English bone china company to 
offer an entirely new coupe shape? Royal Doulton. 
Who was the first to design fine dinnerware in line 
with American style trends? Royal Doulton. And 
who brings you the heaviest national advertising 
program in the English china field? Royal Doulton, 
with a powerful Fall schedule in HOUSE & GARDEN, 
HOUSE BEAUTIFUL, THE NEW YORKER, BRIDE’S MAGA- 
ZINE, LIVING FOR YOUNG HOMEMAKERS, AMERICAN 
HOME, and SEVENTEEN. 

News? Why, it’s the talk of the trade! 


Roval Doulton 


T.M. REG. 


BONE CHINA AND FINE DINNERWARE FIGURINES 
CHARACTER JUGS * DOG CHAMPIONS °® CHILDREN’S WARE 


DOULTON & CO., INC.,11 EAST 26th STREET, NEW YORK 10, N.Y. 








Novelties 


Style Quality 
Sterling Silver 


Workmanship 
14Kt. Gold 


Rooms 907-909 
Waldorf-Astoria ANRJA 


CHAS. THOMAE & SON, Inc. 
Attleboro, Mass. 

















SYMBOL OF THE WORLD'S FINEST 
Chromeware 


Imported from Germany 


The Closest to Sterling with no polishing worries 
® Polished and buffed to 
a mirror-like finish 
@ Never tarnishes, wipes 
clean with a damp cloth 
© Moderately priced for Now also available 


volume sales ; a Silverware 
See us at te te a Prices on request 
NV, GIy ston Diameter Deep Bowl Filigree Bowl 
eye - M19 with legs $2.95 Retail $3.50 Retail 
ANRJA TRADE SHOW _ without legs 2.50 © 2.95 
oF Waldorf-Astoria bi ry 
without legs 
SPACE_506 ‘ with legs 


Items shown 
available either in 
Chrome, Copper or Brass 


Write for Illustrated Catalog and Price List 


ASSOCIATES, INC 
P.O. Box 44, New York 40, N.Y. 
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Another feature of the “new” Heitkemper store is the 
diamond room, which was planned to give privacy with- 
out being confining. To accomplish this, the modern- 
istic room divider which separates it from the rest of 
the store does not extend to ceiling height. H. Kittredge 
Hawkins, registered jeweler and certified gemologist, 
uses the latest equipment in this room to aid customers 
‘n their choice of diamonds. His equipment is also valu- 
able in the store’s own gem buying. 

The new diamond room has inspired the firm to in- 
crease its emphasis on diamond merchandising. Heit- 
kemper’s is increasing its sales of diamonds through 
special advertising and promotions. In addition, Francis 
and Allard have found that the new store is excellently- 
suited for playing up sales of china and glass, quality 
watches and a full line of sterling and stainless flatware. 

Actually, Heitkemper’s has a long tradition of leader- 
ship in the sale of sterling. Its Bridal Register, begun in 
1926, lists thousands of area residents and their silver 
preferences. The firm’s ads are continuing this emphasis 
on flatware and are also promoting the sale of hollow- 
ware through its Silverware Club—which makes pos- 
sible piece-by-piece buying of sterling hollowware. 


NEW STORE GETS PUBLICITY 


In addition to the benefits already mentioned, there 
was still another valuable boost to the firm provided by 
the remodeling—the publicity attending the grand open- 
ing. Four-column newspaper ads extended an invitation 
to Portland residents to attend the formal opening. This 
was augmented by a six-page direct mail announcement 
to customers. 

The results were more than satisfactory. The ribbon- 
cutting ceremony brought in so many visitors that the 
store was crowded to capacity. Nearly 400 guests signed 
a special “Guest Book” between noon and 3 p.m. A 
good many more were present, but unable to get near 
the book to sign their names. Heitkemper’s followed up 
the ceremony by sending a letter to all those who signed, 
thanking them for their participation in the ceremony. 
These letters also announced the winners of the firm’s 
drawing for sterling tablespoons and teaspoons—which 
was based on the signatures in the Guest Book. 

A catering firm served tea, coffee and cakes from 
10 a.m. until 4 p.m. and was “sold out” four times. The 
Heitkemper brothers noted the enthusiastic response to 
this special service and decided to continue the idea— 
which they now do by having a daily tea hour in the 
new store. 

Heitkemper’s was established by Gerard Heitkemper 
in 1889. When he died in 1911, the firm was operated 
by his son, Frank A. Heitkemper, who had been mana- 
ger since 1893. Frank served a number of terms as 
president of the Oregon Retail Jewelers’ Association and 
was awarded a plaque by the organization in 1938 in 
recognition of his efforts on its behalf. This was the 
first time such an honor was ever awarded a member of 
the organization. 


When Frank died in 1940, the firm was taken over 
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When Packaging 


Economy isa Must! 
USE PICTORIAL FOLDING BOXES 





GIFTAINERS 


-.... For Lower Priced Costume Jewelry 





These folding boxes were originally designed as an emergency pack- 
age to supplement the set up style. They have proved so popular 
that we plan to continue them as a permanent item in our line. They 
are made of white leatherette in a wallet closing style, and are set up 
with cotton inserted, ready for use. We recommend these low priced, 
attractive jewelry packages for costume and all lower priced jewelry. 


No. SIZE Per Gross WT. 

CO = 2 WAR | Mieseeeinscdsiwccdunes $4 .50 4 gr. 2 lb. 
70 3 > aes eee en ee 4.95 4 gr. 2} Ib. 
CRP — SI SG Bc eo catc dnccweeses 6.30 4 gr. 2% lb. 
104 ye a eS ee Ser eee 4.45 4 gr. 14 lb. 
106 — 2#}x 1}#}x ertcvenaaacetawewe 4.90 4 gr. 1 Ib. 
108 SEE MAS BG iciideaitaverncccades 5.45 4 gr. 1} lb. 


Sold in Gross Lots Only 
ALL PRICES ARE F.O.B. AURORA 


FOLDING BOXES 


...... For Every Gift Packaging Need 


See our extensive display at Pictorial’s Permanent Exhibit 
15-116 Merchandise Mart, CHICAGO 


“The Package is Part BC Nia of the Purchase” 
PICTORIAL PAPER PACHAGE CORPORATION 


15116 Merchandise Mart @ 232 South Lake Street 
Chicago, Illinois Aurora, Illinois 





Pictorial Paper Package Corp. 


Aurora, Illinois 


USE THIS HANDY : 
ORDER COUPON 














: ( ) Send illustrated Catalog of Complete line ............ Free. 
7 Name | 
Firm : 
Address i 
City State : 
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by Francis and Allard, who now serve as co-managers. 
With the fine traditions behind the Heitkemper name, 
Francis and Allard are particularly pleased with the 
remodeling job. They have the satisfaction of keeping 
the distinguished old firm in tune with the times, and, 
at the same time, of widening its appeal and bringing 
about an increase in the sales volume. 


Elgin Announces Watch Improvements 


The Elgin National Watch Co. has announced improve- 
ments in timing and style qualities have been built into 
“the smallest ladies’ watch movement ever designed for 
the low price field.” It is the result of a four-year re- 
search and engineering program. 

Shorter, with a different profile and more beveling on 
the plates, it is considered superior from a styling stand- 
point because of its barrel shape, which also allows a 
reduction in size of about five per cent. The movement 
is now about as small as two-thirds the area of a dime. 

Improved accuracy was achieved by enlarging the 
balance wheel, thus increasing the moment of inertia 
about 14 per cent. 

Besides its size, watchmakers will notice a change in 
the basic design of the balance. Screws are much shorter, 
moving the main mass (the rim of the balance) closer 
to the maximum radius. This improves the relation 
between the weight and the moment of inertia. Another 
change is the use of a flat hairspring. This will eliminate 











tangles in cleaning, and means a smoother “breathino” 
. . . 5 
in the hairspring. 





Improved accuracy has been achieved by Elgin in its new ladies’ 
movement by increasing the size of the balance wheel. The larger 
balance wheel increases the moment of inertia about !4 per cent. 


The average run-down time for the new movement is 
more than 40 hours, as compared to about 36 hours in 
watches of this type. 

Another reason for the flat hairspring is to allow 
greater regulation change, and for the first time, a stress. 
free bonded stud in a ladies’ watch. The flat hairspring 
is pre-formed which also helps eliminate stress. 























PREMIER 
In The Heart Of 


THE “MIAMI BEACH” 


SHOW 
"Miami Beach“ 


Cross Roads of the World 


Gift, Art and Jewelry Show 
SEPTEMBER II, 12, 13, 14 
di LIDO HOTEL 


— a gel acquainted 
Meet New FIRMS 


Make your purchases with confidence, for you will be doing business with “rep- 
utable” nationally known manufacturers and their representatives of Domestic and 
Imported, in China, Glass, Gifts, Decorative Accessories, Jewelry, Silverware, 
Lamps, Stationery, Leather Goods, Housewares, Toys, Barbecue Equipment, Art 
Goods and Souvenirs. Watch for our “Direct Mail Flyer” for the listing of the 
participating “Exhibitors” and special “Low Rate Card” for hotel accommodations 
at the di Lido. Get on our mailing list now. 


Directed by HELEN BRETT TRADE SHOWS, INC. 


SEE New MERCHANDISE 


6 EAST MONROE, CHICAGO 3, ILLINOIS 
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The Local Jeweler’s Touch 


(From page 192) 


repairing, he enrolled in the Elgin Watchmakers College, 
Elgin, Illinois. “Our combined capital when we opened 
for business on August 1, 1946, was around $3,000, 
about $1,000 of which was borrowed,” he said. “We 
had no ‘name brand’ merchandise; only a small stock 
of diamonds, watches and jewelry.” 

Four months after the shop opened, Wenzel bought 
out his partner, and since then he and his wife, Velma. 
have been sole proprietors. 

Mrs. Wenzel, who was employed for five years in the 
Elgin National Watch Co. plant, spends much of her 
time at the store assisting her husband. She acts as 
jewelry buyer, handles credits and collections, and also 
does part of the watch repair work, which accounts for 
approximately 30 per cent of the shop’s total business. 


WATCH REPAIR BENCH AT HOME 


Howard, incidentally, has a watch repair bench at 
home, works three or four nights a week “catching up” 
on repair jobs he doesn’t have time to take care of 
during the day. An electronic timing machine, which 
permits immediate adjustment of a watch that has 
undergone repairs, helps to speed up the service he 
offers. In his advertising, he occasionally suggests that 
people bring their watches in for free check-ups on this 
device. 

Recently the Wenzels installed a gift department in 
the store. and now offer a line of wrought iron, copper 










Sy 
Fr, ee 
ELD STAINLESS S”"  @eeees 


ry a, ae 


way a, VE 
ma ee Bi 8 











® 

che we ie 
FARE CUTLERY SETS 

Kirk’s quality cutlery in better packaging (224 
means better sales for you. Stores can take | 
advantage of this new packaging of the 
Royal Stuart Line. For added prestige, eye 
appeal and extra sales feature Kirk's Shef- 


and brass specialties in addition to the usual items found 
in most jewelry shops. Mrs. Wenzel makes a point of 
attending giftware shows in Chicago, handling all buying 
for this department. Window displays, which play an 
important part in Wenzel’s over-all promotion program, 
are changed every two weeks. 

“As a general rule, we try to keep them representa- 
tive of our entire line,” he says. “Once in a while, how- 
ever, we devote one entirely to a single product. We 
did that recently with a fountain pen line.” 


LARGE SHADOW-BOX CASES 


Interior displays are pointed up by a series of three 
large, well-lighted shadow-box cases at eye level along 
one wall, which Wenzel made himself. These boxes, in 
which «locks and flatware are frequently featured, are 
not glassed in, though the large breakfront-type silver 
display case on the opposite side of the sales room is. 

Glass jewelry show cases of conventional design form 
a double row down the shop’s center, while in the gift 
department, at the rear, merchandise is exhibited on 
open shelves. 

Probably one of the big reasons the Wenzels have 
been so successful during their eight years in Barrington 
is that they seldom overlook a sales promotion bet. Mrs. 
Wenzel. for instance, makes sure that a stuffer or 
brochure of some kind is enclosed not only with all 
statements, but with every piece of mail the store 
sends out. 

“Our suppliers furnish us with a lot of material of 
this kind.” she says. “I think it pays to use it. You’ve 
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ROYAL STUART STEAK SETS 

Hand forged, tapered Sabre 
Steak Knives with Serrated 
tips and beautifully shaped 
Capehorn handles. Pony-Skin 


Gift Case. $12.95 


goer SEE US 


ROYAL STUART STEAK 
KNIFE & FORK SET 

Twelve piece: Six tapered 
Sabre Steak Knives and Six 
matching round shank, long 
handle forged Forks. Pony- 


Skin Gift Cased. $30.00 
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‘ <=> ROYAL STUART CARVING SET 


Three piece - 8” Carver, 51/,” forged Fork, 
7” Sharpening Steel. Pony-Skin Gift Cased. 





$12.00 


Order from your jobber 
or write direct. 








got to call attention to what you have to offer.” 
Over the year, the Wenzels have a consistent record 
of doing just that. 

Wenzel’s firm has grown and prospered during its 
eight years in Barrington. This is due, in part, to the 
owner and his wife’s participation in community life. 
Last June, for example, Howard Wenzel was elected 
president of Barrington Lions Club. 









































The ‘G.I.’ Market 


(From page 196) 














a few more dollars with us, he is buying satisfaction and 
service which will extend over a long period of time. We 
find that to most servicemen this principle makes sense. 

We also point out that the high turnover in personnel 
at the average PX results in salespeople who know little 
about the merchandise they are selling. We always stress 
“buy jewelry from your jeweler.” 

On extending credit to servicemen, we find that it is 
wise to know the character of ‘the military installation 
from which your customers come. At Lowry Field, a 
big air base near Denver, for example, the majority of 
young enlisted men on duty are military students. We 
find these young students are highly impressed with 
military authority and the necessity of keeping a “good 
name.” Consequently, we find them good credit risks. 

Almost every credit transaction in our $20,000 “G. I. 
volume” is based on a realistic understanding with the 
servicemen. Since | was a sergeant in the war, I know 














































































the value of practical arrangements with the G. I. When 
he asks for some form of time payment, we point out 
realistically that he may be shipped overseas tomorrow 

“or sooner,” and this complicates matters. We then 
suggest that we can set up a short-term credit arrange. 
ment on the basis of 50 per cent down, or even 75 per 
cent, if we think the serviceman can sllera it. Though 
this takes them aback at first, most of them make the 
purchase on this basis. 


SELLING BETTER-PRICED JEWELRY 


In selling better-priced jewelry, there is an intensely 
important point, which we have found keeps better than 
99 per cent of our military customers up to date on their 
payments. We request not only the name, address and 
serial number of the serviceman, but also the name and 
address of the girl who is to receive the gift. The G. |, 
may object to this, but we point out that we would like 
to identify the girl for future accounts, emphasizing that 
she will be cleared to buy at any time without the usual 
credit investigation. Or we may appeal to the service. 
man’s sense of fairness and explain to him that he may 
be transferred and we must know where jewelry under 
chattel mortgage actually is. After making the purchase 
in this way, the G. I. usually goes to great lengths to 
keep up his payments, rather than risk loss of the girl’s 
respect. 

We promote our appeal to G. I.’s by using two to four 
column, eight inch to page length newspaper ads in the 
Lowry Air Force Base newspaper. A notation at the 
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21 West 46th Street 
* 

















Metals of Guaranteed Purity 


GOLD ° SILVER * PLATINUM ° PALLADIUM 
IRIDIUM * RUTHENIUM * RHODIUM ° OSMIUM 


W. solicit your Sweeps 7 


Filings—Scrap Gold and 


Platinum—Metals 


Your Old Gold Shipments 
WILL RECEIVE 


Special Attention 
| Kastenhuber & Lehrfeld, Inc. 


Tel. JU 2-2320 
Est. 1895 


x 


=< York 36, N. Y. 
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bottom of the ad offers special discounts to servicemen. 
No matter how small this discount actually is, we have 
found it absolutely necessary to bring the young G. I. 
around. It is never so great as that in the post exchange, 
and never greater than 10 per cent. 

We also have run football game guessing contests for 
servicemen, and these have been very popular. Another 
promotion is a Friday night TV broadcast, a half hour 
long, which we present from the Rainbow Ballroom in 
mid-town Denver. Three people from the audience are 
asked to identify a mystery tune, and the winner receives 
a wristwatch. 





Texas Concern Solves Problem 
Of Speeding Up Collections 


The always troublesome problem of collecting open 
accounts has been solved for a Texas service concern 
by a simple technique—which could just as easily work 
for the jeweler. 

The technique has speeded up the concern’s collections 
by an average of 10 days, and has changed its credit 
situation from “unsatisfactory” to “good.” 

Previously, the concern was plagued with slow col- 
lections. Many of its regular-paying customers were 
waiting 60 days or longer to pay their accounts. The 
management, in deciding to remedy this situation, rea- 
soned that customers were tossing aside their statements 
until they had time to write a check, address an envelope 








and find a stamp. A good many of them, the concern 
realized, then forgot about the overdue account until 
the second statement was received. 

To overcome this problem, the management printed 
several thousand self-addressed, postage-free envelopes. 
At the same time, a similar number of bank drafts were 
ordered—printed with the concern’s name and address 
and providing space for a customer to write-in the name 
of his own bank and the amount of his payment. 

When the monthly statements were mailed out to 
customers the following month, the concern included 
both a bank draft and an envelope. Collections picked 
up immediately! Nearly all the customers took advan- 
tage of the postage-free envelopes, and many of them 
also filled in the bank drafts instead of writing out a 
check. 

The technique worked so well the first month, that the 
concern has since been enclosing the two convenient 
forms with each statement as a matter of policy. 





Brick Vault Spurs Sales in Denver 
Jewelry Store 


A forward-looking jeweler in Lakewood, Col., has 
turned his vault into a valuable selling tool instead of 
something hidden from the customers’ view. 

Ernest E. Hess, of the Hess Jewelry Co., located in a 
busy community shopping area in southwest Denver, 














Supreme in Quality _ Styled by Expert Designers 


Executed by Master Craftsmen —. 


Silverplated Hollow-ware by — Birmingham Silver, Inc. 


Make our Showroom 
your Headquarters 
when visiting the 
A.N.R.J.A. Convention 
Waldorf-Astoria Hotel 
August 14th-18th 








Style 2905/6 

6 piece Tea & Coffee Service 
of large capacity 

Waste & Creamer, 24 Kt. 
Gold Plated (inside) 
Overall Tray dimension 
241,,"x141,,” 

With Hand applied French 
Gadron Border 


This exceptional value—Priced for volume at $55.00 (Dealers cost) 
(offered for a limited time only) 
— Heavily Silverplated on Copper — 


FACTORY & OFFICES 
1000 Grand St. 
Brooklyn 11, N. Y. 


Birmingham Silver, Ince. 


SHOWROOM 
366 5th Ave. 
New York I, N. Y. 
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Monarch mechanical 

price-marking 

increases sales 
2 ways 


STORE NAME 
$47 5408 


55-L 10 
$1.00 





1. Adds to appearance of 
merchandise 


2. Protects store prestige 


A neat Monarch ticket, mechanically 
printed, holds just the right amount of 
sales and stock information to fit your 
requirements. Always clearly legible, it 
makes a better sales impression, increases 
confidence, quickens buying decisions. 

Easily carried wherever price-marking 
is to be done, Monarch Junior handles 
tickets, tags and labels in sizes and styles 
for every kind of merchandise. Easy to 
operate, even for green employees. 

The coupon will bring you an illus- 
trated folder on Monarch Junior price- 
marking machine, also sample tickets, 
tags and labels, including Senso, the 
label that needs no moisture. 











Oue 
65th 
Anniversary 


9890-1955 


FILL OUT, CLIP, 


The MONARCH Marking System Company 


216 S. Torrence St., Dayton 3, Ohio 


Please send illustrated folder on Monarch Junior price-marking 
machine; also sample Monarch tickets, tags and labels. 


Monarch Junior 
price-marking machine 
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yr 


Store Name 
Address 
Post Office 








State 
JCK.-8-55 


Zone 
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also decided, when he was planning his new store. to 
eliminate as much waste motion as possible by making 
the vault big enough so that display cases could re 
wheeled right in at night, thereby eliminating the time. 
consuming business of transferring each shelf jndi. 


vidually. 





Hess’ store is designed with a modern exterior faced 


in Roman brick. The same material was used to cover 
the exterior of the vault which measures 8 by 10 feet. 
The cost of the steel door of the safe was $350 and the 
eight-inch-thick brick wall cost approximately the same 
amount. 

Hess reports that his diamond case, that stands in 
front of the vault during the daytime, is six feet long, 
three-and-a-half feet high and two feet wide. Mounted 
on rubber-tired casters, it can be rolled into the vault 
in one simple operation. 


Employees’ Retirement Fund 


(From page 132) 


for the amount of salary. 

“T don’t know anybody who has a comparable pro- 
gram. Most insurance plans benefit the younger people 
more. We wanted to give something to the older ones.” 

But, young or old, the plan has worked well for Olsen 
& Ebann’s people—and for the company. It has had a 
definite stabilizing influence on employment — again, 
mostly among the older people, since the younger ones 
But it 
is these older employees, with many years of skill and 


don’t have such a substantial stake in the fund. 


experience, that Olsen & Ebann wants particularly to 
hold as the backbone of the organization, as long as 
they are able to work. Then, as a reward for loyal ser- 
vice, Olsen feels they deserve some retirement provision. 
The profit-sharing trust has served both purposes well. 
The appreciation of employees is very real, whether 
they remain or leave the company. Olsen tells of one 
young woman, for example. who came into his office 
and said she wanted to leave. He urged her to take more 
time to think about it—and if possible to stay until the 
following May when she would be fully eligible to re- 
ceive the total amount of her profit-sharing fund. 
The girl spent a weekend thinking, then decided to stay 
a while. Later she was married and told Olsen “the first 
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check helped.” Then, after a year or so, he heard from 
her again: “Gee! Do I appreciate that check; it comes 
in so handy. We're going to have a baby and my hus- 
band is having a pretty hard time.” If the girl had left 
a month sooner than she did, Olsen points out, it would 
have cost her more than $1,100. 

The retirement fund is drawn from company profits 
before taxes. It is based on a flexible formula which 
takes approximately 25 per cent of the profit, up to 15 
per cent of each participant’s salary. Distribution is 
based on shares allotted for time of service and salary— 
one share for each year with the company and one share 
for every $100 of annual earnings. Thus an employee 
who has been with the firm for 13 years and earns 
$5.000 this year would receive 63 shares in the next dis- 
tribution. There is just one limitation on this. While 
everybody. from Clarence Olsen down, receives a cut 
of the profits, executives are restricted to $12,000, or 
120 salary shares, regardless of their actual income. 
Thus, percentagewise, a clerk or a watchmaker may 
receive a far larger percentage of his income than a 


manager of a store. 


TO BECOME ELIGIBLE 

Employees become eligible to participate in the fund 
after they have been with the company for five years, 
but if they should leaves before another five years have 
elapsed, they actually receive only a part of the amount 
credited—20 per cent of it for each year they stay beyond 
the first five. By the time they've been in the firm for 
ten years, O & E believes they have become so well, 
integrated in the organization—and have such a stake 
in the retirement fund—that they are unlikely to leave 
for other employment. Thus the people who are of great- 
est value to the company are most likely to remain, which 
was one of the original purposes of the program. 

Today virtually all of the 46 participants are fully 
vested—that is, have been in the fund the full five years. 
Any who are not and who leave the company will for- 
feit part of their fund—this forfeiture being redistrib- 
uted annually to the other participants, at the same time 
they are credited with the new contribution from com- 
pany profits and the interest from the government bonds 
in which most of the fund is invested. 

As of the end of the 1954 fiscal year, last May 31. 
here is how the fund stood: 

Olsen & Ebann contribution $288,186.37 
40,704.66 
11,744.72 

Expense (safe deposit box) 72.00 
\ccounts liquidated 92,862.31 
247,701.44 


Along with a rundown of these figures, O & E annually 


Interest earned 
Profit from forfeitures 


Trust fund net value 
gives each employee a statement of his own standing in 


the fund. Here’s how a typical account might look for 
the last fiseal year: 


Your share of O & E contribution $ 147.88 
Your share of 1953-54. earnings .. 232.18 
Your share of 1953-54 forfeitures 1.72 


(Continued on next page) 
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SELL IT = 
p=4 
3 WAYS! 
e CENTERPIECE 
e SERVER 


e CANDELABRUM 


You'll get three times the volume with 
this versatile epergne because it's three 
gifts in one! Show it with the saucers in 
place as a centerpiece for after-dinner 
mints, salted almonds, etc. Or as a server 
for cocktail tidbits, bonbons and such. 
Remove the saucers, and show it with the 
candles in place as a glamorous and gra- 
cious candelabrum. In crystal and heavy 
silverplate. 


Spread is 8% inches, height 11 inches. 


Modestly priced, to retail at only 


"Th 


Nationally Advertised 


in 
The New Yorker «+ House and Garden 
House Beautiful 


THE SHEFFIELD SILVER COMPANY 


MADE IN U.S.A. 


17 Crosby Street, New York 13, N. Y. 
RRNA. ee 
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For New Goods or Repairs 


| 











A. Bottle Opener (Ring Type) “B. Cap Lifter (Hook Type 
C. Knife Blade (Medium) D. Cheese Scoop 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 


NORTHAMPTON CUTLERY COMPANY e¢ 
||] NORTHAMPTON 2, MASS: _@ 
































ESTABLISHED 1671 








JEWELER’'S ‘‘TRUMP CARD” 


ROSES 


Kem’s new Bridge design 
for Christmas gift business. 


wie g 





Le 


* 
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THE ORIGINAL PURE PLASTIC 





PLAYING CARDS 


This colorful new design, featuring life-like roses in full bloom, bids 
fair to be a beautiful seller for jewelers everywhere. The famous Kem 
features add to its sales appeal: WASHABLE, DURABLE, REPLACE- 
ABLE, GUARANTEED. 
For Christmas - and year ‘round gift business - 
stock up now on “Roses” and an assortment of 
other top-selling Kem designs. 


Two decks in handsome black plastic case retail for 
$7.50. Three-deck Samba and Bolivia sets $11.25. 
Four-deck Calypso sets $15.00 


For discount information, or catalog and 


\IVZ/ 


sample cards write to: 
KEM PLASTIC PLAYING CARDS, INC. 
595 Madison-Avenue, N. Y. 22, N. Y. 
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Quarterly ‘Dollar Day’ Sales 


The effectiveness of the “Dollar Day” sale has been 
proved for the jeweler, says David E. Kortz. of Kortz 
and Son Jewelers, Denver, Colorado. 

Kortz says that based on the experience of his store 
during the past several years, a “Dollar Day” sale every 
three or four months achieves three main objectives: 
disposes of tag-ends of stock, increases traffic and vol. 
ume during a slack selling season and brings a much 
larger number of people than usual into the store. 

Kortz says that enough odds-and-ends in costume 
jewelry, novelties and gifts are accumulated in a 90-day 
period to make a “Dollar Day” worth while. He allows 
his customers to serve themselves, and he reports that 
there has been no apparent pilferage as a result. 





Among the significant results of the sales, he says, is 
that the majority of the customers are teen-agers, work- 
ing girls, limited income young couples, all of whom are 
good potential jewelry customers, but who are not nor- 
mally found among the store’s patrons, 

Kortz believes that “Dollar Day” sales “can be the 
groundwork on which many future sales of top-priced 
merchandise are made.” 





Total credits during year ended 5/31/54.... 381.78 
Valuation at beginning of year............. 9,287.84 
Valuation an af 5/31/56... 6.065 66s ees: 9,669.62 


Accompanying each year’s report to employee is a 
letter from the three trustees—Jennie Berg, a 30-year 
employee of the diamond department; Arthur L. Olsen, 
vice-president and co-founder of the business with Clar- 
ence Olsen 48 years ago; and Carl L. Hawk, the firm’s 
comptroller. 

A typical statement might remind employees of the 
meaning of the fund, in terms like these: 

“In as much as all participants in the Trust Fund are 
employees of Olsen & Ebann and since our benefits 
through the fund are almost entirely based upon the 
results from Olsen & Ebann operat‘ons, it certainly be- 
hooves each and every one of us to be mindful of the 
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net results to the company in all of our work and trans- 
actions. 

“All unnecessary cost, such as lost sales, inventory 
shortages, excess or unnecessary purchases, definitely 
diminish Olsen & Ebann’s contribution to the Trust 
Fund. 

“Remember, that if you are not pulling your share of 
the load, it might be that your co-workers will not only 
realize you are shirking your duties to the company, but 
that your indifference is also directly instrumental in 
the decreased contributions. 

“Let us all realize that it is up to each and every one 
to do all we possibly can to conduct a profitable opera- 
tion for the company—don’t take the easy way out by 
leaving it all to management. 

“Your part in the operation is proportionately just as 
important as that of any other employee, regardless of 
position or title.” 


EMPLOYEES HAVE BENEFITED 


A considerable number of employees have already 
realized the benefits of this program, upon retirement— 
at 65 in the case of men, or 60 for women. At that time 
they can draw the fund in any way they wish, so long 
as it is entirely drawn within ten years; however, in 
practice the standard method has been in five annual 
instalments. In the case of an employee’s death, his 
beneficiary receives a lump sum or instalments, accord- 
ing to the beneficiary’s wishes and the trustees’ judg- 
ment. 

The physical aspects of record-keeping and detail on 
the program are remarkably simple. Comptroller Carl 
Hawk, one of the trustees, keeps the entire record in a 
single small ledger book, with one sheet for each em- 
ployee’s account. He estimates he spends a total of 16 to 
20 hours’ time ¢ year on taking care of these records. 
After this simple chore is completed, the three trustees 
go to a local bank, buy bonds with the money and put 
the bonds in the bank vault—which accounts for $72 
a year rental charge which is the only expense charged 
against the Trust Fund. 

After 12 years Clarence Olsen is able confidently to 
say that he’s glad he built his own profit-sharing plan— 
and didn’t take the word of those who said the kind of 
program he wanted “couldn’t be done.” 

He knows it can be done—and he knows too that it is 
paying high dividends in employee good will, security, 
loyalty and stability. 


Thar’s Gold in Them Thar Counters! 


The big uranium boom is upon us! This nationwide 
craze is not only bigger than the 1849 gold rush, but is 
different in two respects: first, it has created a new type 
of “prospector.” Secondly, since uranium ores are radio- 
active, counters which detect and measure radioactivity 
have become extremely popular. In practically every 
state, young people, old people, businessmen, students, 
etc., are buying Geiger counters. 
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cellulosic base 
lacquers and enamels 







for ropes and 





other jewelry 











® Dipping Lacquers — 
CLEARS -— a wide selection 
COLORS -— to match your 


samples 


PEARL — for glass or ground or 


molded acetate beads. Specifically designed for use 
over soft-flow acetate and will not soften due to 
plasticiser migration 













e Spraying Lacquers — 
CLEARS — for all kinds of metal jewelry 
COLORS — to match any sample 
PEARL — same as for dipping enamels 


e Baking Enamels — 
CLEARS and COLORS — for all types of metal 


We have had over 30 years’ experience in 
formulating lacquer for the jewelry trade 


FREE Samples—just drop us a request 
Lacquers to your requirements 
Coated beads and buttons 


Chemical Products 


CORPORATION 











King Philip Road * East Providence, R 
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NEW. 81" long. Retail, tax inc. $95-9 


IZE! 


3 compartments — king size and regular | 





rf personal 
STERLING CIGARETTE BOX | | 


Never-to-be-forgotten gift for the groom, the president of 
your club, the retiring executive, the tournament winner 
—and for a thousand other appreciations and occasions. 


IN 5 SIZES 


ized lifetime remembrance 





#1—4" long, 3%" wide, 1%"*high $27.50 
#2—6%"' long, 34%" wide, 1¥2" high $38.50 All prices 
#3—4" long, 3%" wide, 2%" high $35.00 retail and 
#4—6%"' long, 3%" wide, 2%" high $50.00 include tax 
#5—8e"' long, 34%" wide, 1/2’’ high $55.00 


Newspaper mat of this advertisement is available. Your 
newspaper will add store signature and facsimile engrav- 
ing shomee to copy above. Use it to bring profitable gift 
business to your store. We can provide engraving service. 


Write for catalog of complete Smith & Smith line. 














NORTH ATTLEBORO, 
MASSACHUSETTS 


smith & smith 
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Ask any woman why she takes off an earring while answering 
| the phone and she'll tell you an earring hampers clear ‘recep- 
tion and causes annoyance when pressed against the receiver. 


| TelcEze snaps on, is adjustable and easily removed for clean- 
| ing, making it a sanitary feature as well. It is made of durable 
| plastic in red, blue, green, ivory and black. TelaEze is not a 
| pad, but actually a device that improves the hearing because 
| 


EZE COMPANY, 0->:. rc-s 


17640 Fonthill 


PHONING WITH EARRINGS ON 
. MADE 
EASY 


for 


WOMEN 


A necessity 
for Every 
Woman that 
Wears Earrings 
Both in the 
Office and 

At Home. 


TELAEZE 


Priced at 
80 cents 





creates its own sound box. 


For free sample and information Write to: 


Torrance, Calif. 


Please state whether Dealer or Jobber. 
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This buying wave has brought substantial profits to 


those retailers who have discovered that “you can strike 


it rich without stirring from behind your counter,” 









A new uranium detector setting sales records in some 


jewelry stores is the super-sensitive FS-11] Scintillator 
shown above. Because of its high sensitivity, the FS-]] 


is especially useful for detecting deep uranium deposits 
and distant ore veins, and for prospecting while moving 
at good speeds (i.e., in a car or airplane). 

This scintillator comes complete with batteries, tubes, 
and a genuine leather, weather-proof carrying case. Also 
included are a calibration source, instruction manual, 
and U. S. government book, “Prospecting with a Coun- 
ter.” Retail price is $525. Technical Associates, 140 
W. Providencia Ave., Burbank, Cal. 


Can You Top This? 


Admittedly, promptness is not a characteristic 
female virtue, yet few members of the fairer sex are as 
unconcerned about the flight of time as the woman who 
recently entered the store of Richard R. Bryan in 
Aberdeen, Washington. 

She voiced a complaint: 


“This watch has never worked right since you repaired 
it,” she asserted. 
Mr. Bryan took her watch and opened the case to check 
the date he had worked on it. He was astonished to discover 
that his repairs had been made in 1932! Understandably 
perplexed as to why she had waited 23 years before return- 
ing with the watch, he ‘asked the woman why she hadn’t 
brought it in sooner. 

| Her answer just about floored him: “I just didn’t 

have a chance to come into town,” she replied nonchalantly. 


Write us a note about your unusual business experience 
| (literary style is unimportant). $5 will be paid for 
| each story published. Address JC-K Editorial Dept., 100 
E. 42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 
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MEDALS, CRUCIFIXES AND 
CENTER PIECES HANDSOMELY 
CRAFTED IN STERLING SILVER 


Ecclesiastically authentic 
front and back. 

Each medal jump-ring at- 
tached and carded. 
Items illustrated are '!/, 
actual size. 

Also available in 10K solid 
gold and gold filled. 


SUBJECTS NOT ILLUSTRATED: 
Infant of Prague 24 


St. Anthony 34 
St. Joseph 34 
St. Anne 34 
St. Jude 34 
O.L.P.H. 34 
Mother Cabrini 34 
Little Flower 34 


Special subjects available 
for foreign countries. 

Sterling St. Christopher Auto 
Pin. Gift boxed 0 


JAYAL COMPANY 


175 Fifth Avenue 
NEW YORK, N. Y. 
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Fess Parker, star of the Davy Crockett motion picture, 
and Buddy Epsom, co-star, were in Cincinatti, Ohio in 


A2| #103 


eae ; Seen a: ae 


ESR? 2 


July in connection with the showing of the Davy Crockett 
movie at a local theater. 

Recognizing the publicity potentials, Charles E. Rich- 
ter, Richter Jewelry Co., put himself and his store in the 
public eye by presenting watches to Fess Parker and 
Buddy Epsom. 

Also, in a contest sponsored by the theater and news- 
papers, Richter’s presented 24 watches to the winners 
on the stage of the theater. 

Above, Charles Richter presents a special watch to 
Fess Parker, star of the Davy Crockett movie. The 
presentation took place on the stage of a local movie 
theater. 


Promotions Keyed to Farmers 

The 28th annual Stoughton, Wisconsin Festival and 
Junior Fair was held in mid-July last year with many 
thousands attending. Exhibitors in three rural youth 
groups competed for $3,000 in prizes. There were 
parades, band concerts and other entertainment events 
to attract the crowds, as well as many agricultural, busi- 
ness and educational exhibits. 

“Stoughton is issentially an agricultural center,” 
secretary George Nettum said, “and the more you 
achieve through 4H, FFA, and other rural groups. the 
more you benefit from rural progress.” 

Homemaking exhibits, a Wisconsin Sheriffs’ Associa- 
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when SPEED 


Visit us at 
space 97 


AMERICAN NATIONAL 
RETAIL JEWELERS 
CONVENTION 
at the Waldorf-Astoria 
. 


SEND FoR FREE 
DISPLAY CATALOG 


DIKE SKE 97> € 


Socially correct invitations 
delivered in 1 to 2 days! 


© All the traditional bridal papers, 
including trousseau stationery. 


e Heliograving—the finest raised lettering. 
100% rag stock. Accuracy guaranteed. 
e Big 40% discount! Orders shipped postpaid. 


REGENCY Thermographers 


28 WEST 23RD STREET, NEW YORK 10, N. Y. 
DIP Re B99 Ee D9P KR D> DIP DIP KEE DI KEE D9 KE KEKE 


Now Ready— 


29th ANNUAL REPORT on the 
DIAMOND INDUSTRY, 1953 
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Sth ANNUAL REPORT ON THE 


Namo 
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Get a copy of this 12 page booklet showing the world's output of 
diamonds, importations, trends in fashions and retailing of diamond 
jewelry and a wealth of other information valuable. to anyone 
importing, cutting and selling diamonds. 


PRICE POSTPAID 50 cents a copy 


Remittance must be sent with all orders—no charge accounts opened 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd Street New York 17, N. Y. 














tion “Jail on Wheels” and a big Wisconsin Conservation 
Dept. animal exhibit helped to pull in many Visitors 
from nearby sections. 

In Norfolk, Neb., the Chamber of Commerce Stages 
an annual eatery show which attracts many farmers, 
They also put on an annual banquet for farm women 
which brings in about 1,000 women from 16 counties, 
Stores are decorated for this latter event, and have many 
bargains. A special issue of the local newspaper plays 
up the activities of farm women; and many merchants 
offer special prizes for the women. 
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Who Wears the Pants? 


© The impulse factor at the point of sale is as impor- 
tant in Salem, Ohio, a town where Quaker customs and 
traditions still thrive, as it is in any other place in 

the country. 

One day recently, a Quaker couple entered the S. F. 
Sonnedecker jewelry store on East State St. The husband 





was attired in a homemade black suit and hat and had 
long flowing sidewhiskers. His wife was also attired 

in black. 

The pair had come into the store to buy a clock, and 
after an exhaustive examination of the stock, they 
narrowed their choice to two models, priced at $20 and 
$35 respectively. 

The man turned to his wife and asked her: “Which one 
does thee like?” Without hesitation she pointed at 

the $35 clock and said: “I like that one.” 

“Well,” said her husband, “if thee likes that one, and 
insists, thee shall have it. But if thee doe -sn’t_ mind, 
we shall take the other one.’ 

With that her husband reached into his coat pocket 
and took out a worn leather billfold from which he 
extracted a $20 bill and laid it on the counter. The 
transaction thus completed, the couple left the store 
apparently delighted with their purchase. 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17 N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 
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Are you 
selling watches 
for yourself... 
Or for your 
competitors 


When you convince a customer of the merits of 
a particular watch, then see him (or her) walk 
out of the store, go down the street and buy 
it from a competitor for dollars less — it must 
be maddening! 

But that will never happen with Marc Nicolet 
watches — Marc Nicolet does not sell to discount 


houses, wholesale-retailers, house-to-house can- 








vassers or any other outlet which competes with 
the retail jeweler. Furthermore, another jeweler 
cannot compete for your Marc Nicolet sale—you 


get an EXCLUSIVE FRANCHISE in your territory. 


Put your selling efforts behind Marc Nicolet. 
You can be sure that sales will stay with you 


without sacrifice of mark-up. 


— 6h Mare Nicolet 


MANUFACTURERS OF FINE WATCHES SINCE 1886 


Sole distributors in the United States and Canada 


WINTON WATCH COMPANY, 64 West 48th Street, New York 36 N. Y. 


Visit us at ANRJA Show, August 14-18 at Waldorf Astoria, space 411 











Diamond’s—an unusual but appropriate name for a 
new jewelry store at Kenosha, Wisconsin—deserved an 
outstanding store front. Through modernization of an 
old hardware store, co-owners Robert L. Mink and Sadie 
*F. Thiet developed such an eye-catching front. 

The old store had two unsightly supporting columns 
in front of it. These were enclosed by Indiana ivory 
Roman brick in a section seven feet wide and 12 feet 
high. Space was left between the columns (and in the 
brick wall) for installation of a small shadow box win- 
dow. It is ideal for displaying special or unusual items, 
as the displays are seen by every passerby and also by 
customers entering the store next door, whose entrance 
is joined to the brick section. 

The main show window is one sheet of plate glass. 
10 by 12 feet, giving the store an “open look,’”’ which is 
an important feature of the modern store front. Below 
the main deck of the window, four shadow boxes were 
constructed, in order to utilize the maximum amount of 
display space. The boxes are used to show larger items, 
such as chests of silverware, coffee services, luggage and 
appliances. A spotlight effect on each display is achieved 
by illuminating each shadow box with a 40 watt fluores- 
cent tube. 

The window deck itself has versatile uses. As it is 
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“Diamond” 




































etting ... 





A new merchandising 
opportunity was made 
by naming this store 
“Diamond’s.” The 
store design makes a 
fitting showplace 

for diamonds, silver, 


and precious jewelry. 


made in two sections, the deck can be removed and used 
for a display within the store. This would leave the 
window completely “open” so that the entire interior of 
Diamond’s could be seen by passersby. Co-owner Mink 
also pointed out that if they wanted to promote watch 
repair, the watchmaker could move his bench and equip- 
ment to the front of the store near the window. 

The glass front is built on an angle going into the 
store. Given this direction, window shoppers can drift 
up to the entrance—an all-glass door at the right side 
of the 17 foot front. A ceiling is over this triangular 
area and thus creates a marquis type walk-in for Dia- 
mond’s. To mark the store, incandescent spotlights are 
set flush in the ceiling of the marquis, which is. of course, 
triangular in design. A flooring of red tile leads into the 
doorway. 

The customer steps into a store 14 feet wide by 69 
feet long. He sees before him matching fixtures of blond 
birch and diversified wall decoration. The left wall of 
the store is painted dubonnet. The right wall is a com- 
pletely different design, making the store look wicer. 
It is decorated with wallpaper in a modern floral design 
of chartreuse, white and dubonnet. 

Diamond’s, as the name of the new jewelry store, was 


(Please turn to page 222) 
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“Neva Heard” Company. It was “positively” 
(once again. \ 
guaranteed for one year but Athis turned out to 


be a bad year for 17-Jool “Neva Heards.” There's 


fire in Mrs. Swindled’s eye and somebody who 


makes like a retailer is going to have to make 


like a Big Adjustment or else! 


MORAL: Build your business with reliable brands. 
Brand name products are presold, stay sold; cut returns and 
exchanges way down. Brand name manufacturers stand behind 
their merchandise, earn the confidence of your customers, 
win respect for your store. 


= Brand Nan Foundation 







IT'S NEW... 
AND IT'S YOURS... 
FOR FREE! 


Send for this new brochure . 


with the benefits of Brand — 
retailing plus details of the greatest 
retailing achievement in hie 37 W. 57 ST., NEW YORK 19, N.Y 
the Brand Name _ Retailer-of-the-Year 


Awards Program. A Non-Profit Educational Foundation 
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For the Convenience of the Public— A Waiting Room 


An advartageous location at a 
busy traffic intersection is being skill- 
fully utilized by the Rudolph Bros. 
jewelry store at 40 Journal Square, 
Jersey City. This firm has set up for 
the convenience of the public a wait- 
ing room corner in a separate sec- 
tion of the sales floor. It is well 
patronized by people waiting for 
trains and buses, making appoint- 
ments with friends, or simply paus- 
ing for a rest while shopping. 

The waiting room has its own en- 
trance off the main street. Taking in 
an area of about 10 x 15 feet, the 
room is decorated with a sofa and 
red upholstered chairs, and a table 
with reading matter, such as maga- 
zines and newspapers. There is also 
a floor lamp to give it a further 
“homey” touch. 




















































The waiting room at the Rudolph Bros. store is in a separate section of the sales 
floor. It is well patronized by people waiting for trains and buses, for friends, ete. 


waiting room, there is often a ten- 
dency to wander over to some display 
and inspect merchandise. 

Typical, perhaps, of business which 
has developed is the case of the two 
elderly women who stopped to rest 


Leonard H. Miller, store supervisor. 
“Furthermore, people have come to 
ippreciate our interest in them even 
though no sale of merchandise is in- 
volved. They can’t help but feel that 


we are ready to serve them at all 
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In this room people can pause as 
long as they feel like for rest and 
comfort, or chat with friends, or to 
get out of inclement weather. The 
store even volunteers to transmit 
telephone messages for the visitors. 

“Such a convenience has impressed 
the public that we are an integral 
part of the community and ready to 
render service at all times,” explains 


times, which we know is an impor- 
tant retailing principle.” 

Although visitors to the waiting 
corner are never solicited by store 
personnel, nevertheless sales have re- 
sulted from these drop-ins. The sec- 
tion is adjacent to the optical de- 
partment and this is a reminder of 
eveglass needs. Since the rest of the 
sales floor is in open view from the 


there while waiting for a bus. In the 
interim they looked around and asked 
questions. A few days later they re- 
turned to purchase a watch for their 
grand-daughter on her graduation. 

The Rudolph Bros. store is situ: 
ated opposite the Hudson Tubes sta- 
tion leading to New York City. Also, 
more than 20 bus lines congregate 
at the site. 








mond’s total dollar business. 

The owners also believe that the success of their dia- 
mond business can be attributed to “our catering to the 
individual customer’s special desires, leaving no stone 
unturned as far as style, quality, price and service is 


A New “Diamond” Setting 
(From page 220) 







chosen very carefully by the owners. The choice was 
made largely because of the versatile uses of the name. 
“Buy diamonds at Diamond’s,” for example, is one of concerned,” 

the striking slogans used by the store. Wherever dia- The problem of getting traffic into the jewelry store 
monds are advertised, in or out of the city, it reminds was solved by Diamond’s shortly after they opened. The 
Kenosha people of the new store. In any diamond pro- local utility company made the store a pay station for 
motion by the firm, the name Diamond’s scores twice, gas and electric bills. This service of Diamond’s to the 
as it advertises both merchandise and the store itself. community brings in an average of 1.000 people a month. 
On suitable occasions, the owners run their pictures in 
the local paper as “Kenosha’s King and Queen of Dia- 
> Mink stated this type of advertising always 
brings a good response. He also emphasized that dia- 
monds are continually advertised by Diamond’s. The 
store's name and tie-in promotions with it have helped 
build diamond merchandise into 48 per cent of Dia- 













At Fort Madison, Ia., each year, the women of the 
local chamber of commerce cooperate with leading 
farm women to put on a big rural-urban picnic. The 
purpose of this annual affair is to provide an oppor 
tunity for businessmen in town to become familiar 
with various farmers living in their trading area. 





mond’s.” 
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Vou'll be surprised at these figures 







Thanks to the thrift of employed Americans and 
the cooperation of 45,000 companies which have 
enrolled more than 8.000.000 men and women in 


the Payroll Savings Plan— 


@ Sales of E and H Bonds (H Bond is the current-income 
companion piece of the E Bond, sold only to individuals 
and purchased in larger denominations by executives) in 


1954 totaled $4.9 billion, a new peacetime record. 


@ Sales in 1954 exceeded all redemptions in that year of 
matured E Bonds and unmatured E and H Bonds by more 


than $400 million—the highest net amount since 1949, 


@ Cash value of E and H Bonds outstanding reached a new 
record high of $38.2 billion, a gain of $1.5 billion in 1954. 


@ This $38.2 billion cash holding by individuals represents 
14% of the national debt. Never before has the national 


debt of our country been so widely held. 


These figures, far more effectively than mere words, 
tell the story of The Payroll Savings Plan—why it 
is good for America, why it is good for business. If 
you do not have the Plan, or if you have the Plan 
and your employee percentage is less than 50%, 
phone, wire or write to Savings Bond Division, 


U. S. Treasury Department, Washington, D.C. 


The United States Government does not pay for this advertising. The Treasury Department 
thanks, for their patriotic donation, the Advertising Council and 
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SPEIDEL ENTERS MEN'S JEWELRY FIELD. Speidel Corp., famous for its dramatically suc- 


G-E 





cessful promotion of watchbands, has announced its entry into the men's jewelry 
field. The new line, including tie bars and cuff links, was delivered to retail 
jewelers last month. The retail prices range from $2.50 to $15. An official of 
the company stated, "Speidel is grateful for another opportunity to contribute 
to the success and,prosperity of the jewelry industry." 


SMALL APPLIANCES SET SALES RECORD. A new six months' sales record for General 
Electric small appliances has been set during the first half of '55. There were 
increased sales in each of the division's product lines: electric housewares 
(particularly electric irons, mixers and toasters), electric clocks, automatic 
blankets, fans and vacuum cleaners have been responsible for a 27 per cent in- 
crease over last year's totals for the same period. 


LONGINES-WITTNAUER ENTERS WEATHER INSTRUMENT FIELD. The recently established Witt- 


nauer Instruments Division of the Longines-Wittnauer Watch Co. is now introduc- 
ing to jewelers its new Wittnauer Weather-Key instruments for the home. It 
comprises a complete line of barometers, hygrometers and also thermometers. 


MALTBY STEVENS, INTERNATIONAL SILVER PRESIDENT, DIES. The president of the Inter- 


national Silver Co., Maltby Stevens, died June 28 at Meriden Hospital, Meriden, 
Conn., at the age of 59. Mr. Stevens was a member of a family that had 
pioneered in the manufacture of sterling silver in this country. He joined 
International 43 years ago, rising through the ranks to become president of the 
concern in 1951. He is survived by his wife, the former Anne E. Lynch, three 
brothers, Evarts, chairman of the board of directors, Fred M. Stevens, and 
Howard Stevens, and a sister. 


ANRJA CONVENTION, AUGUST 14-18. It is estimated that approximately 13,000 persons 


will attend the Golden Anniversary Annual Convention and Trade Show of the 
American National Retail Jewelers Association at the Waldorf-Astoria Hotel in 
New York City, August 14 to 18 inclusive. Nearly 400 exhibitors will take part 
in this year's trade show. Outstanding entertainment at the annual banquet, 
Thursday evening, August 18, will be provided by the Jewelry Fashion Show fea- 
turing fashions in jewelry of yesterday and today. The fashion show will be 
Staged by the Jewelry Industry Council's fashion director, Martha Percilla. 


SMUGGLERS INCREASE WATCH, DIAMOND OPERATIONS. Last year, officials of the U. S. 


Customs Bureau seized three large shipments of contraband watches totaling 
15,500 inexpensive movements, and confiscated several large shipments of 
diamonds scheduled for illegal entry into this country, plus many smaller lots. 
The loss of taxes to the government and profits to legitimate business men as 

a result of increases in these two types of smuggling is reaching "alarming 
proportions," government officals say. Smuggling of watch movements and diamonds 
has increased to such an extent that these categories are now two of the gov- 
ernment's top three smuggling problems (narcotics is the third). 


BUSINESS CENSUS WINS FUNDS. The long-awaited census of business is in the windup 


stage and preliminary reports on results should begin coming to businessmen by 
Fall. Congress has appropriated an additional $4 million to complete the census, 
publish and distribute it. The data has been collected and is now being com- 
piled and checked by electronic computors in Washington. 
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JA Convention 


JULY 24th TO JULY 28th 


CIRCULAR- KEYSTONE’S 


REPORT ON THE 








Basic Subjects: Price-Maintenance and 
Industry-Promotion Dominate Convention 


Fair Trade is thoroughly analyzed in panel discussion based on 
question: ''Has Fair Trade Done Anything for Retail Jewelers?" 
Operation Cherub dramatically presented to receptive jewelers 


@ The air of the convention reflected the 
present healthy condition of the retail 
jewelry trade. Present at the Conrad 
Hilton Hotel in Chicago were thousands 
of jewelers to attend the National Jewelers 
Association Convention and National Jew- 
elry Fair, July 24 to 28. 

At twelve o’clock noon on Sunday, July 
24, the doors to the exhibition areas 
swung open. Over 175 manufacturers, 
wholesalers and importers showed their 
latest lines for Fall and Christmas. This, 
the tenth post-war National Jewelry Fair 
and annual NJA convention, found many 
jewelers looking and buying. 

On Sunday night at 9:00 P.M., the 
opening business session was held. NJA 
president Seymour Greenberg made an ad- 
dress of welcome. He said, “Instructive 
and provocative business sessions have 
been arranged. Retail jewelers seek at 
conventions not only new merchandise 
and new promotion ideas but also informa- 
tion to guide them in conducting their 
business.” 

To the overflowing audience of jewelers 
awaiting the start of the first business 
session—“Has Fair Trade Done Anything 
for Retail Jewelers?”—Mr. Greenberg said 
that some segments of the industry are 
for and some are against Fair Trade. 
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The National Jewelry Fair officially opened Sunday, July 24, when Seymour Greenberg, 
NJA president, cut the ribbon. Looking on are members of the NJA Board of Directors. 
(Note cherubs—the trademark of "Operation Cherub''—floating in the background). 


“We have brought together,” he stated, 
“speakers holding pro and con views.” 


axe 









SEYMOUR GREENBERG — "Instructive 
and provocative business sessions have 
been arranged." 


Mr. Greenberg then introduced Fred B. 
Dreifus, Dreifus Jewelry Co., Memphis, 
Tenn., the moderator for the debate. 

Mr. Dreifus, in his usual cool and com- 
petent manner, remarked, “The purpose of 
this discussion is to try to view Fair Trade 
objectively—in theory and in practice. It 
is not the purpose of this business session 
to engage in personalities, in recrimina- 
tions and therefore I want to caution 
speakers and the audience that calling of 





NATIONAL 





JEWELRY FAIR 


pleat? 


names has no place here. This is a dis- 
cussion.” 
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FRED B. DREIFUS—'"The purpose is to 


view Fair Trade objectively." 


The first speaker, Clarence Moses, Ex- 
ecutive Director, Ohio Retail Jewelers As- 
sociation, and a staunch supporter of Fair 
Trade, took the affirmative side to the 
question, “Has Fair Trade Done Anything 
for Retail Jewelers?” 

At the outset Mr. Moses made_ two 
points: (1) There is nothing wrong with 
Fair Trade that a “little enforcement” 
couldn’t help. (2) The ultimate success 
of Fair Trade rests with the retail jew- 
eler. It has been effective, he noted, in a 
town in North Carolina, where jewelers 
banded together and brought suit against 
a discounter. They won an_ injunction. 
Thus, Fair Trade has done something for 
these jewelers because they did something 
with Fair Trade. 

“Let us put Fair Trade in its proper 
perspective,” Mr. Moses remarked. “Fair 
Trade is not the jeweler’s sole problem. 
He has many others. Sales have been 
spread thin in recent years because of the 
existence of more jewelry stores. Then, 
there are the outlying suburban shopping 
centers. Still another problem is the ag- 
gressive promotions of the automobile in- 
dustry—selling on credit—diverting money 
away from jewelry sales.” 

The crux of Mr. Moses’ speech was 
that Fair Trade is a new problem. It de- 
serves a chance to succeed. 

He explained that the Miller Tydings 
Act became law in 1937. World War II 
began in 1939. From 1939 to 1947 there 
was a period of material shortages. Con- 
sequently, there was no problem then. 

In 1950, Mr. Moses continued, the 
Korean war broke out. Again a_ period 
of shortages. 

“So, for three or four years now we 
have been faced with the Fair Trade 
problem. It is a brand new problem. It 
deserves a chance; it hasn’t been given 
an opportunity to succeed.” 

In concluding his speech, Mr. Moses 
noted that the problem isn’t Fair Trade 
itself—it is enforcement of the act. But 
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it is not fair, he stated, to ask manufac- 
turers to enforce Fair Trade in every town 
and city in the U. S. A. The manufac- 
turer cannot do it; he lacks the financial 
resources to maintain the necessary legal 
staff. The upshot is that if retailers want 
Fair Trade, they must enforce it by ob- 
taining injunctions against discounters. 





CLARENCE MOSES—"Fair Trade de- 


serves a chance to succeed,” . 


““Eternal vigilance is the price of 
freedom.’ Let me paraphrase this, if I 
may. ‘Eternal vigilance and enforcement 
is the price of Fair Trade.’ ” 

Taking the negative side was Myer B. 
Barr, Barr’s Jewelers & Silversmiths, 
Philadelphia. 

Mr. Barr prefaced his speech with the 
following statement: “Let it be known to 
all I like Fair Trade, would love it, if it 
were enforceable against my competitors.” 

Mr. Barr noted that he helped collabor- 
ate in the writing of the 1936 Pennsylvania 
Fair Trade Act. Through the years he 
has upheld the state law. 

“Despite my great enthusiasm for the 
birth of Fair Trade, my conscientious dili- 
gence in trying to keep Fair Trade alive, 
and my altruistic Utopianism for the 
future of Fair Trade, the facts in today’s 
mud-slinging confusion of what is known 
as Fair Trade leave me with conclusive 
arguments that the retail jeweler has been 
little more than a decoy for greedy man- 
ufacturers, and fly-by-night retail and dis- 
count opportunists. 

“Fair Trade has made the jeweler an 
‘unfair’ competitor. 

“Ask yourself if you believe in the 
American way of fair competition—and 
you'll say, ‘Of course I do!’ But reflect in 
cool, sober recollection. Do you know 
what competition is? 





MYER B. BARR—'"Fair Trade has made 


the jeweler an ‘unfair’ competitor." 


“Let your neighboring competitor sell 
harder, cut a price, or out-promote you 
and that’s ‘unfair.’ 
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“We jewelers are blindly for Fair Trade 
laws—to protect us against fair competi- 
tion.” 

In concluding, Mr. Barr said, “Don’t 
let any discounter deceive you by his 
double talk as being against Fair Trade. 
He is no doubt for it as much as any 
legitimate retailer is. This is probably the 
strongest personal reason for being against 
Fair Trade.” 

The next speaker, Leo Weisfield, Weis- 
field’s, Inc., Seattle, Wash., took up the 
sword to defend Fair Trade. He was 
introduced by moderator Fred Dreifus as 
“Mr. Fair Trade.” 

In an impassioned address, Mr. Weis- 
field stated that in his opinion, as far as 
he knew, there has never been a decision 
against the theory of Fair Trade. The 
problem in the courts has always been the 
non-signer clause. 

“T say Fair Trade has done a great deal 
for the retailer. Fair trade was not in- 
itiated solely for manufacturers; it was 
done for the small retailer. It provides 
equal opportunity for all, protecting in 
particular small businessmen.” 

Mr. Weisfield then went to to say that 
if Fair Trade were properly conducted 
all retailers would be in favor of it. 

“Fair Trade is not responsible for its 





LEO WEISFIELD—"Fair Trade protects 


the small businessman." 


In concluding, Mr. Weisfield remarked 
emotionally, “If and when Fair Trade dis- 
appears from this country, God pity the 
average jeweler. He'll disappear along 
with Fair Trade!” 

The final speaker was Edwin S. Malmed, 
General Counsel, Retail Jewelers Associa- 
tion of Philadelphia and Eastern Pennsyl- 
vania, Inc., Mr. Malmed, a polished and 
urbane speaker, observed that Fair Trade 
is idealistic and was probably drawn up in 
a room in an ivory tower. It is idealistic 
but it cannot work. 

“T am not for repeal of Fair Trade 
laws,” Mr. Malmed said. “It belongs to 
all industries. In fact, it works beautifully 
in some other industries. 

“The question of this debate is, ‘Has 
Fair Trade Done Anything for Retail Jew- 
elers?’ Yes, it has done many things for 
the retail jeweler. It enables you to get 
good and expensive locations in your 
town; to have trained and expensive per- 
sonnel; to advertise your products. Fair 
Trade has enabled you to maintain beauti- 
ful show cases and displays. All this en- 
ables the guy around the corner—the dis- 
counter—to use your store as a showroom. 
You’re a sitting duck.” 





Mr. Malmed stated that Fair Trade has 
destroyed the relationship between the 
retail jeweler and the salesmen who call 
upon him. For, “Fair Trade makes liars 
out of manufacturers and their salesmen,” 





EDWIN S. MALMED — "Fair Trade is 
idealistic, but it hasn't worked." 


Why can’t Fair Trade work in the jey. 
elry industry? Mr. Malmed said, “There’s 
a vicious circle theory I have developed, 
It works like this. A jeweler creates de. 
mand with his beautiful store and mer. 
chandise; the manufacturer sees this de- 
mand and increases his production; as a 
result of increased production, the man- 
ufacturer needs more outlets.” 

Mr. Malmed then moved to another 
phase where he responded to a point em- 
phasized by the opposition. 

“Every one here has_ remarked that 
there’s nothing wrong with Fair Trade 
that proper enforcement couldn't help. 
This reminds me of the two men who met 
on the street. One said he had just re- 
turned from Atlantic City. He was asked 
by his friend how he liked it. “It’s okay 
but take away the ocean and the board- 
walk and what do you have left?’” 

In concluding, Mr. Malmed _ stated, 
“Fair Trade has helped in one way: it 
showed you, the retail jeweler, the ad- 
vantages of a strong trade association. It 
has, in fact, led to the creation of strong 
trade associations.” 

After Mr. Malmed’s speech, Fred Dreifus 
invited audience participation. For nearly 
one hour a very animated discussion took 
place between speakers and members of 
the audience. 

Perhaps the best way to. sum up the 
attitude and responsiveness of the audience 
to this well-prepared program is to quote 
Fred Dreifus, who said, “This discussion 
of Fair Trade, to my knowledge, has been 
the best that has ever taken place.” 

Two eminent men of science, Dr. Miles 


ANNOUNCEMENT FROM WALTHAM 


Representatives of the Waltham Watch 
Co. stated with respect to the report ol 
the remarks of Sydney L. Albert, President 
of Bellanca Aircraft Corp., in Los Am 
veles on the 19th of July, that while nego- 
tiation for acquisition of a portion of the 
capital stock of Waltham Watch Co. by 
Bellanca for the purpose of giving the 
latter working control are in progress, they 
have not been completed and no acquisi- 
tion has yet occurred; and that Bellanca 
is not in a position to dispose of the watch 
inventory of the Watham Watch Co. 
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J. Martin and Dr. Frederick H. Pough, 
were the featured speakers at the Mon- 
day morning business session. Dr. Martin, 
Manager—Research Information, General 
Electric Research Laboratory, devoted his 
address to the accomplishments of the 
General Electric Company’s scientists in 
the production of man-made diamonds. 

Follow. = Dr. Martin’s address, Dr. 
Frederick H. Pough, JC-K’s gem consult- 
ant, brought the audience up-to-date on 
the latest information on natural and man- 
made stones. His informative talk was il- 
lustrated with color slides. He explained 
the use of technical equipment in iden- 
tification and classification of gemstones, 
synthetics and imitations. 

Concluding his address, Dr. Pough in- 
vited the audience to visit at any time 
during the convention his headquarters at 
the hotel, where he had on display Star- 
ilian, greened amethyst, synthetic star 
sapphires and rubies, Indian moonstones, 
and numerous interesting specimens. 

At 11:00 A. M. on Monday, July 25, 
a forum was held on, “How Can I Fi- 
nance My Instalment Sales of Jewelry?” 
Kenneth R. Wells, vice president, Ameri- 
can National Bank & Trust Co., Chicago, 
served as moderator. The members of the 
panel included S. W. Skidmore, National, 
Inc., Indianapolis, Ind.; A. E. Brendel, 
vice president, A. J. Armstrong Co., Inc., 
New York; William J. Botto, Jewelers 
Acceptance Corp., New York; and Herman 
Wasserman, The Watch Shop Jewelers, 
Louisville, Ky. 

Before introducing the first panel mem- 
ber, Mr. Wells noted that we are in an 
expanding economy. The population is 
growing rapidly and the overall economic 
picture is bright. He offered cautionary 
advice: despite the present prosperity of 
the nation, credit must be still extended 
wisely. Don’t put accounts on your book 
for the mere sake of quantity alone. 

Mr. Wells then introduced panel mem- 
ber Herman Wasserman. The latter, an 
experienced credit jeweler, observed that 
the prime asset of a jeweler’s business 
Is not his inventory—which isn’t sold— 
but his accounts receivable. For, accounts 
receivable can be converted into cash. 
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“If you want to expand your business,” 
Mr. Wasserman observed, “you need ade- 
quate financing. Now, there are a number 
of methods. You can incorporate your busi- 
ness and issue stock. Or you can take 
in a partner. Still another method is to 
turn to a bank or a financing agency.” 

There are disadvantages is assigning 
accounts receivable, Mr. Wasserman said. 
“You get more cash than you know what 
to do with. You might get a false sense 
of security and perhaps over-expand. The 
important thing is to know exactly what 
you, the individual, want and what you 
are striving for.” 

William J. Botto, the next speaker, ex- 
plained briefly to the audience the aims 
and purpose of his firm, the Jewelers Ac- 
ceptance Corp. He remarked that his 
company does not merely lend money, 
it offers advice, aid and service. 

The two principal advantages in fi- 
nancing accounts receivable, Mr. Botto 
noted, are: (1) a jeweler can take ad- 
vantage of cash discounts; (2) he can 
expand his business. 

A. E. Brendel, vice president of A. J. 
Armstrong Co., briefly outlined his firm’s 
background. He noted, “We are essentially 
a factoring company and we do a $150 
million business a year.” 

The final speaker was S. W. Skidmore, 
National, Inc., Indianapolis, Ind. Mr. 
Skidmore illustrated his speech with charts 
showing how one of his firm’s stores suc- 
ceeded with the aid of financing. 

Cash is essential, Mr. Skidmore noted, 
for store expansion, adding to inventory, 
and for putting one in a position to take 
advantage of cash discount buying. Bor- 
rowing money from individuals was not 
recommended. Issuing stock creates too 
many problems and taking in a partner 
can be hazardous. The best source of 
cash, he said, are banks or financing 
agencies. 

On Monday night jewelers were given 
the opportunity to learn what some suc- 
cessful jewelry stores have done to in- 
crease their prestige and profit through 
their watch repair services. Alvin Levine 
of Foote, Cone & Belding, National Direc- 
tor, Field Merchandising for the Watch- 


The NJA's busy Board of Directors took time out at their Sunday afternoon luncheon 








to pose for JC-K's photographer. 


makers of Switzerland, served competently 
as usual as moderator of the forum— 
“Watch Repairs Build Jewelry Store 
Profits and Prestige.” 

The purpose of the business session, Mr. 
Levine noted, is to provide an exchange of 
ideas of successful methods which can be 
applied profitably by others. He added sig- 
nificantly that the jeweler is not another 
jeweler’s chief competitor. On the con- 
trary, other merchants of other industries 
are the threats. 

Mr. Levine then introduced Howard 
S. Schrantz, president, Horological Insti- 
tute of America. Mr. Schrantz urged all 
jewelers to take their watchmakers into 
their confidence. For, he noted, a watch- 
maker can be a public relations man for 
his employer as well as a repairman. 

Mr. Schrantz explained the background 
of the H. I. A., the reasons why it was or- 
ganized and how it can aid the entire 
jewelry industry, as well as watchmakers. 
Following Mr. Schrantz was Arthur F. 
Beck, executive secretary of the H. I. A. 
Mr. Beck outlined the Institute’s Certifica- 
tion program, explaining how it ultimately 
protects the jeweler and the public. Sta- 
tistics show, Mr. Beck remarked, that cer- 
tified watchmakers earn more money for 
themselves and their employers. 

Melvin Foer, Melart Jewelers, Washing- 
ton, D. C., a repeat speaker from last 
year’s watch repair panel, reviewed his 
firm’s experiments in streamlining the 
watch repair department. 

Since he took an interest in this depart- 
ment the cost of operation has decreased 
while volume and profits increased. Not 
only that, but the watchmaker has reacted 
favorably to his employer’s interest in his 
work. The watchmaker now feels that 
he is an integral part of the store. He 
has even taken greater interest in store 
sales and helps to promote watch sales in 
particular. 





NATHAN BLANK DIES 


On July 22, 1955, Nathan “Nate” Blank 
passed away. A resident of Chicago and 
representative for Speidel Corp. for 17 
years, Nathan Blank was 54 years of age. 
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The power-packed Christmas promotion 


subject of the Jewelry Industry Council's 


The final panel speaker was Paul Leeds, 
Leeds Jewelers, Highland Park, Ili. His 
firm started about four years ago as a 
one-man repair shop; today it is a 
jewelry store which supports seven people. 
Mr. Leeds said, “I attribute this success 
to the store’s watch repair department.” 

He noted that he does not hire watch- 
makers on a salary basis. He has found 
from experience that for his operation 
a piecework system is most satisfactory. 
Thus, the watchmaker is his own boss 
under this system. He has incentive to 
do good work and he is responsible for 
comebacks. 

The watch repair department, Mr. Leeds 
continued, is and should be a profit-maker, 
and not merely a service for customers. 
In fact, his store makes 44 per cent profit 
on repairs. 

Mr. Leeds said that every fourth ad he 
runs is for his watch repair department. 
He has found it prudent to occasionally 
run pictures of his watchmakers in the 
ads, along with some details about their 
training in watchmaking. “People go for 
that!” Mr. Leeds exclaimed. 

The repair department in his Highland 
Park store is located at the rear, adjacent 
to watchbands and watches. As a direct 
result of a competent watch repair depart- 
ment his watchband sales have steadily 
increased. 

Following Mr. Leeds address, moderator 
Al Levine invited members of the audience 
to ask any questions they had _ pertaining 
to watch repair departments. One jeweler 
asked, “What services should be done 
‘free’ by the repair department?” 

“For regular customers,” Mr. Leeds 
replied, “we replace broken spring bars 
and we cement loose crystals.” 
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of the JIC—"Operation Cherub''—was the 
Board Chairman Irv Chayken's talk. 


At the Tuesday morning business ses- 
sion Jay C. Lighterman—*Professor Quiz” 
—acted as moderator of a forum on, “Idea 
Exchange—Any and All Questions An- 
swered on the Conduct of Retail Jewelry 
Business.” Panel members included: 
James G. Marks, Marks Bros. Jewelers, 
Inc., Chicago; William U. Meier, instal- 
ment-debt life insurance expert, Pruden- 
tial Insurance Co. of America; M. S. 
Abelson, Abelson’s, Inc., Newark, N. J.; 
Oliver A. Jenkins, Duval Jewelry Co., 
Jacksonville, Fla.; Isadore Meyer, Meyer’s 
Jewelers, Vallejo, Calif.; Stanely B Good- 
man, Goodman’s Jewelers, St. Paul, Minn.; 
and Ralph DeRoy, Joseph DeRoy & Sons, 
Inc., Pittsburgh, Pa. 

As in previous years, this popular, 
highly edifying quiz-type program was well- 
attended. 

At Tuesday night Irving N. Chayken, 
Chairman Jewelry Industrial Council, ex- 
plained to a packed audience the JICs 
plans for a gigantic promotion—Operation 
Cherub. 

“Ahead of the jewelry business for the 
next ten years,” Mr. Chayken said, “lies 
the Land of Promise. We in the business 
confront a boom. How come? Here's one 
of the reasons: 

“Since 1940, the busiest bird in Amer- 
ica has been the stork. Since 1940, our 
country’s birth-rate has risen with a spee: 
unprecedented. 

“Right now, our country’s purchasing 
power is at the highest level in our his- 
tory. Well, these young people I’m talking 
about will become wage earners; and 
they'll raise the country’s purchasing power 
still higher. Meanwhile, of course, their 
entry into adulthood will increase still 
further the number of purchasers of 








jewelry-store items. 

“This all sounds as if we're Sitting 
pretty. But are we? Near at hand, the ; 
a fire raging. It endangers the richest prize 
within a retail jeweler’s reach—his Christ. 
mas-gift business. It’s the fire of re 
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“You see, in this day and age, with 
market analysts on the prowl all over the 
place, you can’t hide a market under q 
bushel no matter how big and tight tha 
bushel may be. Nor can you enclose q 
market in a fence, hang out a no-trespass. 
ing sign—and by that means alone keep ql| 
invaders out. 

“What used to be your market has he. 
come so big and so tempting as to attract 
other industries that, until fairly recently, 
haven’t been interested in the gift market 
at all. But now, hot after that market, hig 
industries—industries that set aside for 
the purpose special advertising and promo. 
tion budgets—have climbed into you) 
backyard. And your backyard is being 
invaded, too, by small industries. . . . 

“Here I bring you news—available for 
your use to enable you to meet this newer 
competition and beat it—is artillery even 
leavier. 

“Tt’s called ‘Operation Cherub’. It be. 
gan last year as a gleam in the eyes of the 
Jewelry Industry Council, whose hoard 
authorized its president, Albert E. Ilaase, 
to look into the inter-industrial competi. 
live situation and recommend a program 
of action. Mr. Haase spied out the land 
and recommended a_ program that the 
council’s directors approved, unanimously 
and enthusiastically. 

“And now that program, having been 
checked and cross-checked and _ reviewed 
hy our industry’s leaders, is offered to re 
tailers jointly by the Council, the Amer. 
ican National Retail Jewelers Association 
and the National Retail Jewelers Associa- 
lion. 

“To begin with, the program will be 
spearheaded by a section of advertising 
scheduled for publication in the December 
3 issue of The Saturday Evening Post— 
on the newsstands November 29.” 

Mr. Chayken went on to say that this 
advertising campaign will be supported by 
tremendous publicity. Jewelers can and 
must tie-in with the campaign. 

Mr. Chayken stated, “Let me draw up 4 
kind of recapping inventory of what the 
program offers: (1) national advertising 
at the big-league level; (2) nationwide 
publicity to implant in people’s minds 
sift-buying ideas, the gifts to be bought in 
jewelry stores; (3) the cherub as the 
program’s co-ordinated symbol; (4) spe 
cial set-in type sections for newspapers. 
carrying gift-buying news stories and fee 
tures plus space for local advertising: (5) 
a merchandising kit that is at once an it: 
struction book and a source of prom 
tional ideas and materials.” 

The annual NJA banquet which took 
place Wednesday night, July 27, at the 
Palmer House was a gala affair. Following 
dinner a stage show was presented offering 
the best entertainment from TY, stage: 
radio and night clubs. 
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Economists Predict Business 
Boom for Remainder of '55 


Retail business in general, and jewelry 
sales in particular, should continue at a 
near-record clip through the remainder of 
1955, if forecasts of private and govern- 
ment economists are accurate. 

The U. S. Commerce Department, in a 
mid-year tally, predicts the continued 
health of business and industry for at 
least another six months. Factory produc- 
tion of all kinds will remain at boom 
levels, and therefore employment and 
wages will both continue to inch up. As 
a result, consumers will continue to have 
plenty of money, and will have the con- 
fidence to spend it, the Department says. 

Specifically, the Department predicts 
that steel production will remain high, 
with demand slackening off late in the 
year, so that supplies should improve. Cop- 
per and aluminum will continue in peak 
demand, and shortages probably will re- 
main. 

Production of consumer durable goods, 
including jewelry, silverware and _ house- 
wares, will continue at a high rate as 
demand remains strong, the Department 
forecasts. 

The economists point out that retail 
sales in June reached $15.6 billion, a 
record for the month, and that installment 
credit is also climbing above the $31 
billion mark. So far, the economists are 
not too worried about the credit spree, 
because of the high earnings of workers. 

Added up, the fall promises to be a 
time when retailers should make sure they 
have plenty of stock on their shelves and 
boost promotion and advertising activities. 


G-E Small Appliances Set 
Six-Months Sales Record 


A new six months sales record for 
General Electric small appliances has been 
set during the first half of 1955, according 
to an announcement by W. H. Sahloff, vice 
president, at the NHMA “Housewares 
Show” held recently at Atlantic City. 
He said that increased sales in each of 
the division’s product lines had been 
responsible for the 27 per cent rise over 
last year’s totals for the same period. 

Mr. Sahloff commented that many of 
the new products and product designs 
displayed by manufacturers at the show 
would be a major factor in making 1955 
another record year for the industry. He 
said that retail promotions are at an all- 
time high all over the country. 
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Watch and Diamond Smuggling Increasing; 
Customs Officials Seek Aid From Jewelers 


Last year, officials of the U. S. Customs 
Bureau seized three large shipments of 
contraband watches totaling 15,500 inex- 
pensive movements, and confiscated sev- 
eral large shipments of diamonds sched- 
uled for illegal entry into this country, 
plus many smaller lots. 

One of the shipments of watch move- 
ments alone accounted for 8,000 move- 
ments, valued at about $85,000 wholesale 

most of the watch smuggling activities 
involve inexpensive units. 

But the total loss of taxes to the govern- 
ment and profits to legitimate businessmen 
as a result of increases in these two types 
of smuggling is reaching “alarming pro- 
portions,” government officials say. Smug- 
gling of watch movements and diamonds 
has increased so substantially that these 
categories now are two of the govern- 
ment’s top three smuggling problems 
(narcotics is the third). 

Customs officials, under the direction of 
Chester A. Emmerick, Chief of the En- 
forcement Division, are stepping up their 
efforts in an attempt to dam the flow of 
contraband watches and diamonds enter- 
ing this country. But they need help. 

Providing this help can be important 
to jewelers, and jewelry wholesalers, man- 
ufacturers and legitimate importers in two 
ways. First, stopping the flow of illegal 
merchandise means more legitimate sales. 
Second, it can mean cash in the pockets 
of some persons. 


REWARD OFFERED FOR TIPS 


Customs laws provide that the govern- 
ment will pay 25 per cent of the value 
of captured contraband, up to a maximum 
of $50,000, for original information lead- 
ing to the arrest and conviction of smug- 
glers. 

In the last three years, the government 
has paid out at least $250,000 to less than 
a dozen individuals in checks of $25,000 
to $50,000 for tips. A lot more money has 
been paid in smaller rewards (most of 
them at least big enough for a new Cadil- 
lac). 

Some 175 customs investigators—detec- 
tives of the customs service—are now work- 
ing to check smuggling. More and more 
emphasis is being placed on capturing 
watch and diamond smugglers. 

But without tips, the investigators have 
to rely on searching each passenger or 
vehicle coming into this country. And 


that’s at best an ineffective method, Mr. 
Emmerick says. He notes, however, that 
the U. S. government gets a lot of tips 
from foreign sources. 

“Businessmen should have no qualms in 
giving information on persons who violate 
United States laws and who damage their 
livelihood,” he points out. 

The customs enforcement chief says his 
office has gotten a lot of complaints re- 
cently from industry and business about 
the increased smuggling in watches and 
diamonds, but “it’s always just general 
statements.” “They tell us smuggling is on 
the rise, and we know that, but what we 
need is facts on where to stop some ship- 
ments, or where it’s winding up in this 
country,” he adds. 


WATCH SMUGGLING ON INCREASE 


Smuggling of watches, especially inex- 
pensive movements, has increased drasti- 
cally since last year’s 50 per cent hike in 
the watch tariff. The tariff system is the 
reason for the increase, and for the con- 
centration in inexpensive movements. For 
instance, the 8,000 movements found in 
one shipment (cached in a_ passenger’s 
suitcase) were valued at only about $85,- 
000, but the duty would have been $55,- 
000, because it is assessed on the type of 
movements, adjustments, number of jewels 
and other factors, and not on the value 
of the movement. 

Smuggling of diamonds also has _in- 
creased in the past few years, because of 
the excise taxes and high income taxes, 
Mr. Emmerick says. He points out that 
diamonds smuggled in without invoice 
are sold without the excise taxes being 
paid, and the Internal Revenue Service 
cannot use an invoice to check income 
tax returns. 

Mest of the smuggled watches come in 
to the port of New York by ship. But most 
of the diamonds are smuggled by air 
through Canada, Cuba, and the South 
American countries, Mr. Emmerick says. 
There are apparently no organized smug- 
gling gangs or bands. Most of the contra- 
band is carried in by individuals or small 
groups. 

Penalties for smuggling are stiff —a 
maximum of $10,000 fine or five years in 
jail, or both. This applies not only to the 
smugglers, but to anyone who knowingly 


(Please turn to page 230) 
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Obituaries 








Marcus Edelstein, president of the 
Delmark Watch Co., Inc., 535 Fifth Ave., 
New York, died on June 16. He had been 
engaged in the watch and jewelry busi- 
ness for over 50 years. His two sons will 
continue the business. 

Myer Lippa, 60, prominent jeweler of 
Burlington, Vt., died suddenly May 22 at 


, his home in that city. Mr. Lippa was 


born in Russia and came to America as 
a child. He attended schools in Massachu- 
setts. In Burlington, he was a member of 
the VFW, American Legion, and Jewish 
War Veterans. 

Frederick T. Widmer, 78, owner of 
the Frederick T. Widmer Jewelry Store at 
31 West St., Boston, Mass., died June 19 
at the Faulkner Hospital. He was a mem- 
ber of the Boston Jewelers Club and was 
a past president of the Massachusetts and 
Rhode Island Retail Jewelers Association. 
Mr. Widmer has no direct relatives, and he 
will be succeeded in the business by Ken- 
neth R. Park, his assistant for many years. 

Andrew Wilcoxen, Sr., 68, prominent 
jeweler of Muskogee, Okla., died July 9 
after a brief illness. Mr. Wilcoxen, who 
was born at Fayetteville, Ark., had been a 
resident of Eastern Oklahoma for 63 years. 
He served with the Army in France dur- 
ing World War I and returned to Musko- 
gee in 1919. He was employed for four 
years after that by H. L. Stern Jewelry 
Co., in Muskogee and then set up a jew- 
elry store of his own. He has been in the 
jewelry business in Muskogee ever since. 
In addition to his widow, he is survived 
by a son, two daughters, a brother and 
six grandchildren. 


Phillip Barr, 58, Dies; 
Headed 13-Store Chain 

Phillip Barr, 58, of Norfolk, Va., presi- 
dent and treasurer of Barr Bros., Inc., 


which operates 13 stores in Virginia and 
North Carolina, died suddenly June 12. 


PHILLIP 
BARR 





A native of Baltimore, Md., Mr. Barr 
had been a resident of Norfolk for the 
past 40 years. He founded and headed 
the Barr Bros. chain of jewelry stores 
since 1933 and was associated in the 
management with his brothers Lewis J., 
Albert, and Harry, all of Norfolk. 

Mr. Barr was a veteran of World War 
I and held membership in the Beth El 
Temple, B’nai Brith, Norfolk Jewish Com- 
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munity Council, Norfolk Lodge 1 of A. 
F. & M., Norfolk Lodge No. 38 of B. P. O. 
E., the Unity Club and the Hague Club 
of Norfolk. 

Surviving are his widow and a son. 





Maltby Stevens, 59, Dies; 
Fiead of International Silver 


Maltby Stevens, president of the Inter- 
national Silver Co., Meriden, Conn., died 
June 29 at the Meriden Hospital after an 
illness lasting several weeks. He was 59. 

Mr. Stevens was a member of a family 
that had pioneered in the manufacture of 
sterling flatware. Joining the company 
13 years ago, he rose through the ranks 
to become president of the concern in 1951. 

Mr. Stevens was a resident of Walling- 
ford where his grandfather started in the 
silverware business in tne middle of the 
19th century. He joined the company 
in 1912 and was named a foremen in 
1921 and a year later was promoted to 


MALTBY 
STEVENS 





assistant superintendent. In 1929 he was 
placed in charge of Factory M, in Walling- 
ford. He was appointed general manager 
in charge of cutlery and flatware in 1935. 
He became a director of the concern in 
1938 and the following year was named 
a member of the executive committee. 

During World War II, Mr. Stevens was 
responsible for organizing the company’s 
switch to war production, and when the 
war was over he reconverted the factories 
to peacetime manufacturing. 

He is survived by his wife, the former 
Anne E. Lynch, three brothers, Evarts, 
chairman of the board of directors, Fred 
M. Stevens and Howard Stevens, and a 
sister. 





Smugglers Increase Operations 
(From page 229) 


receives, buys, sells, or conceals contra- 
band goods. 

There is no way for the government to 
estimate how much business is being taken 
away from legitimate dealers in watches 
and diamonds because of the increase in 
smuggling. Nor is there any way to deter- 
mine how much revenue the government 
is losing in taxes. “It’s not the ones you 
catch that you’ve got to worry about,” Mr. 
Emmerick points out, “it’s the ones you 
don’t catch.” 

Businessmen who are bashful about giv- 





ing the names of persons or firms sus. 
pected of smuggling or selling smuggled 
goods should remember that the govern. 
ment wants real names when information 
on smuggling is first received. But jt i. 
kept strictly confidential. : 

Not only that, but the government yilj 
make out reward checks to an alias, and 
help businessmen cash the check under 
the phony name. 

“No one has ever found out where our 
information comes from,” Mr. Emmerick 
says, “and no one ever will.” 





Burton M. Reid Sons, Inc. 
Announce Staff Reorganization 


Burton M. Reid Sons, Inc., well known 
wholesale jewelers and watch material job. 
bers of Springfield, Ill., have announced 
a reorganization of the business effectiye 
as of April 1. The reorganization has es. 
tablished J. Speed Reid as president, Hoyt 
M. Dobbs, Jr., as executive vice president 
and treasurer, and Lester E. Collins as vice 
president and general manager. Mrs. Caro. 
line S. Dobbs was elected secretary of the 
company. 

In discussing the reorganization, Lester 
E. Collins stated: “Our reorganization js 
strictly one of management only. Prac- 
tically all of the persons identified with 
the new management have been with the 
company for many years. They are well 
known to our customers as well as to our 
company’s various sources of supply. 

“The company’s financial position is 
sound and secure and with this new man- 
agement we hope to enjoy growth and 
expansion.” 





Hot Fight Expected in December 
At Hearings on Tax Proposals 


A hot fight over proposals to replace 
existing selective excise taxes with a 
uniform national sales tax will begin in 
earnest next December before a special 
congressional committee. 

Spokesmen for several retail associa- 
tions have already signed up to testify 
at the hearings, which run from December 
5 through December 16. They will be 
clashing head-on with manufacturing 
spokesmen over the excise problem. 

The National Association of Manufac- 
turers and the U. S. Chamber of Com- 
merce are favoring a national sales tax 
of five per cent to replace existing levies. 
They want it imposed at the manufac: 
turing level. 

‘But retailers, backed by the National 
Retail Dry Goods Association and_ the 
American Retail Federation, oppose any 
new excise tax scheme, favoring instead 
repeal of all excises. But if congress 
determines that a national sales tax is 
necessary to raise revenue, retailers will 
argue that it should be imposed at the 
retail level, and not hidden. 

A sales tax imposed at the manufactur- 
ing level, retailers argue, pyramids, s0 
that for each 10 cents the government 
gets, the consumer has to pay about 
18 cents, because the tax becomes part 
of a merchant’s inventory cost. 
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Wiss Named Chairman of 
GIA'’s Board of Governors 


The board of governors of the Gemo- 
logical Institute of America, at its annual 
meeting in Boston on April 2, conducted 
elections to select officers for 1955-56. 

Jerome B. Wiss of Wiss Sons, Inc., New- 
ark, N. J. was elected chairman of the 
GIA board of governors. At the same time 
Charles D. Peacock III of C. D. Peacock, 
Inc., Chicago, was elected vice chairman 
of the board, and Dorothy Jasper Smith 
was re-elected secretary to the board of 
governors. 

Mr. Wiss. a 1939 graduate of the GIA, 
is familiar with its activities having been 
a member of the board since the Institute 
was incorporated in 1942. 

Dr. Edward H. Kraus, Dean Emeritus 
of the College of Literature, Science and 
the Arts of the University of Michigan, 
was re-elected president of the Institute 
for the tenth consecutive year. Charles H. 
Church of Church & Co., Newark, N. J., 


was elected to serve as vice-president of 


NEMJ&SAConsidersRepeal 
Of Silver Purchase Act 
A Real Possibility’ 


Repeal of the Silver Purchase Act this 
year is considered a real possibility by 
the New England Manufacturing Jewelers’ 
& Silversmiths’ Association. 

The Senate banking and currency com- 
mittee had hearings scheduled for mid- 
July on the bill sponsored by New England 
senators—particularly Sen. Theodore Fran- 
cis Green and Senator John O. Pastore 
of Rhode Island—for repeal of the arti- 
ficial price supports provided in the old 
Silver Purchase Act. 

The association noted several hopeful 
signs as the date for the hearings ap- 
proached. 

One of these was statements issued for 
the first time by several government de- 
partments, including the Treasury, that 
they would no longer oppose a free silver 
market. 

The Commerce Department also has in- 
dicated that the present bill is proving 
“defective” as a subsidy for the miners of 
strategic metals such as copper, lead and 
zine. 

The bill would take the control of the 
silver market away from foreign industries 
and make silver an unregulated commod- 
ity. This presumably would have a de- 
pressing effect on the now artificially- 
supported price with substantial benefits 
for the jewelry, silverware and other 
silver-using industries in the form of price 
reductions on the basic metal. 

Violent opposition is expected from the 
western silver producers, but the with- 
drawal of opposition from many govern- 
ment departments and the continued pres- 
sure of various industries for repeal could 
result in a successful action in this Con- 
gress, the association says. 

The association—one of the pioneers in 
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the GIA. Fred J. Cannon of Slaudt-Cannon 
Agency, Los Angeles, was re-elected sec- 


retary-treasurer. 

Members of the board of governors for 
1955-56 include Jerome B. Wiss, Wiss 
Sons, Inc., Newark; Charles D. Peacock. 
III, C. D. Peacock, Inc., Chicago; J. Lovell 
Baker, Henry Birks, Ltd., Montreal; Carle- 
ton G. Broer, The Broer-Freeman Co., To- 
ledo; Fred J. Cannon, Slaudt-Cannon 
Agency, Los Angeles; Charles H. Church, 
Church & Co., Newark; James G. Dona- 
van, Donavan & Seamans Co., Los An- 
geles; Myron Everts, A. A. Everts Co., 
Dallas; Paul S. Hardy, Hardy & Hayes 
Co., Pittsburgh; Frederick O. Herz, Herz 
& Bros., Reno; C. I. Josephson, Jr., C. I. 
Josephson Jewelers, Moline; H. Paul Juer- 
gens, Juergens & Andersen, Chicago; 
Lazare Kaplan, Lazare Kaplan & Sons, New 
York City; William P. Kendrick, William 
P. Kendrick, Jewelers, Louisville; John S. 
Kennard, Kennard & Co., Boston; Percy 
K. Loud, Bloomfield Hills, Michigan; Wil- 
liam G. Thurber, Tilden-Thurber Corp., 
Providence; and Leo J. Gogt, Hess & Cul- 
bertson Jewelry Co., St. Louis. 


the fight for free silver—has been taking 
an active part in the repeal action. 





Sonac Corp. to Distribute 
Speidel in New England 


Hyman J. Cohen, president of A. Cohen 
& Sons Corp. of New York, Los Angeles 
and Atlanta, has announced that their 
subsidiary, Sonac Corp. of Boston, has 
been formed as exclusive distributors of 
Speidel products in the New England 
states. 


te, 
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The Sonac Corp., a subsidiary of A. Cohen 
& Sons Corp., will serve as exclusive dis- 
tributors for Speidel products in the New 
England states. The executive team of the 
new Sonac sales organization are, from left 
to right: Meyer Laskin, vice president; Nat 
D. Shapiro, v. p. in charge of sales; Melvin 
S. Cohen, president; and M. L. Weisenfeld, 


secretary-treasurer. 


The new corporation began as of July 
1, headed by Melvin S. Cohen, president; 
Meyer Laskin, vice president; Nat D. 
Shapiro, vice president in charge of sales; 
Mortimer L. Weisenfeld, secretary-treas- 
urer, and Oscar Goldberg, clerk. 

By July 15, the new company had its 
sales force out in the field showing the 
new Speidel line of watchbands as well 
as the newly introduced Speidel men’s 
jewelry line. 

The Sonac Corp. offices will be in the 
Paddock Building, 101 Tremont St., Boston. 














Jewelry 
Engraver's 
Manual 


By John J. Bowman 
and Allan Hardy 


A SENSATION 


when it ran serially in JC-K 


Now in permanent book 
form for shop and home ref- 
erence. From basic elements 
of drawing to the fundamen- 
tals of the use of tools, 
this book takes the beginner 
through the necessary steps 
of learning to be an accom- 
plished engraver. Also coa- 
tains a wealth of material for 
the practising artisan. A must 
for anyone interested in the 
art of engraving, particularly 
as it applies to its application 
to jewelry and silverware. 
Contains 152 pages, many 


illustrated. 


Price $3.50 


a copy—Postpaid + Send check 
or money order—no charge ac- 


counts opened for book purchases. 


The Jewelers’ 
Circular-Keystone 


100 EAST 42nd STREET 
NEW YORK 17, N. Y. 
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Executive Appointments 











Gruen Watch Co. Appoints 
Two New Vice-Presidents 

The appointment of Arthur Hansen, as 
executive vice-president, and Bruce Ender- 
wood, as vice-president in charge of ad- 
vertising, have been announced by Ed- 


ward H. Weitzen, president of the Gruen 


Watch Co. 

Hansen comes to Gruen from the Roller 
Smith Corp. of Bethlehem, Pa., where he 
was vice-president and a director of the 
Instrument Division. Previous to that he 


was factory manager of the Woodside 
Division of Bulova Watch Co. 





BRUCE 
HANSEN ENDERWOOD 
Appointed Named V. P. 
Executive V. P. in charge of 
Advertising 


Enderwood came to Gruen from Mc- 
Cann-Erickson Inc., ad agency, where he 
was creative supervisor on Bulova and 
other accounts. He has held posts in the 
advertising and radio-T.V. fields with 
Bulova, where he served as director of 
television advertising with the Biow 
Agency, the Kudner Agency and the Yan- 
kee Television Network. 





Named Mor. 
of Gem 
Departments 
at Mermod 
Jaccard King 


ORLANDO S. 
PADDOCK 





W. G. Young, president of the Mermod 
Jaccard King Jewelry Co., St. Louis, Mo., 
announced recently the appointment of 
Orlando S. Paddock as manager of the 
company’s diamond and_ precious gem 
departments. 

Mr. Paddock was previously associated 
with the Tilder-Thruber Corp., Providence, 
R. I., as the department head and director. 
He has been identified for many years 
with the activities of the American Gem 
Society and is a registered jeweler and 
certified gemologist. 
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Appointed 
Sales 
Manager 
of R. F. 
Simmons Co. 


GEORGE SPELLMEYER 


SS 





The R. F. Simmons Co., Attleboro, Mass., 
has announced the appointment of George 
Spellmeyer as sales manager. Formerly 
eastern representative for the company, he 
will make his headquarters in New York. 
He will head the merchandising program 
for Simmons chains and other quality 
items, 


Named 
Sunbeam 
Appliance 
Sales Mgr. 


CLIFF 
MENDLER 





Cliff Mendler has been named sales man- 
ager of the electric appliance division of 
the Sunbeam Corp., according to an an- 
nouncement by R. P. Gwinn, president. 

Prior to joining Sunbeam, he was sales 
manager for an eastern distributor. He 
joined Sunbeam as a salesman in the 
Cleveland territory. Subsequently, he cov- 
ered the Syracuse, N. Y., and Philadelphia, 
Penna., territories. He was named as- 
sistant sales manager in 1953. 


Elected to Presidency 
Of 13-Store Barr Chain 


Lewis J. Barr, formerly vice president 
of Barr Bros., Inc., retail jewelers oper- 
ating 13 stores in Virginia and North 


LEWIS J. 
BARR 


Named 
President 
of Barr 
Bros., Inc. 


ES 


Carolina, has been elected president of 
the firm. He succeeds the late Phillip Barr. 








Albert Barr, secretary, has been elected 
treasurer of the firm. 

Both men have been associated with 
Barr Bros., Inc., since its founding jn 
1933, together with Harry Barr, who will 
continue to assist in the management of 
the business. 


Corr and Hertel Promoted 
To New Posts at Elgin 


Election of Harold E. Corr as a vice. 
president of Elgin National Watch Co. 
was announced recently by J. G. Shennan, 
president. At the same time, Fred ir 
Hertel, credit manager, was named assis. 
lant treasurer. 

Corr, who has been assistant to the presi. 
dent since last December, will continue jn 
that capacity. He will also supervise the 
purchasing department and the abrasives 
division, and will act as coordinator of 
watch manufacturing and marketing, 

Hertel joined Elgin as credit manager 
in 1946 after a number of years with the 
general offices of Wilson Brothers, Chi- 
cago. He is a director of the Chicago 
Association of Credit Men. 


Appointed 
Sales Mgr. 
of American 
Charm Corp. 


SIDNEY 
GREENBAUM 





Sidney Greenbaum has been appoined 
sales manager of American Charm Corp, 
18 W. 48 St., New York City. He was 
formerly associated with Rite Jewelry Co, 
Inc. 


Snopek Named Manager of 
Rudolph's Binghamton Store 


Fred Snopek has been appointed man- 
ager of the Rudolph Jewelry Co. store 
in Binghamton, N. Y., succeeding the 
late David Walsh. Mr. Snopek has been 
employed by the Rudolph chain for the 
last 11 years and has managed stores in 
Utica, Union City, N. J. and North Adams, 
INS. ¥. 


Business Census Wins Funds; 
Initial Report Slated for Fall 


The long-awaited census of business is 
in the windup stage, and _ preliminary 
reports on results should begin coming to 
businessmen by fall. 

Congress has appropriated another #4 
million to complete the census, publish 
and distribute it. The data has been col- 
lected and is now being compiled and 
checked by electronic computors in Wash- 
ington. Another $600,000 may be neces 
sary next year to cover the final publish 
ing costs of the nose-counting project. 
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Nickel and Other Metals to 
Continue Scarce Through ‘55 


Tight supplies of nickel and other basic 
metals such as steel, copper, and alumi- 
num, will continue through the rest of the 
year. 

Despite government attempts to ease 
the pinch by releasing nickel and alumi- 
num scheduled for purchase for the stock- 
piles, industrial stocks of most metals are 
at the lowest level since the height of the 
Korean War. And the tight supply situa- 
tion, plus rising wage rates, mean that 
most metals, and products made from 
metals, are going to cost more at all levels 
of distribution. 

The government has released an addi- 
tional four million pounds of nickel io 
industry in the third quarter of the year 
and 150 million pounds of aluminum in 
the next six months to try to ease the 
situation. Officials are also considering 
using favorable tax provisions to try to 
spur construction of additional aluminum 
and steel making capacity to ease the 
pinch next year. But metal-using busi- 
nesses are going to have to face shortages 
for at least another six months, and _per- 
haps a year or more. 


North Attleboro Students Win 
Awards for Jewelry Designs 


Top prizes in the jewelry design con- 
test conducted in Providence in connection 
with the first “Jewelry Festival” on May 
13, were awarded June 23 at the com. 
mencement dinner of the jewelry industry’s 
vocational training school, Providence. 

At the event in the Sheraton-Biltmore 
Hotel, David Dion, a senior at the North 
Attleboro High School, was awarded a 
first prize of a wrist watch for his prize- 
winning design of a piece of men’s jewelry. 





Winners in design and essay contests held 
as part of Jewelry Festival Day in Provi- 
dence on May 13. At left is Miss Barbara 
Bracey, art teacher of the two design win- 
ners. Others pictured are David Dion, 
winner in the men's jewelry design, Miss 
Elna Robinson, winner in ladies’ jewelry de- 
sign, and Stephen Aronson, winner of the 
essay competition. 


His entry was a pair of cuff links, fin- 
ished in enamel and using charcoal shades 
and stones on gold. 

Another first prize—for a design of wo- 
men’s jewelry—was presented Elna Rob- 
inson, also a senior at North Attleboro 
High School. Her’s was a drop earring of 
modified contemporary design. 

There were 10 runners-up in the contest. 
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Wisconsin Watchmakers Hold waid, James Greco and Charles Price, all 
20th Annual Convention of Milwaukee; C. R. Christensen, Racine; 
Tom Armstrong, Watertown; and Wilbur 

The Wisconsin Watchmakers Associa- 


Guell, Fond du Lae. 
tion held its 20th annual convention at the 


ec Among the guests who attended the 
W isconsin Hotel, Milwaukee, on June 18 meeting were Harry Blum. Clyde Cauwen- 


and 19. bergh and Ben Heald, president, vice- 
Officers of the organization who were president and executive secretary of the 
reelected were Al. Loose, of Milwaukee, Wisconsin Retail Jewelers’ Association. 
president, C. L. Glasser, Fond du Lac, vice- The speakers included Granville <A. 
president; Edward Medla, Cudahy, secre- Webb, service representative of the Elgin 
tary; and Conrad Kasten, Waukesha, National Watch Co., Eugene B. Dorrh, 


treasurer. field service representative of the Bulova 

Warren T. Ronde was renamed technical Watch Co., and Richard W. Slaugh, head 
director, and C. G. Anderson was ap- watchmaker of the Hamilton Watch Co. 
pointed assistant technical director. Both The Milwaukee Wholesale Jewelers As- 
are from Milwaukee. Directors of the as- sociation provided the entertainment for 
sociation include Ray Kroenig, Al Mer- the convention. 











fa=st-Vit-)a-Me- Vale Mi aat-lalear-Cotieiaiale| 
jewelers alike profit from 


stars 
play in their sales picture! 


LINDE* STAR % 


mem, Om, am, ae Ba & 


of the Nation's Foremost 
Manufacturing Jewelers 


oy 


I0W YORK CITY 
Beckerman & Lerner 

Belenky Bros., Inc. 

J. L. Brandt Co. 
Coronet Jiry. ’Mfg. Co., Inc. 
Davidson & Sons Jiry. Co., Inc. 
Fideiman-Danziger, Inc. 

J. and H.. Flyer, Inc. 

Geverts &:Co., Inc. 
Goldstein-Gerson Co. 
Green & Co., Jewelers, Inc. 
Harry Guise. 
Kahn and Co. 

Morris Kaplan and Sons 
Knight Manufacturing Co., lic. 
Kritzer, Stern and Kritzer, Inc 
Murray Perkel & Co., Inc. 
Aaron Perkis 

Samuel Platzer Co., Inc. 
K. Polishook and Son Corp. 
S. & M. Jewelry Co. 

David Sarkin, Inc. 
William Schneider 

Stern & Stern, Inc. 
. look to the } Untermeyer, Robbins & Co., Inc. 
J. R. Wocd & Sons, Inc. 


the “starring” role Linde* 






***Linde’’ is a 
register- 
ed trademark of 
Unior® Carbide 
& Carbon Corp. 

a synthetic 
gem. 







































CHICAGO, ILLINOIS $ 


Ed. Cain & Co., Inc. ' 
Hirsch and Oppenheimer 
Milhening Mfg. Co. 

Wendell and Co. 


INDIANAPOLIS, INDIANA * 
Goodman and Company 


MINNEAPOLIS, MINNESOTA 
Ostbye and Anderson 


ST. LOUIS, MISSOURI 
Kinsley & Sons, Inc. 


CHIO 

Fratianne Mfg. Co. 
The Victor Corp. 
PENNSYLVANIA 


Byard F. Brogan 
Helm and Hahn Co. 


NEW JERS 

Acme Ring Mfg. Co, Inc. 
Church & Company 
F. & F. Felger, Inc. 


Jabel Ring Mfq. Co., Inc. 
BUFFALO, N. Y. Jones & Woodland 


The Bock-Lewis Co. Co., Inc. 
M. A. Reich and Co. Larter and Sons, Inc. 


For the best rings 
_and the loveliést 
settings .. 
list-of manufacturing 
jewelers. And for 
the most beautiful 


man-made gems, look to 





Linde* Stars. These manu- 
facturing jewelers use them ) 


in their designs . . . retailers 


find they sell on sight. 


We'll be at 
THE WALDORF 


(BOOTH S-24) 
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Story in Charlotte (N. C.) Newspaper 
Tells How Jeweler Mastered Invalidism 


Jeweler Lloyd Collier of Whiteville, 
N. C., recently received wide publicity from 
a lengthy feature story published in the 
Charlotte (N. C.) Observer. 

The article, entitled “Lloyd Collier . 

A Fighter,” was written by Pulitzer Prize 
Winner Willard G. Cole and relates how 
Lloyd overcame the handicap of paralysis 
of both legs to build up a_ successful 
jewelry business and rise to a number of 
responsible positions— among them the 
presidency of the North Carolina Retail 





Jewelers Association. 

A few years ago, Lloyd’s civic achieve- 
ments were officially recognized when he 
was selected Whiteville’s “Man of the 
Year.” 

This climaxed years of struggle, says 
the article, that began when, as a 16-year- 
old farm boy, Lloyd was struck with un- 
explained spinal pressure on the nerves of 
his left leg. He was never again to walk 
without terrible pain. Worse still, he was 
one day to lose the use of his other leg. 


Crowning more than 

a century of leadership in 
watchmaking progress, 

Tissot presents the revolutionary 
precision ROTOR movement. 


Its ingeniously simple automatic winding 


mechanism has only nine parts, and 


is designed to wind the watch thru a complete 


circle, both ways, at the slightest wrist 


motion. Fitted with direct sweep second and 


equipped with a guaranteed-for-life 


LIFESPRING, the new Tissot Micronized Automatic 


is, indeed, ‘‘The Watch of the Future.'’ 


Model illustrated, Automatic, Water 


and Shock-resistant, Non-Magnetic, Gold filled 


with Steel back, $75. F.T.I. 
Other Tissot watches from $49.50 


ee Gy 4a en 2 es ee OO oe 


501 FIFTH AVENUE, NEW YORK 17 
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Lloyd continued his high school studies 
—on crutches—and earned his diploma 
with his classmates. His future looked 
dim, says the article, until a teacher re. 
ferred him to the State Vocational Re. 
habilitation department. After listening to 
the training possibilities, Lloyd decided 
upon watchmaking. 

But getting a job after completing this 
training was impossible for the inexperi- 
enced — and crippled — watchmaker, For. 
tunately, a druggist came to his aid by 
offering him a corner in his store and a 
discarded kitchen table for a work bench, 

For years, Lloyd toiled in this make. 
shift location, repairing watches and gradu. 
ally adding a few jewelry items. By 1938, 
he had saved enough money to open a 
small store of his own. Soon, tragedy 
struck him again—and he suflered paraly. 
sis of his other leg. 

Despite this handicap, Lloyd’s intense 
interest in civic affairs continued. For 10 
years, he served as chairman of his church’s 
building committee and was the guiding 
light of its $300,000 expansion program, 
During his two years as president of the 
Whiteville Merchants Association, he 
played a large part in earning for it two 
state awards—the Bell Cup and the Presi- 
dent’s Trophy. This was the first time 
these two awards were ever given to one 
local association. 


Lloyd Collier, jeweler of Whiteville, N. C. 
is shown here at work in the china and 
silver’ department of his store. The story 
of how Lloyd overcame the handicap of 
paralysis of both legs to build up a suc- 
cessful jewelry business was told in a feo- 
ture article that appeared recently in 
Charlotte newspaper. 


He also served as chairman of a county- 
wide Cancer Society drive, as chairman 
of the Whiteville Planning Commission, 
as Whiteville Town Commissioner, 48 
chairman of the Columbus County Public 
Library and as chairman of the County 
Resettlement Council, which helped dis- 
placed persons after World War II. 

Currently, Lloyd is president of the 
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North Carolina Retail Jewelers Associa- 
tion, chairman of the Board of Deacons 
of his church, director of the First Na- 
tional Bank, director of the Whiteville 
Hotel Corporation, member and past _presi- 
dent of the local Rotary Club and director 
of the Columbus County Holding Corpora- 
tion. 

Just to fill up his leisure time. he con- 
ducts a 15-minute radio program, “Lloyd 
Collier and Thoughts from His Scrap- 
book,” each Sunday afternoon. 

Collier’s Jewelers, as his firm is known, 
was modernized in 1946, thus becoming 
the first air-conditioned store in White- 
ville and in Columbus County. 





Mchawk Valley RJA Plans 
Cooperative Ad Campaign 


Plans for fall merchandising procedures 
were discussed at a meeting of the Mohawk 
Valley Retail Jewelers Association in 
Hotel Utica, Utica, N. Y. Harry Berns, 
president, outlined plans for cooperative 
advertising and the adoption of an emblem 
to identify member stores. 

Mr. Berns also named a committee to 
arrange plans for the association’s annual 
dinner meeting to be held Sept. 13. J. 
Francis Thibault was named _ honorary 
chairman. Committee members are Philip 
E. Sonne, chairman; Bernard S. Kamin, 
Julius Revitch and Edmund Harris. 


Coro's New Fall Styles 
Show Trend to Elegance 


More dramatic jewelry is the keynote 
of the new fall line by Coro, that was re- 
leased to the country’s fashion editors at 
a press preview held in New York on 
July 14. 

Highlights of Coro’s 1955 fall line 





Coro's new jewelry styles complement 

clothes that will be in fashion this fall. 

Shown here is the chatelaine pin, worn at 

the hip line to accentuate this year's slim- 

mer look. Matching earrings and bracelets 
complete the effect. 
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include bigger earrings, king-size medal- textured geometric designs and _ large 
lions, fancy dog collars, chokers and | ridged squares. 
pendants, and pins that will be worn An oriental influence is discernible in 
at the waistline to accentuate the new, some of the new Coro bracelets. Narrow 
slim fashions in clothes. or wide, highly polished and textured 
New Coro pins are bigger than pre- in various patterns, and often set with 
viously, to draw attention to the new brightly covered stones, they have been 
“tubular torso” look. The uncluttered designed with the idea of complementing 
look of this fall’s new clothes will serve the understated fall silhouette. The 
as a perfect background for pairs of the “Flamenco” bracelet, with intricate de- 
new Coro pins at the collar line, waist- signs hand-painted on gold-colored metal, 
line or worn as accessories on the new is a replica of Toledo handicrafts. 
flat berets. Intertwined circlets in two- Silver with an antique finish is another 
toned gold were designed to be worn feature of this fall’s new jewelry by Coro. 
singly, in pairs or as a threesome. Chate- A silver dollar-sized medallion has been 
laine pins were also featured. painted with bright enamel. Ancient ar- 
New Coro earrings include gold _ but- mor has been the inspiration for a variety 
tons, flat and domed, tassled drop earrings, of other pins and pendants. 


aw ( OR BOTH ) 


EITHER WAY ( “ways 
YOU'LL BE AHEAD 


in the most important sales in your store! 


DIAMOND BRIDAL SETS AND STONE RINGS! 


































e NEW YORK Aug. 141018 
Booths 37 & 38 — Rooms 668-670 


e PITTSBURGH Avg. 28 to 31 
Hotel Roosevelt 


e ATLANTA Aug. 28 to 31 
Room 708 


e DALLAS Sept. 4 to 8 
Room 1249 


@ BOSTON ‘Sept. 11 to 15 
Room 432 


STOP at the 


DASON RINGS 
display at the 


JEWELRY SHOWS 


GET your 
FREE COPY 


of this colorful 


IDEA BOOK 


Write for this 44-page book on your 
business stationery. No obligation. 


Established in 1894 


DAVIDSON & SONS 


JEWELRY CO., INC. 
20 W. 47th STREET + NEW YORK 36, N.Y. 
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Jewelers in 14 States Tie-in 


With Showing of ‘Prize of Gold’ 


Columbia Pictures’ “Prize of Gold,” in 
its first three-week run, was shown in 14 
states and the District of Columbia, cov- 
ering approximately 25 of the country’s 
major markets. This fact was announced 
recently by the Gold Filled Manufacturers 
Association. 

It was pointed out that displays of 
gold filled jewelry and accessories have 
been installed in the lobbies of theaters 
showing the film. In addition, a contest 
exploiting the movie has, according to the 
association, met with much success. 

The contest, which offers gold filled 
prizes to its participants, was promoted 

















successfully on the West Coast by Weis- 
field’s, The firm tied in with the promo- 
tion using window displays and newspaper 
space in Seattle, Tacoma, and Portland. 
In Philadelphia, retailers and WFIL-TV 
cooperated in sponsoring the contest. In 
Boston WCOP was one of the leading tie- 
ins, where not only air time was given the 
contest, but a display of merchandise was 
shown in their Boylston Street window. 

In commenting on the film tie-in, Bud 
Cantor, sales promotion manager of the 
association, stated: “While the first run 
distribution of the film has only been re- 
leased to a small percentage of its po- 
tential cities, these first returns indicate 
that ‘gold-filled’ is being publicized from 
coast to coast in a dignified and construc- 











Picture your jewelry 
in these 


DENNISON CASES! 


The right case enhances merchandise just 
as the right frame adds to the beauty of 
a fine painting. The result — the custom- 
er’s attention is caught, and held. Your 
chance of making a sale increases! 
Dennison offers paper, metal form and 
plastic cases and boxes for all kinds of 
jewelers’ merchandise. Dennison design- 
ing gives these packages potent, sales- 
making display appeal open or closed, 
for modestly priced or prestige jewelry. 
Check your display and packaging needs 
with your Dennison wholesaler. 


Dennison 
MANUFACTURING COMPANY 
JEWELER’S DIVISION 


Marlboro, Massachusetts 


We hope to see you at Dennison Booth 52, 
ANRJA Convention, Waldorf-Astoria, New Yor!:, 
August 14-18. 











tive manner. Retailers, taking advantage 
of this unusual and merchandiseable pro- 
gram, are being amply repaid for their 
efforts. 


This display is typical of the ones used by 
theaters showing Columbia Pictures’ "Prize 
of Gold.’ The display features gold filled 
products and is used in conjunction with a 
contest exploiting the picture. 


“This is but one phase of the gold filled 
program for 1955,” Mr. Cantor added, 
“The association’s consumer advertising 
program covers consistent insertions in 
Life magazine, a junior page in The Sat. 
urday Evening Post, as well as a fall pro- 
gram of NBC’s ‘Morning Show!’” 


Northwestern Retail Jewelers 
Organize ‘Jewel House’ Group 


One hundred and twenty-six jewelers in 
Minnesota have joined together to organ- 
ize a new voluntary cooperative for retail 
jewelers that is to be known as “Jewel 
House, Inc.” 

The new group is a sales and marketing 
organization which seeks the cooperation 
of atotal of 450 independent retail jewelers 
in 1] northwestern states. Sponsor of the 
organization is the jewelry wholesale firm, 
S. H. Clausin Co. of Minneapolis, Spokane 
and Salt Lake City. 

In announcing the formation of the new 
group, Lloyd G. Pattee, executive vice- 
president of S. H. Clausin, said that the 
corporation membership would include 450 
jewelers who would be organized into 
zones which would elect their own officers 
including a regional director, secretary, @ 
member of the board of directors and a 
member of the central marketing board. 


Klein Brothers Co. Moves 


The Klein Brothers Co., wholesalers, who 
have been at 626 Vine St., Cincinnati, for a 
number of years. were to move about 
August 1 to 37 W. Seventh St. The firm 
was established in 1909 and Ray C. Eibel 
is president. Two new company salesmen 
are James Carpenter of Fort Worth, Texas, 
and Solomon Levy of Laredo, Texas. They 
will work in the Texas territory. 
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‘Watch Inspection’ Display Asks 
Consumer ‘What Makes It Tick?’ 


The new 1955 “Watch Inspection Time” 
display offered to watchmakers and re- 
tail jewelry stores by The W atchmakers 
of Switzerland importance 
of expert watch servicing to the consumer 
and promotes jewelry store service de- 
partment facilities. 

Featuring the time-honored, famous 
painting of “The Watchmaker” by Norman 
Rockwell and a striking photograph of 
watch parts in the background, the unit 
effectively asks the consumer, “What 
Makes It Tick?” and follows through by 
stating “Every Fine Swiss Jeweled-Lever 
Watch has more than 125 parts working 
24 hours a day.” 

In addition, the copy suggests to the 
consumer to “Let our expert service de- 
partment inspect your watch and keep 
it ticking the right time.” Tying-in with 
the photograph of watch parts shown on 


stresses the 


the background panel, red strings lead 
to descriptive statements on the base 


of the display about the balance wheel 
traveling 3600 miles a and other 
interesting facts about quality Swiss jew- 
eled-lever watches. 


year 


FARE TIME TS 


RELK YOUR WATCM Om Te 


The Watchmakers of Switzerland are offer- 

ing this new, 1955 "Watch Inspection Time" 

display to watchmakers and retail jewelry 

stores. This full-color, three-dimensional dis- 

play unit stands approximately 19" high, 
20" wide by 8" deep. 


In full-color and three-dimensional, the 
Inspection Time display stands approxi- 
mately 19” high and 20” wide by 8” deep. 
It includes three side cards in the shape 
of watch cases which tell consumers “It’s 
Watch Inspection Time.” the store 
“Standard Factory-Approved Watch Parts 
from Switzerland” and to “Come in today 
for your Time-Saving Inspection.” Watch- 
makers and jewelers can secure this dis- 
play and other Inspection Time promo- 


uses 


tienal material by filling in the order 
card already mailed to the trade. If the 
esrd is misplaced, watchmakers and 


jewelers are asked to write to The Watch- 
makers of Switzerland Information Center, 
730 Fifth Ave., New York City. 

The national inspection time promotion 
takes place September 8-17 this year, the 
seventh consecutive year the promotion 
held. A special contest for 
watchmakers and jewelers tying-in with 
the national event is based upon answers 
to a question concerned with setting up a 
more effective watchmaker-jeweler, sales- 
and-service team. 


is being 
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Weatherman Provides Sunny Day 
For Cincinnati Jewelers Outing 


After more than a week of rainy and 
cold weather, members and guests of the 
Cincinnati Wholesale and Manufacturing 
Jewelers Association got a real break on 
June 14 for their annual picnic at the 
Ryland Country Club in nearby Kentucky. 
The weather was clear and warm and, as 
a result, the golf course was crowded with 
a record number of players than 
half of the 135 in attendance. Attractive 
prizes were awarded winners in the numer- 
ous golf events. 

In a softball game, a team of retailers 
upset a team of wholesalers by a score of 
9 to 4, by getting timely hits off Louis 
Flanagan of the Flanagan-Kovac Co., who 


more 














beauty —for all of time 
AT THE 


had his partner, Al Kovac, as his catcher. 
Other entertainment included various 
sports and cards. An elaborate steak din- 
ner was served during the early afternoon, 
with a buffet lunch later in the day. 

Veteran chairman of the arrangements 
committee was Clarence Loeb of Litwin & 
Sons, Inc. He was assisted by Walter 
Miller of Chic Leather Goods Co.; J. Paul 
Knight of J. P. Knight Co., and Victor 
Youkilis of the Victor Corp. 


Recently elected officers of the Kentucky 
Watchmakers Association are: President, 
George Montgomery, Louisville; Vice-Pres- 
ident, James M. Dodson, Lexington; Sec- 
retary, George W. Lothiemer, Louisville, 





and Treasurer, George Miller, Louisville. 
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New England Jewelry Mfrs. 
Start Work on Fall Lines 


Back from vacation closings in the first 
half of July, the manufacturing jewelry 
industry of Providence and the Attleboros 
is buckling down with optimism to pro- 
duction of fall lines. 

Indications are that the pre-Christmas 
period will be an unusually good one for 
the industry. 

Following the Providence showing of fall 
lines in early May, plans were busy for 










several weeks getting out the sample 
orders that were taken at the 10-day mar- 
keting show in the Sheraton-Biltmore 
Hotel. 
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Upon return from plant closings, it was 
found that re-orders had started to come 
in. The flow was not large but was indi- 
cative of the type of reaction to be 
expected. 

It appears that the wholesalers were 
right when they made their selections from 
the manufacturers’ lines. They bought 
more pieces from lines than has been the 
case for the past two marketing periods, 
when ropes were dominating the attention 
of the retailer. 


Early re-orders show that the retailer 
is ready to extend his stock. Instead of 
concentrating on a few items, he, too, is 
buying more broadly. 

Staple items are moving well, as also is 
the 


case with rhinestone jewelry and 





King-Size Checks 


await your shipment of old gold, silver, platinum, or ANY 
other precious metal in scrap, filings, polishings, solutions, 
sweeps, or sink settlings! Goldsmith’s modern methods 
and 87 years experience produce the most satisfactory 


returns... pay the most kingly amounts. 


Bw. 





111 N. Wabash Ave., Chicago 2, Ill. 
DETROIT 





& 
SMELTING & REFINING CO. 


74 W. 46th St., New York 36, N.Y. 
OAKLAND 











novelties. 

Jewelry workers are being sought by 
many plants, with the expectation that by 
the end of August skilled and semj. 
skilled workers will be at a premium, 

In the past six or seven years the jp. 
dustry in Providence alone has grown to 
the extent of 7,000 workers. This has eaten 
into the reserve pool of jewelry workers, 
More and more firms are bending efforts 
to spread their activity in order to make 
it possible to keep their staffs working 
and thereby eliminate the headaches of 
increasing their personnel at rush periods, 





Gold Filled Mfrs. Ass'n. 
To Release New Color Film 


With the filming of an elaborate fashion 
sequence in which models wear many 
pieces of gold filled jewelry, RKO-Pathe 
has completed production of a 26%-minute 
picture for the Gold Filled Manufacturers 
Association. 





A camera crew on location records a bit 
of business between a customer and jewelry 


clerk for a color film for the Gold Filled 


Manufacturers Association. The scene was 
made in Providence, where much of the 
film was shot. 


Tentatively titled “The Gold Filled 
Story,” the picture keynotes the accelera- 
tion of consumer interest in gold filled 
jewelry, including nationally advertised 
brands. 

The film reveals the background and 
history of this type of jewelry. Tne story 
starts in England in 1742 where, through 
pure accident, the discovery was made 
that has meant so much to the art of 
personal adornment and to the jewelry 
trade—the lamination of a precious metal 
onto a base metal. 

S. L. “Bud” Cantor, sales promotion 
manager of the Gold Filled Manufacturers 
Association, who served during produc- 
tion as research consultant, will take over 
distribution of the picture, designed for 
showing to manufacturers, jobbers, re- 
tailers and their organizations. 





Attends Dance Institute 


Charles E. Richter, owner of the Richter 
Jewelry Co., Sixth and Main Sts., attended 
the National Barn Dance Institute, held 
recently in Monterey, Calif. Mr. Richter 
sponsors a barn dance program on a local 
television station. 
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Sawyer Succeeds Page as 


Chamberlain, of Lunt Silver Co., and 


ent 10 per cent tax is not increased, and \ 









tht b P Joseph Buckley and Lorenz Ernst, both of that, when the time is ripe, it be com- 
hat by Head of New Hampshire RJA oh) © Percival Co. slots: iat. te. Blak dhe called 
semi- Nearly 200 members and guests turned More golf and various sports, lawn for support in the fight to eliminate the 
mm, out for the two-day 40th annual conven- games, soft-ball, bingo, and bridge occu- trade diverting practices so rampant in 
the in. tion of the New Hampshire Retail Jewelers pied the afternoon. Scores of prizes had the jewelry industry. “Either the Fair 
wn to Association at the Farragut Hotel, Rye | been donated for the winners of these Trade law should be enforced or removed 
> eaten Beach, N. H., on June 26 and 27. | events, and in addition numerous prizes from our statute books,” he asserted. 
orkers, Sunday, the 26th, was given over to | were awarded to holders of lucky door Dozens of door prizes were drawn for, 
efforts registration and the annual meeting. Jack | tickets. Oscar Kind, Jr., president of the and the top prize, a TV set donated by 
make C. Sawyer, of Laconia, N. H., formerly American National Retail Jewelers Asso- Bob Brennan of Speidel Corp., went to 
orking vice-president, was named president of ciation, was present with Mrs. Kind, and Miss Marilyn Coulthurst, daughter of H. 
les of the association to succeed Herman D. extended greetings of the national asso- William Coulthurst, administrative assis- 
priods, Page of Portsmouth, N. H. Roger Bras- ciation. tant, Anson, Inc., Providence, R. I. 
sard, of Manchester, N. H., was elected He called upon the members to support During the banquet, prizes were dis- 
vice-president, and Mrs. Jack C. Sawyer | the Association’s Tax Committee which is tributed to winners of the various sports 
was named secretary-treasurer, succeeding | working hard to be certain that the pres- events. 
Mrs. Charlotte M. Page. |= i = = 
A buffet dinner Sunday night was || = — 
ashion marked by some extremely fine ice carvings 
many by the hotel chef, William Panco—fea- | 
Pathe turing among others a 28-inch diameter e 
ninute diamond ring; the Old Man of the Moun- | the time capsule 
turers tains; a jewel chest filled with jewels | 


made from carved vegetables; and two 
iced cakes with rings, strings of jewels, 
and other appropriate decorations, all of 
which brought plenty of applause. The 
dinner was followed by a fine program of 
entertainment. 

On Monday, the 27th, golf and swim- | 
ming occupied the morning, followed by | 
the outdoor clambake, and highlighted by 
the appearance in Bermuda shorts and 
umbrella hats of that hilarious trio, Harry 


with a future 
... for you! 








Elgin to Market First 
‘Watch of Tomorrow’ 


MARSHALL 





Elgin National Watch Co. has announced 
that it will 


release its first “watch of 
































a bit 3 : 
welty tomorrow” about September 1. 
Filled 
- was 
the 
U. S. Patent 
2640668 
‘illed 
lera- 
filled 
tised | 
| | 
and | 
! 
story 4 6 ” ° * 
ugh [] * The modern “capsule” slide watch for 
nade | your most discriminating customers! 
t of | | 
elry The first model of Elgin National Watch || L] * For pocket or purse, desk or table 
etal Company's "direct reading" watch is shown | | 
above. It will be available about Sept. |. | | ; , | 
one | * Ingenious support slides out as prop 
oan It’s an ultra-modern “direct-reading” | | A wonderful traf- | 
rag timepiece that uses hour and minute num- | | fic builder! Promo- | The most unique watch on the market to- | 
joa bers on rotating discs, instead of hands | — aids — | day. Retractable watch so compact it fits in 
ointing to oF ; able: newspaper a i 
for "th ea pry oT dial, to show | mats, color folders. | pocket or purse, with small metal arm that 
re- e sot o — e | slides out as stand for use on table. Shock- 
seen through a tiny, v-shaped opening at ; 6 acti 103 pny 
the bottom of the ais . a Some choice | proof with 17-jewel, 1014” lever movement 
‘ ‘ a “4 . . errifortes open; inquiries ? P . ¥ * 
_The direct-reading watch will retail for invited. | (also available not shock proof at slightly 
$75.00 in a 14-karat natural gold filled | lower cost). Metal, tortoise-shell, or choice | 
case with 21 jewels. | leather covers. | 
iter _ The new watch and 11 other non-work- To retail profitably at about $35.00. 
ded ing “daydream” models were shown last | | f & & | ; 
year ; oe Sea = pf 
‘i Year at the two national jewelry shows MARSHALL WATCH CORP. 
* direct-readin re va j x fe . 
we a aes iene ag selected - 545 Fifth Avenue ¢ New York 17 © MUrray Hill 2-1434 
cal ny jewelers themselves as the “best de- A f lusi tch i d i A 
signed” and the “most likely to sell.” mporters of exclusive watch creations—and top quality movements | 
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Buying at Accessory Show in 
New York Reported as ‘Heavy’ 


Initial buying of both domestic and im- 
ported accessories was heavier than last 
year at the 4th New York Main Floor 
Accessories Show held June 19-23 at the 
Hotel McAlpin, according to show direc- 
tor Allen Bryson. 

The show, held in January and June 
each year by the New York Main Floor 
Accessories Show, Inc., 551 Fifth Ave., 
is designed to give buyers a look at the 
spring and fall accessory lines offered by 
both manufacturers and importers. 

Fall commodities shown at the McAlpin 
included handbags, belts, costume jewelry, 
personal leather goods, gloves, headwear, 
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neckwear, handkerchiefs, blouses, sweat- 
ers and umbrellas. 

Some 120 lines were on view, including 
such jewelry store items as compacts, 
carryalls, novelties and gift items, leather 
goods, men’s and ladies’ cigarette lighters 
and cases, boudoir accessories, coin purses 
and wrist watches. 

In addition to the attention given to 
the fall lines of U. S. manufacturers, 
many of the buyers showed a great deal 
of interest in such items as costume 
jewelry from Italy and belts and hand- 
bags from France. 

Despite the natural emphasis on im- 
ported merchandise at the show, there was 
a cheerful note for domestic manufac- 
turers. Indications are that retail sales of 


The New 


norma 


T2114 Mmelate 
3-pencil 
combination 


You and Samuel Jacobs have much in common. NORMA’S 


top man began his career in the jewelry business. Today, 
he is still active in jewelry ... as the mind behind one 
of the most important jewelry gift items available to 


jewelers. 


Now, Mr. Jacobs offers the complete writing instrument 
_.. the new NORMA PEN and 3-PENCIL COMBINATION! 
It is an item complete in its gift promotability—for 


WRITES IN 3 COLORS 
AND SIGNS IN INK! 


confirmations, graduations, ushers, and all occasions 
throughout the year. 


Use the coupon below to receive all the facts on how 


> 
Click 
Black Pencil 


sie: 
Click 
Blue Pencil 


Gite 


you can build your gift business two ways .. . to 
individuals and to quantity business gift purchasers! 


#604, NORMA PEN and 3-PENCIL COMBINATION 
Ger es a . ¢ $aee 


‘Ink refill, 49¢ 





Red Pencil 


INTRODUCTORY Offer: Extra ink refill-NO CHARGE 








Click 


The regular line of nationally-advertised NORMA 





Multikolor Pencils (4 colors of lead)... . 





It's a PEN! 


from $5.00 to $100.00 



























All models available with pen upon request 


NORMA PENCIL CORP., Dept. B 
Norma Bldg., 137 W. 14th Street, New York 11, N. Y. 








Please tell us how | can increase my NORMA Pencil 
volume through quantity gift sales. 
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NORMA PENCIL CORP., Norma Bldg., 137 W. 14 St., New York 11, N. Y. 



























U. S.-made accessories will be increased 
this fall due to improved coordination ‘ 
accessory items with ready - to - Wear 
fashions. 


N. Y. Guild of AGS 
Holds Annual Election 


At a recent meeting of the New York 
Guild of the American Gem Society, John 
D. Thomas, of the John D. Thomas Co 
New York, was elected president, is 

Other officers elected were: Martin Stone 
(F. & F. Felger, Inc.), vice-president: 
Arthur French, Jr. (Henry C. Reid & Son), 
vice-president; and Dorothy Gene Riedel 
(Frederick C. Kielman, Inc.), secretary- 
treasurer. 

Plans for the coming year were made 
at the meeting, which was held at the 


offices of J. R. Wood & Sons, New York, 


New York "Boutique Show' 
Moves to Park Sheraton 


The New York “Boutique Show” will 
be held from September 11 through 15 at 
the Park Sheraton Hotel. according to a 
statement by the show’s director, Allen 
Bryson. Previously, it was to have been 
held at the Hotel McAlpin. 

Bryson said the move was made “be- 
cause the Park Sheraton is so spacious, it 
has air-conditioned rooms, equipped with 
T.V., and it will generally add to the com. 
fort and convenience of both exhibitor and 
buyer.” 

The show will occupy the third and 
fourth floors of the hotel. As of June 30, 
more than 30 exhibitors had signed up for 
space, Bryson said. 


Swirsky & Ehrlich Offer 
French ‘Jewelry’ Stamp 


A hand holding a loose diamond has for 
a long time been a prominent feature in 
the advertisements of Swirsky & Ehrlich 

so much so, that it has almost come to 
he a trademark. Now, an almost identical 
hand, but holding a diamond pin and a 
pearl necklace and with a diamond brace- 
let at the wrist, has appeared on a special 
French government postage stamp. 

Of 50 frane denomination, this stamp, 
showing other precious metal objects in 
the background, pays tribute to French 
jewelers and goldsmiths. It is one of a 
series honoring France’s “luxury indus- 
tries.” Other stamps in the group honor 
the producers of fine books, tapestries, 
porcelain and china. The background for 
the jewelry stamp is the Madelaine Church 
on the Rue Royale, as seen from the Place 
de la Concord. 

The appeal of this unusual stamp to both 
collectors and non-collectors would make 
it ideal for a jeweler’s window display, 
mounted on a card stating that it is the 
only known stamp to “feature jewelry.” A 
limited supply of the stamps has been ob- 
tained for retailers for this purpose and 
may be secured by writing to Swirsky & 
Ehrlich, 220 West Fifth St. Los An- 


geles 13. 
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APPS 


>» Damon Polcini, of Ledo Jewelers, Hoyt 
Ave., Mamaroneck, N. Y., will serve as 
chairman of the Costume Jewelry Division 
in the 1955 Sister Elizabeth Kenny Polio 
Foundation. The goal of the appeal, to be 
held in August, is $200,000 in Greater 
New York. 

>» Umberto Diagonale, of the firm of A. 
Diagonale and Sons, Inc., 576 Fifth Ave., 
left recently by plane for Japan where he 
will spend the next few months looking 
over the cultured pearl markets and mak- 
ing selections for sale during the coming 
season. 

> George Kampel, long associated with 
Glenn Watch Bands, has announced that 
he is now also associated with the Jablow 
Manufacturing Co., of New York, and will 


carry their lines of gold chains, lockets 
and crosses. He covers the eastern terri- 
tory. 


> The firm of Diston and Dellin, makers 
of mountings and rings, was dissolved June 
30. At the same time, Sol Diston and 
Abraham Silvey announced that they would 
continue the business under the name of 
Diston and Silvey. 


> Edna Stark, jewelry buying and mer- 
chandising service, has moved its offices 
from 389 Fifth Ave., to 437 Fifth Ave.. 
according to an announcement by Miss 
Stark. 


June Session of Golden Circle 
Hears Talk on High Fidelity 


Members of the Golden Circle Sales and 
Executives Club heard a talk on “What is 
Hi-Fi?” at the club’s dinner meeting held 
on June 20 at the Hotel Delmonico in 
New York. The speaker was Roy Neusch. 


of the audio engineering department of 
the Harvey Radio Co. 
Arthur J. Tuveri, president, appointed 


Sy Reich as club secretary to fill the 
vacancy caused by the resignation of Frank 
Sheppard. Lou Waldman, chairman of the 
entertainment committee, discussed plans 
for the next meeting to he held on Sep- 
tember 19. 


New York Jewelry Casters 
Organize New Association 


Announcement has been made of the 
formation of a new jewelry trade associa- 
tion to be known as the Jewelry Casters 
Association of New York, with headquar- 
ters at 551 Fifth Ave. 

Officers of the association are Lou Atkin, 
president; Morris Adwar. vice-president : 
Abraham Alpert, secretary; Hans Scham- 
bach, treasurer; and Lawrence Kellman. 
Leo Nesselroth, Joseph Roth, Albert 
Schultz and Nicholas Turkisher, directors. 
Hugo J. Frankl was named counsel 
executive secretary, with 
Fifth Ave. 

The charter of the 


and 
offices at 551 


new 


organization 
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states that it will encompass objectives 
that not only pertain to problems con- 
cerned with casting, but will also deal 
“with other branches of the jewelry in- 
dustry directly or indirectly using or par- 
ticipating in the manufacture of 
casting products and services.” 


sale or 


Cecil D. Kaufmann Honored 
By Jewelry Trade Leaders 


More than 200 leading members of the 
jewelry industry attended the iestimonial 
dinner on June 22 honoring Cecil D. Kauf- 
mann, president of Kay Jewelry Stores, 
Inc., for his activities “in the fight to pre- 
serve democratic liberties.” 

The dinner, which was held at the Hotel 
Pierre, New York, marked the opening 
of the 1955 campaign by the jewelry divi- 
sion of the Joint Defense Appeal in sup- 
port of the American Jewish Committee 
and the Anti-Defamation League of B’nai 
B’rith. 





Rabbi 
Norman Gerstenfeld, Mr. Kaufmann, Fred 
Cartoun, president of the Longines-Witt- 
nauer Watch Co., and Joel Kaufmann, vice- 
president of Kay Jewelry Stores. 


Shown in the picture are (I-r) 


Davidson Reports on Israel 
After Two-Month Trip Abroad 


Mr. and Mrs. Henry Davidson, of David- 
son and Sons Jewelry Co., Inc., 20 West 
17th St., New York, recently returned from 
a two-months trip to Europe and the Mid- 
dle East. 

While overseas, they visited Switzerland, 
Italy, France, Greece and Israel. They 
returned aboard the S. S. United States. 
Mr. Davidson that the diamond 
cutting industry in Israel had grown tre- 
mendously and that 90 per cent of the 
diamonds were being exported to the U. S. 


reports 


Harry Gamler Appointed 
Denver Hospital Chairman 


Harry Gamler, president of Gamler’s 
Jewelers, Buffalo, N. Y., has been ap- 
pointed chairman of the National Jewish 
Hospital, in Denver, Colo. He will direct 
the activities of volunteer workers in sup- 
port of the pioneer medical center. 





NECKLACES and EARRINGS 
at attractive prices 


JACK J. FELSENFELD, In 


9 Maiden Lane, New forn 38, N 





Serving Jewelers 


for nearly 50 years 


“JEWELERS BLOCK" 
INSURANCE 


"ALL RISKS" FLOATERS 
WORLD WIDE 


PENDLETON & BERGER 


INSURANCE BROKERS 
15 William Street New York 5, N. Y. 
Tel. HAnover 2-1771 Cable Penberg, N. Y. 











ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N. Y. 








DIAMONDS 


IMPORTANT SINGLE STONES IN FANCY AND 
ROUND — RARE COLORED DIAMONDS 


WRITE, WIRE OR PHONE 


MARTIN |. HARMAN 


36 West 47 Street New York 36, N. Y. 
PLaza 7-2546 














Manufacturer to Retailer 


Quality Costume Jewelry 


FREE—sensational displays—mat service 


Pantary of Pewels 


18-20 W. 31st St., New York 1. 
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LEYS, CHRISTIE & CO., INC. 


65 Nossau St., New York 




















Precious and Semi-Precious 


STONES 


STAR SAPPHIRES 

a EMERALDS 

gy CAT'S EYES 
RUBIES—SAPPHIRES 
AQUAMARINES 
PERIDOT 
TOURMALINES 
TOPAZ 
AMETHYST 


Unusual Gems 





Memo Selections sent promptly 


ALLAN CAPLAN 


2 West 46th Street New York 36, N. Y. 

















REPAIR SERVICE TO THE TRADE 


for all modern and antique WATCHES, CLOCKS, 
JEWELRY, CAMERAS, BINOCULARS, Etc. 
FAST - DEPENDABLE - INEXPENSIVE 
Request Trade Price List & Free Shipping Labels. 
ONE TRIAL WILL CONVINCE YOU 


MODERN TECHNICAL SUPPLY CO. 
Dept. 6)CK, 55 West 42nd St., New York 36, N. Y. 
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DIAMONDCLUB ANTWERP ‘Belgum 
AIRMAIL FOR FREE CATALOGUE / 
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Oneida Ltd. Announces Plans 


_ To Reorganize Distributors 


Miles E. Robertson, president and chair- 
man of the board of Oneida Ltd., recently 
announced plans for the company’s reor- 
ganization of its distribution system. 

Robertson said that the new Oneida 
policy is threefold: wholesalers will be 
asked to sign a new fair trade agreement 
in all states where fair trade acts are in 
force; and each wholesaler must sign a 
new and unique franchise agreement that 
defines the responsibilities of both whole- 
saler and manufacturer. The third side to 
the new policy calls for increased activity 
to maintain prices at the retail level. 

Oneida officials are currently traveling 
throughout the country explaining the new 
policy to wholesalers. 





Over 150 Enjoy Day of Fun 
At Boston Jewelers Outing 


Members and guests of the Boston 
Jewelers Club, 150 strong, gathered for the 
club’s annual summer outing at the May- 
flower Hotel, Plymouth, Mass., on June 22. 

The new location was found ideal, al- 
though the scheduled event of bowling on 
the green had to be canceled because the 
grounds were not ready. However, many 
of the early arrivals found plenty in the 
way of enjoyment and relaxation at the 
hotel’s new enclosed salt-water swimming 
pool. The scheduled soft-ball game had to 
be canceled, too, due to a lack of younger 
players. 

Shuffleboard was enjoyed by many, with 
Charles G. Thomae, Jr., and Max Schwein- 
shaut, both of Attleboro, running off with 
first and second prizes. In the golf con- 





test, Edward Egan of Elgin American had 
a low gross of 79, and Darwin Neumeister 











of Bigelow-Kennard, a low net of 67, 
Arthur Wright of the Buffalo Jewel Cag 
Co., was tops in the Horse-shoe Pitching 
contest, with Fred Bertram, of Carl Swan. 
son Co., Arlington, in second place, 


A gusty wind somewhat hampered high 


scores in the shuttlecock contest, by 
James Leaman of A. Stowell & Co., copped 
first prize, and second went to Ellwood 
Cornell, of New York City. High winds 


prevailed, too, at the tape-tearing contest, 


staged on the hotel porch, and while 


Charles Thomae, Sr., winner for two years 


running, failed to make first place, his 
guest, William Clarke, finished first, Mr. 


Thomae a close second, and Edwin Bum. 


ley, district manager, Seth Thomas Clock 
Co., walked off with third prize. 

Following a shore dinner, several en- 
tertainment numbers were presented un- 
der the able direction of James Kennedy, 
Productions. 


—_—_——— 


Sheaffer Pen Ad Manager 
Second in National Contest 


Don A. Reed, advertising manager of 
the W. A. Sheaffer Pen Co., was selected 
as runner-up in the annual “Outstanding 
Young Ad Man of the Year” competition 
conducted by the Association of Advertis- 
ing Men and Women. 

Mr. Reed, who has been ad manager at 
Sheaffer for the past three years, has di- 
rected recent advertising campaigns which 
include the first regular national television 
network advertising by a writing equip- 
ment manufacturer and advertising of the 
Sheaffer “Snorkel” fountain pen. 


HAMILTON SALES CHIEFS OUTLINE FALL PLANS 





Continuation of the Hamilton Watch 
Company’s policy of “dealing directly with 
legitimate jewelry retailers” was stressed 
by Lowell F. Halligan, vice-president in 
charge of sales, at the company’s recent 
semi-annual district sales managers con- 
ference in Lancaster, Pa. 

Mr. Halligan stated that Hamilton is 
scheduling an intensive fall and winter 
national advertising and sales promotion 
program to call the public’s attention to 
the company’s new line. 

The conference was also addressed by 
A. A. Colin, director of sales; Stephen 








Fedor, director of merchandising; and 
Robert J. Gunder, director of advertising 
and sales promotion, all of whom devel- 
oped the fall and winter plans of their 
departments. 


Attending the sales managers conference 
were, left to right, above: Earl S. Lohr, 
western district; David F. Chapman, north 
eastern district; William J. Aukamp, south 
central district; Charles S. Gause, south 
eastern district; W. E. Pierpont, Jr., north 
central district; and A. C. Schachemat, 
Lancaster district manager. 
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ATHLETICS FEATURE 24 KARAT CLUB OF N. Y. OUTING 


The greatest number of people ever 
to attend a Twenty-Four Karat Club out- 
ing enjoyed a big day on June 15, at 
the country home of the New York 
Athletic Club, on Travers Island, in Long 
Island Sound. 

A warm clear day enabled the outing 
committee to carry out a full program of 
activities. The abridged version of a 
baseball game was engaged in by enthu- 
siastic athletes whose performance pro- 
vided the audience with a zestful demon- 
stration sufficient to offset any deficiencies 
in skill. 

In referring to another event, the “golf” 
tournament, accurate reporting demands 
the word be quoted. 

The horseshoe pitching contest, how- 
ever, was in the professional class; the 


Swiss Film on Chronographs 
Available for Fall Showings 


Step-by-step disassembly and assembly 
of a Swiss jeweled-lever recording chrono- 
graph are shown in unusually-detailed and 
animated fashion in a 16-mm_ technical 
sound film produced by Ebauches, S.A. in 
Switzerland and offered by The Watch- 
makers of Switzerland to local, state and 
national jewelers and horological associa- 
tions, 

The film, a service of the Swiss watch- 
makers to aid America’s watchmakers in 
repairing and servicing chronographs, is 
approximately 20° minutes long. It can be 
scheduled for fall association showings by 
writing directly to The Watchmakers of 
Switzerland Information Center, 730 Fifth 
Ave., New York 19, N. Y. Preferred and 
alternate dates should be given when re- 
questing the film. 

Watchmakers attending association show- 
ings, in addition to seeing the easy-to- 
follow presentation of this highly technical 
material, may request copies of The Watch- 
makers of Switzerland Technical Bulletins, 
which supplement the film with written 
and illustrated material on disassembly, 
assembly and other important details of 
servicing the Swiss jeweled-lever record- 
ing chronograph. 

This chronograph film is an important 


“ACON 


THE GUARANTEED WATCH cROWN j 


50 Eldri. ge St., New York ao N.Y. 
Menutacturers of Gold Filled Crowns 
Compiete line including waterproofs 
Sold through Wholesalers & Jobbers 


ACON watcn crown co. [> 
fe) 
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great number of ringers making the 
tournament grounds sound like a rehears- 
al of the Anvil Chorus. 

Excellent food, distribution of “awards” 
and a “Country Fair” event, with prizes 
for winners, rounded off a day of good 
fun. 

Craig D. Munson, the club’s vice-presi- 
dent, and head of the Outing Committee, 
had turned over the responsibilities of 
the outing to Carl van Dam, because of 
his absence on a European trip from 
which he returned the day before the out- 
ing. Jerome T. Agate, traditional skipper 
of 24 Karat outings, supported by Robert 
W. Schick, Herbert L. Gardner, and 
Lawrence W. Sparks, were the other 
active workers of the Outing Committee. 





addition to the series of educational aids 
on watch repair for the trade from The 
Watchmakers of Switzerland. 


TV Watchers Buy More Silver 
Says Sales Chief of Oneida 


Television was given the credit in lead- 
ing a new stay-at-home trend in consumer 
buying, in a recent statement by Robert 
W. Landon, director of sales for Oneida 
Ltd. Silversmiths. He said that family life 
and guest entertaining were on the up- 
swing. 

Landon said that the television set was 
the family’s home theatre and a center of 
entertainment, and that the new trend to- 
wards staying at home was responsible 
for increased sales of 1881 (R) Rogers 
(R) silverplate hollowware. 


U. S. Cuts Aluminum Scrap 
Exports by Almost 50% 


Government officials, under pressure by 
some metals users and_ congressional 
sources, has cut by almost 50 percent 
the export quota for aluminum scrap and 
will continue tight restrictions on exports 
of nickel and nickel-bearing scrap. 

Quota for licensing aluminum scrap in 
the third quarter of the year was reduced 
from 9,000 short tons to 5,000 short tons. 
No limit was set on exports of new 
aluminum. 

Restrictions on exports of nickel-bear- 
ing scrap are also remaining in effect, 
and the government is continuing its com- 
plete embargo on exports of newly-refined 
nickel. 
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EXCLUSIVELY FOR YOU, 
THE JEWELER 


Curved to fit fez. Prong set. Rhodium finish. 
Shown No.786 3%” long, Keystone $6.00 
No. 776 4” long, Keystone $8.00 


Safeguard your business and your profit 
_.. sell the line that can be only sold 
by you, the jeweler... designed to be 
outstanding in Appearance, Quality 
and Price. Write for Free Folder. 


PINS * NECKLACES * EARRINGS 
EASTERN STAR * CROSSES * JEWELRY 


Design and Production of 
Organizational Jewelry a 
Specialty. Details on request. 





2508 VINE ST. 
CINCINNATI 19, O, 
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' INNER 
HEART 
MOVES 
AS A 

PENDULUM 


Set with Genuine Sapphires 
Reverse side set with Genuine Rubies 


BONNE JEWELRY MFRS. 


Creators of 
CHARMS e EARRINGS ¢ RINGS 


17 West 45 Street New York, N. Y. 
JUdson 2-9342 














Featuring Genui 


BLACK STAR SAPPHIRES 
WALTER S. ARNSTEIN 


1 W. 47th St., New York 36 N. Y. 
Finest Cut Genuine 
BLUE SAPPHIRE 


FINE SYNTHETIC CALIBRE 
GOLDEN. BLUE AND 
WHITE ZIRCONS 


Also Other 
Unmounted Stones 
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Another 


ERNEST BURG 
exile ustve 


. . . for that hard- 
to - sell customer 
who has. every- 
thing. Traditional 
imported German Filigree Jewelry — 
Necklaces, Earrings, Bracelets and Pins 
in Sterling Silver and Sterling Gold 
Plated (Non-Tarnishable). Only the ex- 
perience of Old-World Craftsmen can 
produce these breath-taking pieces of 
spider-web fineness. 


Memo Inquiries Invited 


ERNEST BURG, 29 East Madison Street 


CHICAGO 2, ILLINOIS 

















Lucky Buck 
Monogrammed 
Key Ring 


Key ring with mono- 
gram and holder for 
“Lucky Buck,'' $6.00 
retail. 

One of hundreds of 
distinctive hand- 
made STERLING 
SILVER Men's, 
Women's and Chil- 
dren's novelties. 
Personalized and non- 
monogrammed. 
Speedy service on 
special orders. 


SEND FOR LITERATURE 


LEONORE DOSKOW INC. 


MONTROSE NEW YORK 














Indian Jewelry 
Made by the Hopi, Navajo 
and Zuni Indians. 
Wholesale only. 
INDIAN CRAFTS 


WICKENBURG ARIZONA 











when in need o 


f 
STOP WATCHES 
CHRONOGRAPHS 
ARISTO IMPORT CO., Inc. \ 


630 Fifth Ave. New York 20, N.Y, 








Bill Scheibel of Jacoby-Bender 


Announces Intention to Retire 


William Scheibel, advertising and sales 
promotion director of Jacoby-Bender, Inc., 
manufacturers of J-B  watchbands, an- 
nounced recently his intention to retire. 

Mr. Scheibel, a jewelry advertising man- 
ager for the past 35 years, has tendered 
his resignation to Jacoby-Bender, Inc., with 
whom he has been associated for the past 
six years. No successor has as yet been 
selected for his position which he _ will 
vacate on or about September 1. 


WILLIAM 
SCHEIBEL 


Advg. and 
Sales Promotion 
Director of 
Jacoby-Bender 





Mr. Scheibel was the first advertising 
manager employed by the Bulova Watch 
Co. During his early career, Bulova pur- 
chased the first radio time signals ever 
sponsored on the air. Subsequent positions 
in advertising were with the Benrus and 
Waltham watch companies. With the latter 
organization, he acted as sales adminis- 
trator as well as director of advertising. 


Button-Sized Battery 
Developed by Elgin 


Development of a button-sized battery, 
said to be the first that will not leak, 
swell or gas, has been announced by the 
Elgin National Watch Co. 

The new “micro-cell” opens up vast new 
possibilities in providing a dependable 
source of electric energy for hearing aids 
and other portable, personal devices, and 
will probably have important military and 
industrial applications, according to a 
company spokesman. 

The present cell, made for an electronic 
wristwatch now under development is so 
small that it occupies the same space as a 
penny, yet packs enough energy to operate 
miniature electronic devices at a constant 
voltage for two years. There is 25 per cent 
more capacity in the new battery than in 
any other type yet developed, the an- 
nouncement said. 

A. P. Barton, general manager of Elgin’s 
electronics division, said that unlike other 
batteries the new cell has full strength 
without deterioration in storage tests run- 
ning more than a year thus far. He said 
that this characteristic makes the cell 
ideal for use in devices requiring a highly 
dependable source of energy. 

The secret of the development, he ex- 
plained, is the use of indium as an anode. 
This a soft, silvery metal whose value as 
a battery element had not previously been 
discovered. 

Barton said that none of the new cells 











were yet available for sale, but that Elgin 
is now surveying a wide range of potential 
uses beyond its own immediate needs 





Retail Jewelers Announce Plans 
For Pittsburgh Jewelry Fair 


More than 3,000 jewelers and their 
employees have been invited to attend the 
fourth annual Pittsburgh Jewelry Fair, to 
be held at the Roosevelt Hotel from 
August 28 through 31. 

Final plans for the fair, sponsored py 
the Retail Jewelers Association of Westem 
Pennsylvania, are now being made. ac 
cording to an announcement by Ed Wolf. 
exhibit chairman. 

Leading manufacturers and wholesalers 
will show the latest additions to their 
lines for the fall and Christmas seasons, 

Reservations to attend the fair have gl. 
ready been received from jewelers jp 
Western Pennsylvania, New York, Ohio, 
West Virginia and Maryland. 

Herman M. Hollander, Plaza Building, 
Pittsburgh 19, Pa., is in charge of exhibit 
space at the fair. 


Sponsors of Jewelry Show 
Outline Plans for Fall Event 


Preliminary arrangements are __ being 
made for the United Jewelry Show to be 
held in Providence from November 6 
through 17. The November show will be 
the eighth semi-annual show of its kind 
presented for the wholesaler. 

The executive committee of the United 
Jewelry Show organization for the 1955-56 
period has been designated as_ follows: 
Olof V. Anderson (Anson, Inc.) ; Angelo 
Del Sesto (Van Dell Corp.) ; Max Kesten- 
man (Kestenman Bros. Mfg. Co.); Lou 
Jaron (Alice Jewelry Co.) ; Rally Migliae- 
cio (Ritz Vanities, Inc.), and Steve Vil 
lari (manufacturers’ representative). 

Exhibitors’ application-questionnaries for 
the November show were sent out on June 
11 to eligible applicants. The deadline for 
filing and registering lines was July 13. 

Sponsors of the United Jewelry Show 
have taken steps to eliminate alleged cases 
of unauthorized parties being admitted to 
the show as buyers. It was stated that the 
cases in which questions were raised as 
to the eligibility of certain parties attend- 
ing previous shows have been investigated. 

Advertising literature for the November 
show will be geared to emphasize the fact 
that only wholesale buyers and jobbers of 
jewelry will be admitted to the event. 


Walters Jewelers Opens 
New Optical Department 


Harry Walters, owner of Walters 
Jewelers, 616 Cherry St., Macon, Ga., has 
reported that he has opened an optical 
department on the mezzanine floor of the 
establishment. Dr. E. L. Butts, formerly 
of North Augusta, Ga., is the manager. He 
is a graduate of the Northern [Ilinois 
College of Optometry and has been in 
practice for the past 20 years. 
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Douglas Adjourns Congressional Hearings 
On Repeal of Government Silver Subsidies 


would stop mining, and the demand and 
price would remain stable. 
Sen. Douglas, chairman of the Senate 


Repeal of the Silver Purchase Act, on 
the grounds that is an unnecessary govern- 
ment subsidy to silver mines and tends 
to keep the price of silver at an unnatur- 
ally high level for jewelers and other 
users, has been the subject of congres- 
sional hearings. 

Senator Paul Douglas of Illinois, one 
of the sponsors of the repeal measure, has 
wound up hearings on the legislation for 
the remainder of the present session. 

Like the silver debates of the last cen- 
tury, the controversy has shaped up as a 
battle between the silver producers in the 
West and manufacturers in the East. 

Both the U. S. Treasury Department, 
which by law must buy excess silver pro- 
duction at an established price, and the 
Federal Reserve Board, refused to take 
a position on the controversial question. 
Both agencies have stated that they can 
work with or without the proposed law. 

Sen. Douglas has claimed that repeal 
of the act will mean lower prices for sil- 
ver users, including manufacturers of jew- 
elry, flatware and hollowware. 

Sen. Wallace F. Bennett, of Utah, has 
said that it would not affect the price 
and that silver production has been de- 
clining for the last 25 years despite the 
government subsidy, and that if govern- 


ment buying decreased, more producers 


Vermont RJA Holds 
Convention in Manchester 


Members and guests of the Vermont 
Retail Jewelers Association gathered July 
17 and 18 at the Equinox House, Man- 
chester, for their annual convention. 

A business meeting and election of of- 
ficers was scheduled for Sunday afternoon, 
July 17, followed by a message from the 
American National Retail Jewelers Asso- 
Sports and a sky-line drive oe- 
cupied the rest of the afternoon, followed 
by a social hour with the Mahar & Eng- 
strom Co. and the Katherine A. Murphy 
Co., both of the Jewelers Building, Boston, 
as hosts. The Sunday night dinner was 
to be followed by professional vaudeville 
acts and a concert by the Louis Esposito 
trio. 


ciation. 


Monday morning, July 18, the new of- 
ficers of the association were scheduled to 
meet, along with members of the Travel- 
ing Men’s This was to be 
followed by a symposium on the “Adjusted 
Watch” by Max J. Schwartz of the Bulova 
Watch Co. During the morning. ladies of 
the party had an opportunity to visit the 
art gallery and antique shops in the vil- 
lage. Convention 


Association. 


were to hear 
a discussion on advertising by a repre- 
sentative of a national advertising com- 
pany. 


members 


Following luncheon, sports and 


recreation events were on the program for 
hoth ladies and men, with prizes for all 
events. The cocktail hour and water ballet 
were to be followed by the annual banquet 


FOR AUGUST, 1955 


Banking Subcommittee, which held the 
hearings on the bill, replied that Mexico, 
through manipulations of its national 
bank, stabilizes the world price of silver 
only because of the U. S. buying program, 
and that once this prop was removed, the 
world price too would decline. 

The Illinois senator also said that the 
real reason for supporting the legislation 
was that the government would save the 
$22 million it is forced to spend each 
year for silver, which it uses to back 
silver certificates, mostly $5 and $10 bills. 

Both the Treasury and the Federal 
Reserve Board have played down the ef- 
fects of repealing the Act. Officials of the 
Treasury Department have said that they 
could buy all the domestic silver produc- 
tion just to mint coins, even without the 
mandatory purchase law. And they have 
reported that they don’t believe that the 
failure of the government to purchase a 
few million ounces of silver—even all the 
22 million ounces involved—would have 
much effect on the market. 

While the lawmakers were discussing 
the silver problem, the price of the metal 
rose to the highest level in 35 years. The 
hike was attributed to a tightening supply 
situation and mounting demands. 


and the awarding of prizes 
until midnight. 


with dancing 


UHAA President Endorses 
“Watch Inspection Time’ 


Norman PD. Luth (Tower Jewelers, 
Compton, Calif.), president of the United 
Horological Association of America, re- 
cently urged everyone involved with watch 
repair and servicing to take advantage of 
the nationally promoted “Watch 
tion Time” September 8 to 17. 

Mr. Luth stated that this is an ideal 
time for watchmakers and jewelers to work 


Inspec- 


together in boosting watch repair volume 


and profits by reminding communities 
about the necessity for periodic, expert 
watch inspection. The UHAA president 
said: “It should go without saying, this 


added store traffic means more potential 
business in all departments of the store.” 

The national promotion will be spear- 
headed by a full-page advertisement reach- 
ing 10 million families in the August 
Readers Digest. Special display and_pro- 
motional material for local tie-ins, as well 
as newspaper mats in all sizes, are avail- 
cable from the Watchmakers of Switzer- 
lend, 730 Fifth Ave., New York City 19, 


sponscers of the promotion. 


The Alvin Jewelry Store, located for a 
number of years in suburban Oakley, is 
being moved downtown to Fifth and Elm 
Sts., Cincinnati, O. 





RAISE CASH 


IMMEDIATELY 
through a dignified 


AUCTION 


SALE 


Let us look at 
the record 


Recent Sales Conducted: 
Ovington’s, 5th Ave., N.Y.C. 
Rubins, Miami, Florida 


Harry Levinsons, 
Youngstown, Ohio 


Webers, Meriden, Conn. 
and many others 


WE WILL GUARANTEE 
100¢ ON THE DOLLAR 
PLUS—FOR YOUR STOCK 


We will advance any money needed to 
conduct your sale. 





Your reputation will be guarded. 


You will have a more popular store when 
sale is over. 


Your business will be permanently in- 
creased. 


We will interview you at our expense 
without obligation to you. 


Remember our earnings depend upon the 
success of your sale. 


We specialize in buying stores for cash. 


WRITE — WIRE — PHONE 


COLMES « BRILL 


AUCTIONEERS 


45 West 45th St., New York City 
JUdson 6-2334 





EMERALDS 


STAR SAPPHIRES 
STAR RUBIES 
CATSEYES 


GERALD NISSMAN 


Importer of Precious Stones 


JUdson 2-1558 


580 Fifth Ave. New York 36, N. Y. 
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Fine Cultured 


PEARLS 





IMPORTERS FOR: 
JEWELERS * MANUFACTURERS 
WHOLESALERS © DEALERS 


William & Sidney Spector, Inc. 
665 Fifth Ave., New York 22, N.Y. 


PLaza 3-2032-3 


JAPAN BRANCH: 
25 Ichigochi, I-chome, Shiba 
Minato-Ku, Tokyo, Japan 


Koen, 

















Watch Repairing 


FAST—DEPENDABLE—ECONOMICAL 
WORK, WATCHMASTER TESTED 
*® 
Over a quarter century of service 
to the trade 
% 

Watches insured and safeguarded 
in Holmes-protected vaults 
€ 


Ask for price list or send trial order 


Cooper's Watch Repair Co. 


48 West 48th Street, New York 36, N. Y. 
Plaza 7-1740 











oe Prarls 


KIBITZ AND COMPANY 


IMPORTERS 


545 FIFTH AVE. NEW YORK 17, N. Y. 
MUrray Hill 2-3432 
















FAST * DEPENDABLE 







FREE: 
Refinishing if you scratch or mar 
Dial when fitting to mevement! 
1 YEAR WRITTEN GUARANTEE 
ON ALL OUR WORK 


WATCH DIAL CO. 
64 Nassau Street 
N.Y.38 N_Y. 
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OMEGA SALES FORCE MEETS IN NEW YORK 





Omega’s new fall watch line was pre- 
viewed by the firm’s sales staff at a meet- 
ing at the Barbizon-Plaza Hotel on June 
20 to 25. The entire Omega program of 
merchandising, sales promotion, window 
displays, magazine and newspaper adver- 
tising was discussed in detail by Norman 
M. Morris, president. 

Among new features presented was an 
unusual series of “Petite” watches (with 
back-winding crown), and _ ladies’ auto- 


New Haven Clock and Watch 
Honors Veteran Employees 


Two hundred and_ twenty-seven em- 
ployees, with a total of more than 8000 
years of service, recently were honored by 
the New Haven Clock & Watch Co. at the 
firm’s annual employee dinner. Those hon- 
ored ranged in service time from 25 to 58 
years, and 15 have been with the company 
for 50 years or more. 

It was pointed out at the dinner that 
the company has completed a re-tooling 
program intended to return the firm more 
fully to consumer production. The re-tool- 
ing program, it was stated, was part of 
a development project that has seen the 
company more than double the number of 
its employees in less than three years. 





Samuel Anderson to Head 
American Watch Association 


Samuel W. Anderson, who resigned his 
post as an Assistant Secretary of Com- 
merce on June 30, will become president 
of the American Watch Association on 
September 1. 

The American Watch Association is 
composed of leading U. S. importer-assem- 
blers of jeweled watches. Mr. Anderson, 
who has been in charge of international 
affairs at the Commerce Department since 
January, 1953, has had a distinguished ca- 
reer in investment banking and in a num- 
ber of key government positions dealing 
with national and international policy. 

Mr. Anderson came to Washington in 
1941 to serve with the War Production 
Board and became program vice-chairman 
during the last year of the war. Return- 
ing to investment banking in New York 
for three years after the war, he was re- 
called to Washington by Paul Hoffman to 
head the industry division of E.C.A. 

He later joined the International Bank 
for Reconstruction and Development, where 








| 
| 








matic watches with sweep-second hands 
Innovations in the men’s line include én 
increased variety of automatics in shaped 
cases. 

Omega’s ad plans for fall comprise ]5g 
separate ads in leading magazines and spe- 
cial regional campaigns in 22 markets, 

The proceedings were directed by May 
S. Greenwald, sales manager, and Bernard 
M. Kliman, advertising and promotion dj. 
rector. 


he was in charge of Latin American oper. 
tions. In 1951, Defense Mobilizer Charles 
E. Wilson named him “Aluminum Czar,” a 
post he occupied until he moved to the 
Commerce Department in the new admin. 
istration. 

In a recent announcement by the asso- 
ciation, E. D. Kelly was named as Mr, 
Anderson’s assistant. During World War 
II, Kelly occupied various positions in the 
War Production Board, ending as deputy 
director of the Rubber Division. After a 
spell in private busimess after the war, he 
returned to government service when he 
joined E.C.A. in 1948 as deputy director 
of the programs methods control staff. In 
that capacity he worked closely with Mr. 
Anderson, then heading that agency’s in- 
dustry division. 


Baldwin-Miller Reorganizes 
After 72 Years in Business 


The Baldwin-Miller Co., of Indianapolis, 
Ind., wholesale distributors of jewelry, sil- 
verware, clocks, and small electrical appli- 
ances, has announced that it is being re- 
organized by veteran company executives. 

John A. Goll, former secretary and 
director of the company, who has been 
active in the firm’s management for the 
past 36 years, will become president. He 
will replace Silas B. Reagan who will con- 
tinue in an advisory capacity. 

Max M. Spear, in charge of the jewelry 
department, and an employee for the past 
25 years, will be executive vice-president. 
Terry L. Holly, a member of the sales de- 
partment for 43 years, has been named 4 
vice-president, and John N. Goll, who 
joined the company in 1945, will head the 
diamond and watch departments and will 
also serve as secretary. 

Organized in 1883, Baldwin-Miller Co. 
serves approximately 850 retail stores ™ 
Indiana, Illinois, Kentucky and Ohio. 
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Community Plate Dramatically 
Launches Twilight Pattern 


The new Community Plate pattern was 
introduced dramatically and appropriately 
on a Twilight cruise around New York’s 
Manhattan island on the evening of June 
21. 

Oneida invited for the cruise, editors 
of the country’s leading magazines, news- 
papers and TV and radio feature writers, 
who were entertained with cocktails and 
dinner—and with their first glimpse of 
the new flatware pattern, Twilight. 

The company president, Miles E. Robert- 
son, told of the thinking behind the new 
design, while other Oneida executives 
explained details of the preparation which 
have been made for the pattern’s promo- 
tion. 

Comments of the editors who had ample 
time to casually study the new pattern, 
as displayed on set tables, indicated their 
enthusiastic endorsement of the design. 





Wilkens Jewelers to Open 
Ninth Store in Pittsburgh Area 


Plans were announced late in May for 
a new Wilkens Jewelry Store to be opened 
in Mellon Square at 538 Smithfield St., 
Pittsburgh, Pa. 

This is the ninth store in Pittsburgh and 
the surrounding areas and the fifth new 
store in the last nine years for the Wilkens 
firm who will celebrate its 50th anniversary 
later this year. 

Lewis L. Silberman, president of Wil- 
kens, stated that the new store will be the 
latest in jewelry store design. The store 
is expected to be completed for a Septem- 
ber opening. 


Miss Rhode Island Wears 
Coro Jewelry at Beauty Pageant 


Jewelry for every time of day—supplied 
by Coro, Inc., jewelry manufacturer of 
Providence—was included in the wardrobe 
of Miss Rhode Island when she left Provi- 
dence July 13 for the Miss Universe beauty 
contest in Long Beach, Calif. 

The title of Miss Rhode Island was 
conferred upon Miss Beverly Jansen, 20, 








of Providence, June 14, immediately upon 
her return from Denver, Colo., where she 
represented the New England states in the 
Miss Press Photographer of U. S. contest. 
She had been elected Miss New England 
Press Photographer a month earlier. 

A senior at Bryant College, Providence, 
she was also named this year as Miss East- 
ern States Exposition, and last year fin- 
ished third in the National College Queen 
contest. 


Miss Beverly Jansen, who was chosen re- 


cently as “Miss Rhode Island," displays 
some of the jewelry wardrobe provided her 
by Coro, Inc. Miss Jansen competed July 
20 in the Miss U. S. A. contest in California. 
The winner of that event competed in the 
Miss Universe Contest on July 22. 


In order that her wardrobe should be 
typically Rhode Island—the “jewelry cen- 
ter of the world”—Coro, Inc., through the 
cooperation of the New England Manufac- 
turing Jewelers’ & Silversmiths’ Associa- 
tion, presented her an _ assortment of 
jewelry to embellish her various costumes. 
Included was rhinestone and _tailered 
jewelry for evening wear, chalk white 
numbers for sport and beach wear, and 
costume jewelry in various color combina- 
tions for her daytime dresses. 








A full afternoon of sports—including a 
baseball game that was called because of 
exhaustion—whetted the appetites of the 
more than 200 members and friends of the 
Providence Jewelers’ Club at its annual 
outing and clambake June 14th. 

In addition to the baseball game 
featured 


which 
¢ Haggert’s Haggard Horde vs. 
Graham’s Gory Ghouls—the sports pro- 
gram included horseshoe pitching, bocce 
and golf chipping. 


The affair was held at the Francis 
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More Than 200 Attend Outing Of Providence Jewelers’ Club 


Farm, Rehoboth, Mass., one of 
England’s outstanding outing spots. 


New 


Topping the day’s schedule was the tra- 
ditional New England clambake in the 
evening. A_ full clambake was 
served, being topped off with lobster and 
watermelon. 


course 


Arrangements were in charge of a com- 
mittee comprising President Joseph Mc- 
Devitt, William Haggert and Douglas 
Graham. 








RANSOM 
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RANSOM & RANDOLPH 
JEWELRY INVESTMENT 


Compare the important and distinc- 
tive features of this high quality 
jewelry casting investment. 

e Easy to mix — Sift powder into 
water at room temperature. 

e Setting time is sufficient to invest 
several flasks at one time. 

e Greater strength at end of burn- 
out cycle. Does not crack as eas- 
ily when temperature is lowered 
to casting point. 

e Greater permeability — assuring 
sharper definition in the finished 
castings. 

e Controlled expansion results in 
accurate dimensions. 

e Cleans easily from the castings. 
Ransom & Randolph Jewelry In- 
vestment is easy to handle, assures 
outstanding results for any size run, 
and is most economical to use. 
We are the sole industrial source of 
Ransom & Randolph Investments in 
the East and maintain large stocks 
in our warehouse for immediate de- 
livery. In addition, we offer you 
prompt delivery on any and all of 
your casting and finishing needs — 
from the largest equipment to the 
smallest accessories. For additional 
information — 


Write for CATALOG #52 
and new casting supply 
supplement, 
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LOUIS F. GUINESS, INC. 


CREATORS OF INTEGRITY DIAMOND RINGS 
373 WASHINGTON ST., BOSTON 8, MASS. 





in 14K Gold 


A NAME TO REMEMBER 
FOR QUALITY, STYLE, 
PRICE. 


SOLD THRU LEADING WHOLESALERS 


FACET JEWELRY CO. 
3 Coenties Slip e New York, N. Y. 
Wh. 4-2629 








A basic book for jewelers 


A Field Guide to 


Rocks and Minerals 
by Dr. Frederick H. Pough 


Welcomed as the best field guide 
published, this compact book, one 
of the famous Peterson series, is 
usable anywhere in the world. It 
emphasizes immediate identifica- 
tion in the field but includes new 
testing procedures, sections on 
mineral environments and crystal- 
lography, a glossary, and 254 pho- 
tographs, 72 in full color. 


$3.75 Postpaid 


The Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17, N. Y. 
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> Herbert W. Stranger, Jr., has taken over 
the operation of the Herbert W. Stranger 
| Co., 305-6 Washington Building, of which 
his father still retains the presidency, al- 
though now serving as a salesman with 
the new Sonac Corp., distributors of 
Speidel products. William O’Brien, for- 
merly with Smith-Patterson Co., will cover 
the Metropolitan Boston area, formerly 
covered by Mr. Stranger, Sr. 
>» Miss Carol Gold has joined N. I. Good- 
man, Inc., 1006-9 Jewelers Building, as 
assistant bookkeeper. Mrs. Goodman has 
| recovered from bruises incurred during a 
| collision June 22 between a taxi in which 
she was riding and a streetcar. Paul 
Lifset, salesman, served as chairman of 
the Quincy, Mass., 4th of July celebration, 
and as marshal of the parade with Mayor 
Amelio DellaCasso. 
> Miss Winnifred Bunai, bookkeeper with 
Lund Jewelers, 543 Bolyston St., has gone 
to California, and her place has been 
filled by Miss Angela LaBianca, formerly 
associated with Michaels, Inc., jewelers, 
of New Britain, Conn. 
| ® The long opened door of the Kettell, 
Blake & Read, Inc., firm, 201 Washington 
Building, is now “closed”—and the whole 
place has been newly air-conditioned. 
> Extensive remodeling is under way in 
D. C. Percival & Co., 2nd floor, Jewelers 
Building, with two long peg-board display 
units being installed along one side of 
the jewelry department, replacing three 
large safes. New spotlights are being in- 
stalled, as well as cabinets for stock. The 
D. C. Percival salesmen returned from 
| summer vacations during the week of July 
18, and attended sales meetings at the 
firm’s offices. 
> L. Jerome “Jerry” Eno, of Skowhegan, 
Maine, is convalescing from an operation 
which he underwent at the hospital there. 
| » Leo Fine, watchmaker, formerly associ- 
ated with the J. M. Michelin firm, 302 
Washington Building, moved on July 1 
to space formerly occupied by Joseph 
Madden, in quarters of Louis Rosenblatt, 
908 Jewelers Building. 
>» Richard Delmore, engraver, formerly 
with the J. M. Michelin Co., 302 Washing- 
ton Building, has opened a place of his 
own in Room 807, Washington Building. 
» David O’Grady, of Haselton Co., 702 
Jewelers Building, is back from two weeks 
with the Air National Guard at Otis 
Field, Falmouth, Mass. 
> Miss Mabel Sterling, bookkeeper wit 
Mauran Watch Co., 712 Jewelers Build- 
ing, is back at work, following a severe 
accident, and is managing to get around 
with the aid of crutches. 
>» Alfred Currier, formerly head of the 
repair department of the Joseph S. Jason 
| jewelry store, Manchester, N. H., has taken 
space with the James W. Hill Co., in the 
same city and will operate a retail jewelry 
and watch department there. 





NEW ENGLAND 





>» The Louis F. Guiness, Inc., firm, 7] 

Jewelers Building, has had word from Ed. 

win Guiness, now traveling in the north. 

west, from Yellowstone, Montana. Banff 

and other points. Sherman F., Shatz, 

lieutenant with the Air National Guard, 

is back after a training session at Otis 

Field, Cape Cod. 

> H. P. Zeininger, 811 Washington Build. 

ing, closed his place on August 14 for 

two weeks’ vacation at a dude ranch in 

the New York State Adirondacks, 

> Arthur S. Kelley, treasurer of Norling 
& Bloom, 809 Washington Bldg., is back 
on the job after several weeks’ illness, and 
feeling quite his own jovial self again, 
Cameron Burnap recently finished his 30th 
year as salesman for the firm. Mrs. Marga. 
ret Bustard is back on the bookkeeping 
staff after several years’ absence. 

>» William S. Follett, president and treas. 
urer of Daniel Low & Co., Salem, Mass. 
notified che trade on June 29 that he had 
purchased the firm. 

>» Ralph Talberth, saleman for B. Yaffe 
& Son, 716 Washington Bldg.. has been 
touring Canada on a vacation. Mrs. Marga- 
ret Harvey, bookkeeper, vacationed at Lake 
Ossippee, N. H. 

>» Hopfgarten Brothers, 707 Washington 
Building, closed for two weeks, July 16 
to 31, for annual vacations. 

>» George A. Shahian, diamond cutter, 612 
Washington Bldg., closed July 2 to 12 for 
vacation, 

» Vacations also were in order at the Al- 
fred F. DeScenza firm, 609 Washington 
Bldg., Miss Barbara Bossi planning to go 
to Florida; Henry DeScenza to Marshfield, 
and Harold MclIsaac to Cape Cod. 

> J. Gould Cook, president of A. Stowell 
& Co., has launched his new boat at Cha- 
tham, Cape Cod, and has been enjoying 
fishing and water skiing. 

>» The A. Melnick Co., 516 Washington 
Building, closed its place as of July, and 
Mr. Melnick will continue to do business 
from his home in Brookline. 

> Samuel Levy, senior vice-president, 
Thomas Long Co., has been recovering a 
his home from an operation at Beth Israel 
Hospital. The store has appointed a new 
| manager for its Chestnut Hill branch, 
Herbert Wood, for a number of years 
with the Varicks Jewelers, Inc., Manches 
ter, N. H. Mr. and Mrs. Wood are now 
residing in Wellesley Hills, Mass. 

> The Joseph Gann firm, 406 Washington 
Building, has put on a new salesman, 
Joseph Feller, to cover New England. 
There’s also a new bookkeeper, Mrs. 
Frances Laurie. ; 

> Mrs. Trudy Selberg, wife of “Bill” Sel- 
berg, Elgin National Watch Co., has 
opened a new store, selling jewelry and 
antiques, in Orleans, Mass. 





> Mrs. Rose Marshall, bookkeeper with 
| Travis-Farber Co., 909 Jewelers Building, 
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held a reception at her home on the oc- 
casion of the marriage of her son Ronald 
Marshal to Miss Maxine Shanbow on July 


3 

> Henry Desjardins, Beverly, Mass., jew- 
eler, has been vacationing at Lake George, 
N. Y. State. 

> William O’Brien of the sales staff of the 
Smith-Patterson Co., has left that firm to 
join the Herbert W. Stranger Co., as its 
Metropolitan Boston salesman. 

> Louis R. Amoroso, jeweler, formerly with 
Menard and McConnell, 294 Washington 
St., Boston, opened up a new place of 
his own on August 1 in Room 602, Jew- 
elers Building, quarters formerly occupied 
by the Eastern Jewelry Co. The latter 
company moved to the south following the 
death of Louis Brown. 

> The M. S. Page Co., closed its Boston 
quarters in Room 508 Jewelers Building 
on August 1, and moved the business to 
the Albert Walker Co., 37 Chestnut St., 
Providence, R. I. 

» Jack Frye, salesman in Connecticut, 
Rhode Island, and Massachusetts for the 
Katherine A. Murphy Co., 509-11 Jewelers 
Building, was a member of the crew of one 


of the 18 yachts engaged in the interna- 
tional cup race to Nova Scotia during the 
week of July 11. 

> Smith & Zaff closed their quarters, 309 
Jewelers Building, between July 6 and 18 
for their annual vacation. 

> Samuel D. Grossman, retired jeweler and 
manufacturer of Brockton, Mass., died on 
July 7. He had been in the retail jewelry 
business for more than 50 years, and was 
a former member of the Boston Jewelers 
Club. 

>» Frederick T. Widmer, jeweler at 31 
West Street, Boston, for more than half 
a century, died on June 19. He was a 
member of the Boston Jewelers Club. 

>» Josiah Bartlett, retired watchmaker of 
Shrewsbury, Mass., died on May 5. At 
one time he conducted his own business 
on Washington St., Boston, Mass. 

>» Walter A. Kuhn, jeweler, of 708 Jew- 
elers Building, died on June 24. 

>» Cyrus J. Gridley, retired jeweler of New 
Bedford, Mass., died June 26. 

> F. H. Nadeau, jeweler of Lewiston, 
Maine, died June 23. 

>» Lincoln Harlow, jeweler of Gardiner, 
Maine, died June 3. 





Brand Names Foundation Seeks 
Five Top Jewelry Retailers 


Jewelry stores doing an outstanding 
year-round promotion of manufacturers’ 
brands to the public again have the oppor- 
tunity to qualify for national Brand Name 
Retailer-of-the-Year awards, according to 
an announcement by Henry E. Abt, presi- 
dent of the Brand Names Foundation. 

Details about the 1955 competition re- 
leased by Mr. Abt disclose that up to 
five jewelry firms will be in the group of 
award winners to be honored at the Brand 
Names Day-1956 dinner on April 18. 

Winners in the eighth annual competi- 
tion to be sponsored by the Foundation 
will be selected by a panel of 24 judges 
representing firms which were honored as 
Retailers-of-the-Year in their fields at last 
April’s Brand Names Day. Jerome H. Wil- 
son, vice-president of Wilson’s Leading 
Jewelers, Syracuse, N. Y., winner of the 
1954 top plaque in this field, will serve as 
a judge. 





Rochester Jewelry Store 
Marks Golden Anniversary 


Gitlin’s Jewelry and Appliance Store, 
Clinton Ave., Rochester, N. Y., is cur- 
rently marking the 50th anniversary of its 
founding. Started in 1905 by Louis Gitlin, 
the business is now carried on by his sons, 
Philip and Manuel. The store claims to 
have repaired more than 100,000 watches 
since it came into being. 





Swiss Make Automatic 
Self-Correcting Clock 


A first _ has recently been awarded 
to a new Swiss electronic clock that thinks 
and acts for itself. By applying principles 
which have enabled cybernetics engineers 
to create “robot brain” calculators, a Swiss 
horological research scientist has now pro- 
duced a clock which “listens” to broad- 
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cast time-signals and resets itself, if neces- 
sary, to the exact time. 

The new “clock that’s always right”— 
honored by the Swiss Chronometer Society 
—consists of three basic elements: a tiny 
radio receiver permanently tuned to the 
time-signal wave length; an_ electronic 
selector and relay which, after calculating 
any possible error, makes the corrections; 
and an ordinary electric clock, with a 
40 hour reserve to keep the mechanism 
running in the event of a power interrup- 
tion. 

The Swiss inventor points out that the 
selector mechanism has been designed to 
reduce the possibility of error, through a 
confusion of signals, to one chance in a 
million. However, the selector can be set 
to pick up one—and only one—of a million 
different signals through a factory adjust- 
ment which tunes the receiver to the wave- 
length of the signal chosen by the pur- 
chaser. 

This new award-winning Swiss clock can 
be used independently or as a “pilot” 
mechanism to regulate any number of 
auxiliary clocks or industrial timing de- 
vices. 





The new, award-winning Swiss electronic 
clock which "'listens'' for radio time-signals 
and automatically makes corrections. 


. 


| 













She shall have music... 


Wedding Bells ° 


by : = 
ave_c 


chime softly in gold or silver 


14K YELLOW GOLD 


The earrings $85.00 
The bracelet 60.00 
The charm 90.00 
STERLING 
SILVER 
The earrings $10.00 


The bracelet 4.50 * 
The charm 8.00 


plus 
10% Federal Tax 


At leading stores, or by mail from 
GUGLIELMO CINI, Inc. 
561 Boylston St., Boston 16, Mass. 


See Jewelry by Cini at... 
Cuicaco Girt SHow, August 1-12. 
PALMER HOUSE, ROOM 805 
New York Girt SHOw. August 22-26. 
HOTEL NEW YORKER, ROOM 627 
ALLIED Girt & JpwBLRY SHOW, Dallas, Sept. 4-8. 
HOTEL ADOLPHUS, ROOM 839 
Boston Girt SHow, Sept. 12-16. 
HOTEL STATLER, HANCOCK ROOM 





RUSH TO Edwint Paced im. 
. Prove for yourself how our jewelry 
|e 


show card window service can help 
you make more sales! Ask for 30 
DAY FREE TRIAL. Phone, write or 
wire TODAY — 


prone 4.6422 | RERESER L 














GOLD 


and 
SILVER 
PLATING 


(Before) Silverware Repaired 


Equal to NEW 
Removing of Engravings 
Wm. Hertel & Co., Inc. 


Silversmiths & Platers 


17 W. 45th St. 
New York 36, N. Y. 


(After) 


“37 years at the same 
address”’ 
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Cyclol” “iil 


TREATED 
DIAMONDS 


in beautiful green and 
golden colors of high bril- 
liance. 

Write for folder on 


"The Story of Cyclotron 
Treated Diamonds" 


THEODORE MOED 


An Original Distributor 
10 West 47th St. 
New York 36, N. Y. 
JU 2-1994 
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LEARN WATCHMAKING 
REPAIRING - ENGRAVING 
Day or Evening 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 
Write Dept.''K"' III'd Catalog 
Baldwin 9-1376 Est. 1894 
Arthur T. Johnson, Principal 





Bet 
<> 
Eve. School 
in Watchmaking 
Sept. 22-May 23 
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» S. Kind & Sons, 1342 Chestnut St., have 
worked out their usual summer suggestion 
to their customers of having old articles 
refinished and refurbished, during vaca- 
tion time, in a very concrete window dis- 
play. Shown in the window is an old 
silver hair brush and a _ new _. one, 
forks and knives and their newer counter- 
parts, old coffee pots, condiment sets, and 
baby cups that customers may wish re- 
stored for sentimental reasons, side by side 
with the restored articles. A sign suggests 
having old jewelry remounted and. re- 
stored. 


>» A poster in the elevator invites em- 
ployees of S. Kind & Sons to mark off 
which nights. they wish to use the tickets 
for Robin Hood Dell concerts which the 
firm purchases, along with other Philadel- 
phia firms. 

> Weissman’s Jewelers of 1501 W. Susque- 
hanna Ave. reports that while white sum- 
mer jewelry is moving slowly, colored 
goods are doing very well. 

>» Edward J. Kelly has completed the in- 
stallation of air-conditioning in his new 
store at 30 E. Lancaster Ave., in Ardmore. 
The Kellys plan to get in a bit of fishing 
in late August. 

>» University Jewelers of 3459 Woodland 
Ave. have been named as authorized dis- 
tributors of Omega watches. The two 
Kaufman brothers, partners in the firm, 
are off on vacations, with Norman heading 
for the Catskills with his wife and chil- 
dren and David flying to California to visit 
a third brother, Albert, whom he has not 
seen in eight years. 

>» Three new 360-degree swivel spotlights 
have been placed in a center wall of Fred 
J. Cooper’s store. These together with 
three others on the opposite wall may be 
swung to throw their beams in any direc- 
tion and when the group of lights is 
focused on several silver articles at night, 
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the effect is quite eye-arrestine 
consisting of i : ii, 
: 5 s and similar 
items placed on a small table before g 
length of silver cloth and flood-lighted 
by these swivel lights is very striking 
dark. 

>» Three Jewelers of Media, Fred Fish of 
5 E. State St., Robert’s, Inc., 205 State 
St., and Wiltshire Bros. of 100 E, State 
St., joined with 22 stores in the community 
to celebrate the United Nations’ tenth 
birthday. All three jewelry stores carried 
a window displaying articles of many na. 
tions, to honor the 84 people representing 
13 different nations expected to visit that 
borough that weekend and enjoy the hos. 
pitality of the townsfolk. 

>» Bar-Kay Jewelers have had an air-con. 
ditioning unit installed at their store, 1403 
Wyoming Ave., to increase the summer 
comfort of both customers and employees, 
>» Charles E. Flinchbaugh of 21 Winona 
Ave., Norwood, spent his vacation at his 
summer home in Delaware. 

> The interior of Carlton’s store at 135 
S. 13th St., has had its face lifted. New 
spotlights have been installed and_ the 
walls painted a restful gray-blue color. 
The ceiling and extreme back of the store 
have been refinished with very dark paint 
to hide the air-conditioning unit and to 
focus the customer’s eye on the actual 
store itself and the new cases. Fluorescent 
lights brighten up the windows. 

» Douglas J. Cooper of Fred J. Cooper, 
Inc., 109 S. 13th St., is at present traveling 
in France, Switzerland, Germany, Denmark 
and Italy, making purchases of gold and 
silver items, both modern and antique, for 
his firm. Before returning home, he will 
also spend some time in England and will 
visit F. R. Cooper and Son in Colchester, 
England, which firm played an important 
part in establishing the present American 
firm. 


after 


SCHICK OPENS NEW SHAVER PLANT IN LANCASTER 





Schick, Inc., celebrating its silver jubilee year, recently opened a new plant at Lancaster, 
Pa., devoted exclusively to the manufacture of electric shavers. 


At the opening celebration of its silver 
jubilee year, Schick, Inc., on July 15, 
formally dedicated its new electric shaver 
plant at Lancaster, Pa. 

Governor George Leader delivered the 
dedicatory address before an audience of 
1000 guests, including Mayor Kendall Bare, 
Board Chairman Kenneth C. Gifford and 
President Joseph B. Elliott. 

The new structure, authorized, designed 


| 








and constructed within a ten months’ 
period, provides approximately 140,00 
square feet of plant and office space—ap- 
proximately double the company’s former 
plant at Stamford, Conn. The entire 
company will be headquartered in Lan- 
caster. 

Mr. Gifford said the total work force, 
now at 650 persons, would reach ap 
proximately 1000 employees. 
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Trifari’s Fall Jewelry 
Features ‘Golden Look’ 


A return to more elegant jewelry styles 
was forecast by Trifari, at its fall preview 
for fashion editors, held in New York 
at the company’s showrooms on July 10. 

According to Trifari, the new styles 
will complement the simpler, but smart, 
“sheath” silhouette. 

Simulated pearl and gold, 
rhinestone, pseudo emerald, sapphire, ruby 
and white rhinestones are features of the 
new line previewed by the editors. One 
of the new styles shown, “Jeweled Em- 
bers.” consisted of gold-colored twigs, 
tipped with rhinestones, or with cabachon 
tips of synthetic ruby, sapphire or em- 
erald. 

Another feature of the Trifari showing 
were pins designed to accentuate the new, 
low hip lines. Among them were the 
“3D” and the “Triple Royal Plume,” both 
in rhinestones. 

For evening wear, new styles include 
“Command Performance,” featuring two- 
way paved ridges with baguette stones 
on one ridge and paved round stones on 
the opposite ridge. It is also available 
with simulated rubies sapphires or em- 
eralds. 

Also shown were a number of orientally- 
inspired styles including Cleopatra and 
Caravan. Designed with an eye on this 
year’s new color trends, Caravan consists 
of opaque-colored stones, in red, brown, 
green, blue and black set in gold-toned 
“Trifanium.” 

This year, Trifari is also offering classic 
gold-colored sets and has also added 
textured gold-colored jewelry that is spe- 
cially designed to go with the new brown 
and beige styles. Among these, “Golden 
Acorns” stands out. Textured golden 
loops are joined to make a necklace from 


gold and 


>» The jewelry store of Mrs. Charles E. 
Schellinger, at 27 S. 17th St., was leased 
recently by Smith and West Jewelers, 
1538 Lincoln-Liberty Building. Albert H. 
West will be located at this store, giving 
up the establishment in the Lincoln-Liberty 
Building. Charles W. Smith will continue 
to operate the firm’s Suburban Station 
store which he has supervised for the past 
ten years. 

> Carl A. Doubet, Jr., of 10th and Orange 
Sts., Wilmington, Del., finds it worthwhile 
to participate in the Token Refund Plan 
in his city. Persons riding into town in 
periods other than the rush hours, when 
paying their fare, ask the driver of the bus 
for a refund token which they can then 
use to go home. A full-page advertisement 
goes with the plan which costs the mer- 
chants participating very little and, ac- 
cording to Mrs. Doubet, brings in a large 
amount of business to the center of town 
which otherwise might remain in the out- 
lying suburbs. Wilmington Downtown Day 
offers free rides both ways after rush hours 
and is well thought of by the merchants. 
> Progress is a fine thing, thinks Benjamin 
C. Cope of 2534 West Chester Pike, 
Broomall, but there comes a time when 
it is downright inconveniencing. Mr. Cope 
had to move into temporary quarters 





FOR AuGusT, 1955 





| 





which hang two acorns, either of imitation 
pearl or paved with rhinestones. The 
same style also includes earrings and a 
bracelet. 





A return to elegance is symbolized by this 

fall's new jewels by Trifari. Shown here is 

the "Golden Acorn,"' a necklace and brace- 

let. The pendant acorns of the necklace 

and earrings are of textured gold Trifanium 
paved with rhinestones. 


Another Trifari style seen at the fashion 
preview was the “Golden Bark.” Consist- 
ing of bracelet, earrings and _ necklace, 
it is of golden-colored “Trifanium” said 
to resemble tree bark. 

For the figure-conscious lady, Trifari 
has produced “Gym Gems,” gold-colored 
figures portrayed doing reducing exercises. 
They can be used as scatter pins or 
bracelet charms. 


nearby while his store was razed to make 
room for the widening of West Chester 
Pike. A new store is being built at the 
same location, but further back from the 
highway. Mr. Cope hopes to move into his 
new quarters by late fall. 

> Attorney Edwin S. Malmed and Myer 
B. Barr of Barr’s Jewelers, 1112 Chestnut 
St., had been invited to debate as half of 
a team at the convention of the National 
Jewelers Association in Chicago on the 
subject, “What Good, If Any, Fair Trade 
Laws Have Been to Jewelers?” The NJA 
convention was held from July 24 through 
28. 

> Charles Clymer of 211% Hinckley Ave. in 
Ridley Park has redecorated his store. In 
addition to a job, new 
showcases and fixtures have been installed. 


thorough paint 


Bulova Granted Atomic Permit 


Omar N. Bradley, chairman of the board, 
Bulova Research and Development Labora- 
tories, has announced that the laboratories 
have been granted an access permit by the 
U. S. Atomic Energy Commission. The 
permit grants Bulova Laboratories full ac- 
cess to restricted data relating to the 
civilian uses of atomic energy. 














WHEN YOU 


RUN A SALE 
Do It With 


(RACE Sales 


» 


> 


» 


» 





A GRACE SALE OR AUC- 
TION is the surest way to 
a sharp increase in your 
sales—quickly, profitably 
and with dignity. 


MY BACKGROUND OF 
OVER 20 YEARS OF 
SELLING EXPERIENCE 
enables me to guarantee 
profits on every sale, even 
after deducting the unusu- 
ally low cost of my ser- 
vices. 


ALL SALES HAVE MY 
PERSONAL SUPERVI- 
SION and are conducted 
in a manner to guard the 
reputation and prestige of 
your store. 


ALL SALES PROBLEMS 
ARE THOROUGHLY AN- 
ALYZED by me, personal- 
ly, and solved with an in- 
dividualized program of 
advertising, public rela- 
tions, merchandising and 
organization of the sales 
force .. . to realize the 
maximum potential of 
every sale. There is no 
need for any work or wor- 
ry on your part. 


For more information on 
how the Grace Sales Sys- 
tem can help you with no 
obligation on your part, 


WRITE OR PHONE 


NICHOLAS VAN WOWK 


GRACE SALES 
SYSTEM 


20 West 47th St. 
NEW YORK, N. Y. 
JUdson 2-1167 
or 30 South Street 
PITTSFIELD, MASS. 
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Sterling 
Hatware 


Inactive and Obsolete 


We are interested in purchas- 
ing for cash any of your odds 
and ends of sterling patterns, 
any quantity, no matter how 
small or how large -— active, 
inactive, or obsolete, new or 
used, 


We are also interested in co- 
operating with dealers who 
have calls for the older sterling 
patterns that are no longer 
available. 


Reference— 
Jewelers Board of Trade 


Jutivs GOODMAN & SON 


Memphis Jewelers Since 1862 


113 MADISON AVENUE 
MEMPHIS, TENNESSEE 











ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 


Silverware — Gold and plated jewelry — old 
costume jewelry. Watches—movements—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment too large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our check. 


References: Whitney National Bank. Morgan 
Branch, New Orleans, La.; National Jewelers 
Board of Trade; Dun and Bradstreet. 


ANTIN'S 
114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 











ALBERT S. SMYTH CO. 


WHOLESALE 


DIAMONDS-WATCHES 
e JEWELRY ® 


5 HOPKINS PLACE, BALTIMORE, MD. 











Tarnish-Preventive 


SILVERWARE CHESTS 


Lined with Pacific Silver Cloth 
Finest Quality Fully Guaranteed 
send for illustrations and price list 


EUREKA MFG. CO., INC., Taunton, Mass. 


Makers of Silverware Protection—Rolls, Bags, Cases 
and Chests Since 1926. 
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» THE SOUTH 


>» William Zale, vice-president of the Zale 
Jewelry Co., Houston, Tex., has announced 
that the 703 employees of the company 
have received $369,373 as their part of 
the 1954 profit sharing plan. In Houston, 
14 employees participated, earning 12 per 
cent of their total annual wages, Bruce 
Fink, store manager, said. 

>» Laufman’s of Houston, Tex., will open 
its third store in that city in the new Palm 
Springs Shopping Center, now under con- 
struction. Sol Laufman is president of the 
concern which also has branches at 810 
Park Ave., and 6727 Harrisburg Rd. 
>R. L. Brown, of Houston, Tex., 
was elected president of the Texas Watch- 
makers’ Association at a meeting held on 
June 12 at the Stephen F. Austin Hotel. 
Other officers named were Waldon E. 
Turner, of Corpus Christi, first vice-presi- 
dent; C. E. Ross, of El Paso, second vice- 
president; William R. Pruitt, of Tyler, 
secretary; and Paul A. Gomez, of San 
Antonio, treasurer. Twenty guilds from 
all sections of the state attended the meet- 
ing. 

>» Robert’s Jewelers, 1018 Canal St., New 
Orleans, La., marked its 50th anniversary 
on July 2 with a party at the Claiborne 
Room of the St. Charles Hotel. A feature 
of the affair was the presentation of gifts 
to all employees of the credit jewelry 
firm. Those with 10 years or more received 
watches. George Ray, chairman of the 
store’s watch repair department and an 
employee of the firm for 35 years, received 
a gift of silverware. Miss Mae Trapani, 
an employee for 20 years, received a dia- 
mond-studded wrist watch. Hosts for the 
occasion were Harry and A. Robert Ritten- 
berg, co-partners. They are the sons of 
the founder, the late B. Rittenberg. 

>» Sterling McLemore has been appointed 
sales manager of Gordon’s Jewelry Co., 
613 Main St., Little Rock, Ark. He was 


Daughter of Dallas Jeweler 
Presents Gift to Fess Parker 


Actor Fess Parker, who plays Davy 
Crockett in the Disney movie, was recently 
presented with a 14 karat gold powder 
horn attached to a tie chain by Christine 
Everts, daughter of Frank Everts, vice- 


jewelers. 
Everts and Parker are friends from col- 
| lege days. 


| 
| 
| president of Arthur A. Everts Co., Dallas 
| 
| 





formerly connected with sales organize. 
tions. 

> A. C. Henry has been named manager of 
the Busch and Sons Jewelry Store, 1797 
Main St., Dallas, Tex. Vice-president of 
the Horological Institute of America, he 
is also a member of the Texas Watch. 
makers Association. 

> The Sims Jewelry Co., of Waycross, Ga, 
moved to a new location at 414 Lott St 
on June 9. The store was previously 
located on Mary St. DeCarr Sims is the 
owner. 

> Eric’s Jewelry has opened a new store 
in Beckley, W. Va. Eric Rosenbaum is the 
owner of the new enterprise which js 
located at 308 Neville St. Grand opening 
was held July 15. 

> The Southwest Jewelry Manufacturing 
Co. has recently been incorporated jn 
Houston, Texas, according to records in 
the Secretary of State’s office. William E, 
Josey, John S. Boles and W. B. Irwin, Jr, 
were the incorporators. 

>» Speer Jewelers, of Danville, Va., has 
purchased Parker’s Book Store there and 
will move to the new premises when re- 
modeling has been completed. J. E. Speer 
is the proprieter. 

>» Watters Jewelry Store, in St. Peterburg, 
Fla., has opened a new branch at the Cen- 
tral Plaza. According to Bruce Watters, 
the owner, it will carry the same merchan- 
dise as the downtown store at 434 Central 
Ave. 

>» Sharpton Jewelers, of Augusta, Fla., has 
moved from 826 Eighth St. to new and 
larger quarters at 702 Broad St. 

>» E. H. Jones, owner of the jewelry store 
of the same name at Gaffney, S. C., has 
beer named president of the Rotary Club 
there. 

>» Feder’s Jewelers, Stanton St., El Paso, 
Tex., has announced plans for a $50,000 
addition that will add 2,500 extra square 
feet of floor space and allow the store to 
expand. Plans call for the addition of 
10 new employees bringing the total to 
40. 

> Meyer Tanenbaum, proprieter of M. 
Tanenbaum Inc., 947 Broad St., Augusta, 
Ga., is celebrating his 50th year in the 
jewelry business in Augusta this year. He 
started at 1218 Broad St. in 1905 at a 
monthly rental of $15. 

>» Henry Hakan, owner of Hakan’s jewelry 
store, 27 East 12th St., Kansas City, Mo, 
has announced that his daughter, Shirley 
was married to Marvin Levin, formerly 
with the Gruen Watch Co., on June 28. 
The ceremony took place at the Muehle- 
bach Hotel. The couple have made their 
home in Philadelphia where Mr. Levin 
now represents the Hartman Luggage Co. 


Gruen Watch Co. Fills 
Three Executive Posts 


Edward H. Weitzen, president of the 
Gruen Watch Co., has announced the ap 
pointment of Gerald C. Schutz as director 
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Key executives and salesmen of the Fea- 
ture Ring Co. met for the company’s an- 
nual fall sales meeting at the Forest House 
in Maopac, N. Y., on June 18 and 19. 

In his opening remarks, Henry Peterson, 
president, stated that the firm had con- 
cluded a successful spring season and that 
he was looking forward to the fall with 
every expectation of setting the greatest 
sales record in the company’s 20-year his- 
tory. To support this effort he outlined a 
comprehensive plan of advertising and 
promotion. 


of electronics. At the same time, it was 
also announced that Adrian Jacobs and 
Erwin Kaestner had been appointed as 
administrative staff assistant and technical 
staff assistant respectively to Arthur 
Hansen, executive vice-president. 

Schutz was formerly associated with the 
Gibbs Mfg. and Research Corp. as director 
of electronics. 

Jacobs was formerly production man- 
ager of Roller Smith Corp., Bethlehem, 
Pa., manufacturers of electrical and elec- 
tronic integrating and measuring instru- 
ments. Kaestner was formerly manager of 
manufacturing of the Roller Smith Corp. 


Tola Tumbleweeds Start 
New ‘Lines Wanted’ Department 


The Tola Tumbleweeds, a group of about 
250 traveling jewelry salesmen, with head- 
quarters at 434 Merchandise Mart, Dallas, 
Texas, have announced the formation of a 
new department within their organization, 
the “Lines Wanted” department. 

The purpose of the new department is 
to put manufacturers, who may require 
partial or complete representation in the 
Southwest, directly in touch with the sales- 
men. There will be no cost to the manu- 
facturer for this service. 

While most of the salesmen in the group 
are already representing leading manufac- 
turers, the organization points out, some 
are able to take on additional lines. Most 
of the men travel in Texas, Oklahoma, 
Louisiana and Arkansas, and some also 
travel to surrounding states. 

_ Officers of the organization are Ben 
Kuhn, president; David Orman, first vice- 
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OPTIMISM EXPRESSED AT FEATURE RING SALES MEETING 











Announcement was made that the com- 
pany’s new ring setting, introduced at the 
beginning of the year, has been renamed 
“Feature-Glo.” Up till now, it had been 
advertised and promoted under the trade 
name of “Beauti-Glo” because of the extra 
beauty and glow it imparted to the center 
diamond. It was stated that the change 
was made because Feature Ring wants 
the name of the ring setting to be more 
closely identifiable with that of the manu- 
facturer. , 
president; Frank Teagarden, second vice- 
president; Richards Jacobs, secretary; and 
Raymond Teguns, treasurer. Abe Berger 
is executive director. 





Dallas Gift Show 
To Open September 4 


The 30th Allied Gift and Jewelry Show 
will open at the Hotel Adolphus, Dallas, 
Texas, on September 4 and will run 
through September 8. 

According to an announcement by H. 
Wes Johnson, president of Allied Exhibi- 
tors, sponsors of the show, all exhibit space 
has already been sold. 

On the night of September 4, the “Tola 
Tumbleweeds,” a group of jewelry sales- 
men, will hold their cocktail party in the 
ballroom. Buyers will hold their party the 
following evening. On the evening of Sep- 
tember 6, a dinner-dance and ice show will 
be held in the hotel’s Century Room. 

Harold Killeen of the Gorham Co., and 
Al Sternberg, of A. Cohen and Sons Corp., 
have been appointed members of the show 
committee. 


Allan Caplan on Buying Trip; 
Will Visit Overseas Markets 


Allan Caplan, stone merchant, 2 West 
46 St., New York, has left on an extensive 
buying trip that will take him to European 
and Oriental markets. While abroad he 
will visit stone centers in England, Ger- 
many, France and India. He is expected to 
return to New York at the end of August. 








































BIG TRAFFIC 
BUILDER 


COST TO YOU 


10¢ each, 


in lots of 
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Gold-plated 
bronze. 
Newspaper mats furnished. Can 
be advertised for 49¢ engraved, 
or given free with other pur- 
chase. Promotional possibilities 
unlimited! Terms: 10 days net to 
rated jewelers. Others, cash with 
order F.O.B. Nashville. (3 Ibs. 
per C) 


GOLDNER ASSOCIATES 


P. O. Box 2703, Nashville, Tennessee 




















Ask For 


Superior 


NYE OILS 


Best for Watches and Clocks 
Safeguard 
Your Work 


Nye, Inc... New Bedford, Mass 









DIAMOND 
SETTING 


Twenty years experience on 
gold & platinum settings 


Quality & service is being 
renderec to several 
leading jewelry 
manufacturing 

concerns 








Ref. on request 


56 W. 45 St. 
N.Y. 36, N.Y. 
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Security 
Mainsprings 


FOR SWISS WATCHES 


Hand Made °* Hand Polished 
Hand Finished 


Recognized as the finest by watchmakers for 
over 30 years. ASK YOUR NEWALL JOBBER 
about Security Mainsprings in the ‘'Card 
Indexed" file cabinet. 


THE NEWALL mec. co. 








Chicago 2, Illinois 











HEADQUARTERS 
for Nationally 
Known Lines 


Now in our own building with Greater 
Facilities for Better Service 





SESSIONS WATERMAN EVANS: ° 
ioen SPEIDEL SCHICK 

A GEMCO 
TELECHRON darwarp WESTINGHOUSE 
INGRAHAM LATAUSCA OORMEYER 
VULCAIN REMINGTON OSTER 
ULYSSE NARDIN ALVIN TRAVELER 


TWILIGHT STAR DIAMOND RINGS 
and Many Others 


Catalog Twice Yearly © Ask for Yours Today 
JOSEPH HAGN COMPANY 


Wholesolers Since 19117 
325 West Madison Street, Chicago 6, Illinois 











dack T. Goldman & Co. 


29 East Madison Street, Chicago 2, Illinois 
FOR THE LARGEST ASSORTMENT OF 


14K Diamond Earrings & Scarf Pins 


PRICES FROM $15.00 TO $300.00 


Our large stock of earring and 
scarf pin mountings also is 
available to rated jewelers. 


We Welcome Memo Requests 














WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 








603 Metropolitan Bidg., Detroit 26, Mich. 








Our work costs no more 
than ordinary work 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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» A diamond-studded performance was 
turned in by the Jewelry Division of the 
Combined Jewish Appeal at their recent 
dinner at which over $96,000 was added 
to the total of the CJA campaign. Among 
the local jewelers honored at the dinner 
were Frederick M. Gottlieb, Lewis Litt, 
James Marks, Hyman Bolotin and Harry 
S. Pakula. 

>» Joe Goldstone, president of Imperial 
Pearl Syndicate, Inc., 5 N. Wabash Ave., 
who recently returned from one of his pe- 
riodic trips to Japan and the Orient, was 
re-elected president of the Importers’ As- 
sociation of Chicago at the organization’s 
June meeting. In line with its aggressive 
publicity and promotion activities which 
include nation-wide contests, Imperial pre- 
sented the winner of the “Miss Furniture 
of 1955” contest, sponsored by the Furni- 
ture Club of America, a $500 cultured 
pearl necklace and a pair of matching 
earrings valued at $100. 

» Among the new items being prepared 
for the fall market by Gaines & Gaines, 
Inc., 5 N. Wabash Ave., is their “Museum” 
collection of necklaces and matching ear- 
rings. This group includes accurate rep- 
licas of authentic old-world pieces in 
carved ivory combined with genuine coral. 
A less expensive new group consists of 
genuine stone bracelets and matching ear- 
rings set with opals, cameos, cultured 
pearls, sardonyx or quartz. In addition to 
the iaborious task of helping to get the 
various new collections ready for the an- 
ticipated busy fall market, Mrs. Mitchell 
J. Dimand manages to find the time and 
energy to supervise the redecorating of 
the firm’s showrooms which is currently in 
progress. 

» Mrs. Esther R. Eulenberg, 75, widow of 
John Eulenberg, who conducted a retail 
jewelry business in Chicago until his 
death several years ago, passed away on 
June 13. Three sons survive. 

p> Al Furst, sales manager of the Chicago 
office of Swartchild & Co., 22 W. Madison 
St., for the past nine years, has been trans- 
ferred to the company’s Los Angeles of- 
fice. Al requested the transfer so that he 
and Mrs. Furst could be near their 
daughter and son-in-law now residing in 
California. Before leaving for the west 
coast the Fursts were honored by a tes- 
timonial dinner arranged by Al’s fellow 
workers, during the course of which W. 
G. Swartchild, Sr., presented Al with a 
plaque expressing the company’s appre- 
ciation of his 31 years of conscientious 
service. 

>» Al Mallard, Elgin National Watch Co., 
and Jack Prins, Son & Prins Co., 55 E. 
Washington St., met each other unex- 
pectedly several weeks ago and had dinner 
together. So what? Only this—that casual 
meeting was in Rome, Italy, and neither 
one knew that the other was in Europe. 
Jack and the Mrs. had been on a six- 
week jaunt abroad combining business and 








CHICAGO 


pleasure at the time. It’s a small world 

as they say, and Jack and Al will agree, , 

> Rudy Loonsten, also of Son & Prins Co, 

is planning to sail on August 6 for 

three-week trip to Holland and Spain 

Wonder who Rudy will meet in Amster. 

dam? Or will it be in Madrid? 

> At the June dinner meeting of the Ij. 

nois Watchmakers Association, held at the 

Blue Note on the 14th, the technical dis. 
cussion featured “Upjeweling and New 
Developments.” The group will not hold 
monthly meetings during the summer 
months, but will initiate its fall series of 
meetings on September 20, when the 
theme will be “Unbreakable Mainsprings,” 
» The Elgin National Watch Co. held its 
midwest regional sales meeting on July 6 
and 7 at the Knickerbocker Hotel in Chi. 
cago. Forty Elgin salesmen attended the 
sessions which were under the guidance 
of T. J. O'Connell, Fred Board and Bart 
McClosky. 

> Harold C. Donaldson is back again with 
James H. Napier Co., 36 S. State, and is 
now covering the territory formerly tray- 
eled by John Havlir. Although he is work- 
ing out of the Chicago office of the com- 
pany, Harold’s headquarters are in Dallas, 
Texas. 

> Both the offices at 29 E. Madison St. 
and the plant at 559 W. 59th St. of F. H. 
Noble Co. were closed the two weeks end- 
ing July 18 for vacation period. 

> Mr. & Mrs. Frederick M. Gottlieb, 55 
E. Washington St., are sailing this week 
on the Queen Elizabeth for a seven-week 
stay in Europe, the trip being planned as 
a combination of business and pleasure, 
They expect to vacation in the Scandi- 
navian countries until August 21 when 
they will proceed to Antwerp for the open- 
ing of the fall diamond market. 

>» Van Schyndle, Inc., 36 S. State St., has 
added a new representative to their sales 
staff, Dwight Harmon, who will cover the 
Missouri and Oklahoma territory for the 
firm. 

> Russell E. Conyne, recently appointed 
personnel manager by the Elgin National 
Watch Co. for its plant in Elgin, IIL, is 
carrying on a family tradition of employ- 
ment with the company that dates back 

















WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 
Students may enroll at any time of the year 
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to 1885. He is the third generation of 
Conynes at the firm. He was named to 
his new post after serving in the com- 
pany’s plant in Lincoln, Nebraska. He en- 
tered the company in 1927, left it to serve 
in the Navy from 1929 to 1934 and again 
during World War II. His maternal grand- 
father and grandmother, his father and 
mother, several aunts and uncles, and his 
wife before her marriage, were all em- 
ployes of the watch company. 





House Unit Proposal Would 
Hike Social Security Taxes 


Sharp increases in social security taxes 
paid by jewelers on themselves and on 
their employes are in the works if Con- 
gress approves a measure proposed by the 
powerful House Ways and Means Com- 
mittee. 

The bill, which will be among the first 
under consideration next year if it is not 
acted on this year, would also liberalize 
benefits for widows and children of in- 
sured workers, and extended coverage of 
the mandatory retirement system to pro- 
fessional persons. 

Under terms of the measure, the pres- 
ent three per cent tax on the first $4200 
a self-employed person earns each year 
would rise to 3% per cent immediately. 
In 1960, it would jump to 4% per cent; 
to 544 per cent in 1965; to six per cent 
in 1970, and to 6% per cent in 1975. 

The two per cent tax now paid by both 
the employer and employe, for the em- 
ploye, would jump to three per cent im- 
mediately. It would remain at that rate 
until 1965, when it would go to 3% per 
cent. In 19/70 it would rise to four per 
cent each, and to 4% per cent each in 
1975. 





Another measure which would grant tax 
benefits to enable self-employed persons 
to set up their own retirement funds will 
probably have to wait another year for 
action. The Administration is opposing 
the plan now because of an estimated $3 
billion annual revenue loss, but will sup- 
port the measure later. 

Under this bill, a self-employed person 
could defer paying income taxes on up 
to 10 per cent of his income, or $7,500, 
whichever is smaller, if he puts the money 
in an approved retirement plan. The tax, 
at a much lower rate, would be paid when 
the money was withdrawn upon retirement 
after he reached 65. Corporations now have 
the tax deferral benefits for employe pen- 
sion plans. 





Jeweler of Montesano (Wash.) 
Celebrates Golden Jubilee 


It was a golden jubilee for Gaston Moch, 
jeweler of Montesano, Wash., recently and 
his fellow merchants certainly made the 
occasion a great one. The local chamber 
of commerce decided that the most ap- 
propriate way to salute him for his 50 
years in business in the same town and 
same business was to hold a merchandising 
event. And they went all out—calling the 
event “Montesano Days” and featuring a 
three-day, town-wide sale, April 29-May 2. 
Bargains galore and even a “Gaston Moch 
dinner” (at the local coffee shop) were 
offered to townspeople in Moch’s honor. 

The local paper paid tribute to Moch 
in its editorial columns and with a front 
page news story and photograph. Active 
in civic affairs, Mr. Moch served 41 years 
as Montesano city treasurer. He served 
twice for one-year terms as president of 
the Chamber of Commerce. 


RONSON SHOWS NEW LINES AT SALES CONFERENCE 





Ronson Corporation recently completed 
a sales conference in Newark, attended 
by Ronson sales representatives from 
every section of the United States. 

Ronson’s new lines for the coming 
season were introduced to the sales rep- 
resentatives and details of the com- 
pany’s expanded merchandising, promo- 
tion, advertising and publicity support 
of its products were presented. 

During the course of the meeting it 
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was announced that the advertising cam- 
paign on Ronson’s lighters and the elec- 
tric shaver would be “the most intensified 
in Ronson’s history.” Advertising plans 
call for a network television program 
that will start in the fall. 

Included in the picture, taken during 
the sales meeting, are Louis V. Aronson 
II, president, (first row, third from right) ; 
and Herbert M. Stein, general sales man- 
ager, (first row, fourth from right). 











“Honor,” said a great author, “is like 
a precious stone, the price of which 
is lessened by a single flaw.” 


AN AUCTION SERVICE 
FOR JEWELERS 
WHO CARE 


For the jeweler who wishes to sell 
out, we can tell as close as humanly 
possible what his stock will realize. 
If he so desires, we will buy his en- 
tire business outright and conduct the 
liquidation sale on our own behalf. 


THOMAS J. FAUSSETT 





America’s Foremost Jewelry Auctioneer 


When you bow out of the final picture 
on your business-street by a Faussett 
auction, the glories of a lifetime do not 
just fade away. 


HISTORY OF AUCTION SALES THAT 
MADE AUCTION HISTORY THROUGHOUT 
AMERICA EMBRACING OVER THREE MIL- 
LION IN ACTUAL CASH-RESULTS FOR 24 
JEWELERS, ALONG WITH THE FAUSSETT 
GROUP-SALE HELD FOR THE SIX LEAD- 
ING JEWELERS OF ST. LOUIS, MO., 1932-3 
FOUND IN OUR BOOKLET. 


FOR THOSE WHO CONTEMPLATE 
RETIRING FROM BUSINESS, THE 
MONTHS AHEAD MAY PROVE THE 
BEST OF THE HALF CENTURY FOR 
EXCELLENT RESULTS, GRATIFY- 
ING PRICES, AND A COMPLETE 
CLOSE-OUT OF STOCKS AND FIX- 
TURES. THE ECONOMY OF THE 
NATION WILL BE AT AN ALL- 
TIME HIGH ACCORDING TO LEAD- 
ING ECONOMISTS. 


J. LLOYD PORT 
Windsor, Missouri 
Deer Tom: June 9, 1955 


We want you to know how very 
much we appreciate the sale that you 
made for my associate and me at Ex- 
celsior Springs. We just cannot say 
enough for your ability and honest way 
of doing business with the jeweler and 
the public. It seemed all the way 
through the sale as if it were a matter 
of friendship between us rather than 
just a business deal. Do not hesitate 
to refer any jeweler to us who contem- 
plates going out of business. 


J. Lloyd Port 


THOMAS J. FAUSSETT 


521 Fleming Street 
HOWELL MICHIGAN 
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Since 1913, the finest that can be made 
and sold by leading jewelers from coast 
to coast. Distinctive order-taking sample 
book furnished to jewelers whocan qualify 
in cities where a dealership is vacant. 
Write today if you sell fine merchandise. 


WILL ECKER & CO. 
414 N. TWELFTH BLVD. 


$T. LOUIS 1, MO. 
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“CUFFMASTER,” | 


TRADE MARK 


the 
finest 
cuff link 


back ever made 
Patented Design 155,535. Patented Construction 


Infringers will be prosecuted. 


Available in gold, silver, gold filled, brass, 
and other metals. Send for price list. 


Niash Refining Co. Inc, "16 Nossou st. Ny. 


COrdlandt 7-4496 
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e MORE AND MORE 


people are asking for 
the Original Mustard 
Seed Remembrancer! 


Write for Catalog No. 21 


THE FLINTS © 210 W. 8th © Kansas City 5, Mo. 





























You Can Buy With Confidence From 


HARRY GREENWOLD, 


WALLENSTEIN-MAYER CO. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Natiozally-Known 


DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


54 years of SERVICE PLUS 
Write for our new 1955 Catalogue 
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> A number of local wholesale firms held 
staff sales meetings during July, prepara- 
tory to the starting of fall sales trips. 
Among them were the Harry Greenwold, 
Wallenstein-Mayer Co., 31 E. Fourth St., 
and the Gerwe Brown Co., 817 Main St. 
Others who started their fall trips in late 
July and early August included John 
Schira, Jr., of Schira Brothers, manufac- 
turers at 434 Elm St.; George W. Schwab, 
manufacturer at 534 Vine St., and Ray C. 
Eibel and Irvin F. Harmon of Klein 
Brothers Co., wholesalers at 37 W. Sev- 
enth St. 

> Recent mid-summer vacationers have in- 
cluded W. H. Ford and Allan Jay, sales- 
men for the E. & J. Swigart Co.; Lars 
Olsen, salesman with the Flanagan-Kovac 
Co.; Peter Andres, Albert Wehry, Norman 
Meehan, Chester Stroud and William 
Jacobs of D. Jacobs Sons Co.; Charles 
Due, bookkeeper for Motch Jewelers in 
suburban Covington, Ky.; Ann Hennessy 
and Marie O’Donnell, salesladies for the 
Gerwe Brown Co., and Carl Benkeser, 
jewelry biller for the Gerwe Brown Co., 
who, with his wife, visited with their son, 
Robert, who is a member of the faculty 
at Purdue University, Lafayette, Ind. Kitty 
Dollries, proprietor of a jewelry and gift 
shop at 4913 Glenway Ave., returned re- 
cently from a two months tour of Europe. 
>» The many local friends and long-time 
business associates of Victor Hagen were 


| wishing him good luck upon learning of 
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Seventy-five exhibitors are expected to 
show their new fall lines at the regional 
jewelry show to be held in Cincinnati, 
Ohio, over the Labor Day weekend, ac- 
cording to an announcement by Edward 
L. Spitznagel, of George H. Newstedt & 
Co., chairman of the show. 


EDWARD L. 
SPITZNAGEL 


Chairman 
of Cincinnati 
Jewelry Show 


Among the topics that are scheduled for 
discussion at this year’s meeting are “New 
Developments in Man-Made Diamonds,” 
“The Retail Jeweler in Today’s Economy,” 
and “Where is the Retail Jeweler Headed?” 
In addition, a leading retailer will preside 
at a forum discussion on “How to Operate 
a Retail Jewelry Store Profitably.” 

The weekend program will be rounded 
out with the inclusion of the annual ban- 
quet and two cocktail parties. 


CINCINNATI 





his recent association with Greenleaf & 
Crosby Co., Ine., a leading retail jewelry 
store in Miami Beach, Fla. A native of 
this city, Mr. Hagen formerly was a dia. 
mond dealer here, and for more than 10 
years had been stare manager for Louis 
F. E. Hummel, prior to the closing two 
years ago of the Hummel retail store, 

» Eugene Swigart, president of E. & J, 
Swigart Co., jewelers’ supplies at 34 YW, 
Sixth St., spent the first two weeks of 
July at Travis City, Mich., where his wife, 
Ruth Bailey, opened her “straw hat” 
theater. Miss Bailey is widely known jn 
theatrical circles, and this is her first yep. 
ture as the operator of a summer theater, 
The Swigart firm recently opened a new 
branch office at 930 E St., N. W., Wash. 
ington, D. C. 

» Jule Kassel, for the past eight years a 
partner in the Kaufman-Kassel Co., manu- 
facturers at 434 Elm St., has retired, and 
was vacationing in Jamaica, West Indies, 
Richard Kaufman, now owner of the con- 
cern, and in the jewelry business for 35 
years, has changed the company name to 
the Kaufman Co. The firm specializes in 
emblem rings and diamond mountings. 

>» Miss Peggy Brown, daughter of George 
E. Brown of the Gerwe Brown Co., whole- 
salers, will be married on September 29 in 
St. Francis de Sales Church to Attorney 
William A. Geoghegan. Following the 
ceremony, a wedding breakfast and recep- 
tion will be held at the Hyde Park Coun- 
try Club, and the young couple will spend 
a month’s honeymoon in South America, 
Miss Brown is a graduate of Summit Coun- 
try Day School here, and attended Trinity 
College, Washington, D. C. Mr. Geoghegan 
is a graduate of the University of Cincin- 
nati and Harvard Law School. 

> Julian Schwab, president of A. 6. 
Schwab & Sons, Inc., wholesalers at 229 
E. Sixth St., vacationed in Europe with 
his family during July. Paul Schmidt, a 
salesman for the firm, will be in his Michi- 
gan territory this fall, after recovering 
from an illness. 

> Charles E. Haberman ‘of the Haberman 
Sales Co., wholesalers at 31 E. Fourth St, 
held private showings for the firm’s cus 
tomers during July in Louisville and Lex 
ington, Ky. The company also had 8 
display at the Apparel Show in Indianapo- 
lis. Ind., in July. 

p> Mrs. Minnie Solomon, 70, mother of 
Maury Solomon of D. Jacobs Sons Co, 
wholesalers at 325 E. Central Parkway, 
died June 30 after an illness of five months. 
Other survivors are two daughters and 
three grandchildren. 

>» Frank C. Herschede, sales manager and 
treasurer of the Frank Herschede Co., re 
tailers at 8 W. Fourth St., recently was 
elected a company director, and Walter E. 
Palmberg has been appointed head of the 
china and crystal department. Miss E 
Fern Flint, a Herschede saleslady, was ™ 
charge of the program for the annual busi 
ness meeting of the Cincinnati Business 
and Professional Women’s Club. 
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> Frank Robinson, executive secretary of 
the California Retail Jewelers Association, 
announced that the headquarters of the 
organization have been moved from San 
Francisco to 365 South Rosemead Blvd., 
Pasadena. 

» M. S. Sater, one of the principal found- 
ers of the Los Angeles Diamond Exchange, 
has resigned as president because of ill 
health. A new president and board of 
directors will be elected at the next meet- 
ing of the Exchange. 

» J. A. Burchard has been appointed ad- 
vertising manager of the W. F. Sebel Co., 
diamond ring manufacturers of Los An- 
geles. W. F. Sebel was recently re-elected 
as president of the Manufacturing Jewelers 
Association of Los Angeles. 

> Mayor Jewelry Co., which operates stores 
in all leading towns in and around Los 
Angeles, moved recently into new and 
larger quarters at 6502 Pacific Blvd., Hunt- 
ington Park, Calif. According to George 
Cohen, manager, the store has twice as 
much floor space at its new quarters as 
it did at its old location at 6521 Pacific 
Blvd. 

> Jack Nord, formerly a jewelry designer 
in New York City, has opened a wholesale 
and manufacturing establishment at 10904 
Rochester Ave., West Los Angeles, Calif. 
He is specializing in the manufacture of 
gemstone jewelry for the retail trade. 

> Paul Schachterle, who operated a jewelry 
store at Fort Morgan, Colo., has moved to 
Pomona, Calif., where he has opened a 
jewelry store at 261 E. Second St. The 
new store is operating under the trade 
name of Paul’s Jewelers. 

> Johnston Jewelers is the name of a new 
retail store opened recently at 11429 Santa 
Monica Blvd., West Los Angeles. A. H. 
Cohen, owner of the new establishment, 
has had 16 years’ experience in the jewelry 
business. For the past four years he was 
affliated with Geneva Jewelers in Santa 
Monica. 

dA new entry in Denver wholesale jewelry 
circles is Regal Jewelry Co., with offices 
at 824 21st St. Gary Babin is office man- 
ager, and a co-partner in the business. 

> David J. Prince, who for many years 
operated Dave’s Watch Shop at 4705 Uni- 
versity Way, Seattle, Wash., is in business 
now at a new site just a block and a half 
down the street, at 4311 University Way. 
The new store is called Dave’s Jewelry. 
Mrs. Prince is active in the business with 
her husband. 
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Chatham Emeralds 


REGISTERED U.S. PATENT OFFICE 
Manufactured Exclusively by 
Chatham Research Laboratories 
70—14th St., San Francisco 3, California 


The Only Man-Made Emeralds 





Available in the World 
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> Tom B. Monk of 1006 J St., Sacramento, 
celebrated his 35th year in the jewelry 
business in Sacramento recently. He 
started the business in 1920 with Robert 
Bailey (now deceased) and Otto Weisem, 
at 1013 8th St. Later he bought out both 
partners and in 1922 moved to 1009 K St. 
About nine years ago he moved to his 


present location. In 1938-39 he served as | 


president of the California Retail Jewelers 
Association. He has also been most active 
in local affairs, having been elected to the 
city council in 1927 and later served as 
mayor from 1937 until 1946. He is well 
deserving of the plaudits and congratula- 
tions his many friends have given him on 
this anniversary. 

> July 1 marked the second anniversary 
of Richard W. Kaye, 657 Mission St., San 
Francisco, as a diamond importer. The 
son of Leo Kaye of the pioneer San Fran- 
cisco diamond firm of Knox & Kaye, he is 
well known to the trade in this area. He 
was with Granat Bros. for two years and 
managed the diamond department of E. W. 
Reynolds Co.’s San Francisco division for 
five years. 

> Vernon & Vernon, diamond brokers at 
220 W. Fifth St., Los Angeles, celebrated 
their first anniversary recently to the con- 
gratulations and good wishes of all their 
friends in the industry. 

> Harold Nadelle, Jewelers, located since 
1936 at 113 W. Ninth St., Los Angeles, 
recently moved to new modern quarters 


at 506% South Broadway. 
(Continued on following page) 





Watson Wins Behrstock Trophy 
In California Golf Tourney 





James Watson (Ball Co. of California), 
winner of the |. Behrstock Memorial Trophy 
for 1955, receives the congratulations of 
Bob Mendelson (Jacques Kreisler Mfg. 
Corp.), president of the Southern Califor- 
nia Jewelers Golf Association. Throughout 
the year, the perpetual trophy will be 
cared for by Sam Haffner, successor to 
| Behrstock, and will be on display at his 
showrooms at 315 W. Fifth St., Los Angeles. 











Tired of profitless cleaning time to 
end tarnish on silver and metal 
stock, end fingermarks on silver and 
showcases? 


WORLD FAMOUS 


NEW 
LUSTER 


TRADE MARK 
“SMOOTH AS SATIN" 


cuts your time and effort. Cleans 
the toughest tarnish . . . retards oxi- 
dation (wiping with clean cloth re- 
news original luster) . cleans, 
makes glass and metals resist finger- 
marks. Use New Luster throughout 
your store. 


Looking for added sales? New 
Luster will please your customers 
and bring you extra profits. Fast- 
turnover, attractive 5 oz. package 
retails at $1.50. Stock it now! 


FREE—Retailers, Wholesalers, 
write today for generous free 
sample. Wholesalers’ inquiries 
welcome. 


EARL L. SMIT 


National Distributor 
315 W. 5th St., Los Angeles 13, Calif. 











“PROTECT 
MY PET” 


charms for those 
who love their pets. 


THE SAINT ROCH 


charm (copyrighted) 
exquisitely sculp- 
tured, a symbol of 
protection when at- 
tached to dog's col- 
lar. Worn on charm 
bracelets, too. Bronze 
$2.50; Sterling $3.50; 
14Kt gold $50.00. 
Keystone. 









Through your wholesaler 


PROTECT 
MY PET CO. 


P. O. Box 24603 
Los Angeles 24, Calif. 














GEORGE C. HOUSTON 


National Distributor of 


"LINDE" STAR 


Man-Made 


SAPPHIRES and RUBIES 


Wide selection in stock for 
Manufacturing jewelers by 


GEORGE C. HOUSTON 


448 S. Hill St. Los Angeles 13, Calif. 
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The First Hundred Years of 
HAVILAND CHINA 


accumulated a wealth of good 
will that is steadily increasing 
consumer demand 
for Haviland Patterns 


Theodore Haviland 
New York 


\. MADE IN AMERICA 






| 


SEE IT NOW... eel 


PESTIVAL 


A Haviland design with better 
Return for More Sales 


Haviland & © 


270 PARK AVENUE, NEW YORK 17, N. Y. 








MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 








Importers of 
ENGLISH CHINA 
ond 
EARTHENWARE 
Stock and Import 


FONDEVILLE & CO. INC. 


149 5th Ave., New York 10, N. 
AL. 4-0104 





| 
| 











WEDGWOOD 


Bone Chino Dinnerware, Queen's Wore 
Jasper and Black Basalt 


Trade-Mark WEDG WOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 Bact 54th Street New York City 











EMCO SILVERCASE 


lined with tarnish-preventive Pacific Silver Cloth. 
Retails at only $3.95. Holds 56 pcs flatware. Ex- 
cellent for starter sets. 


EUREKA MFG. CO., INC., Taunton, Mass. 


Makers of rolls, bags, cases and chests for silverware 
since 1926. Write for descriptive leaflets and price list. 








MARY RYAN ‘ces 


FURNITURE 


GIFT AND ART 
225 Fifth Avenue, New York 


Merchandise Mart, Chicago NOVELT! e5 








» Fred Buehn, president of the newly 
formed Manufacturing Jewelers Associa- 
tion of Northern California, reports in- 
creasing interest in the group. The group 
holds monthly dinner meetings on the sec- 
ond Thursday of every month, at the Elks 
Club, 456 Post St., San Francisco, and all 
manufacturing jewelers in the Bay Area 
are invited to attend. Those interested 
should contact Buehn at 233 Post St., San 
Francisco. 

> The Flowerman Jewelry Store at 2058 
Mission St., San Francisco, is now doing 
business as the Bayer Jewelry Co. The 
firm was recently purchased by Clarence 
Bayer and the former owner, Jack Flower- 
man has retired from the trade. 

> The Gomez Mfg. Co., 657 Mission St., 
San Francisco, announced the appointment 
of Charles W. Lesch to represent its line 
of diamond rings and loose diamonds in 
the Pacific Northwest and San Francisco 
Bay area. Mr. Lesch was formerly mer- 
chandising and promotion manager of the 
Traub Manufacturing Co. for the past five 
years. From 1941 to 1943 he represented 
the Traub line in the entire Pacific Coast 
territory. After serving in the armed 
forces during World War II, he rejoined 
Traub in 1945, with southern California as 
his territory. He has also had ten years’ 
retail jewelry experience on the West 
Coast. 

> Al Furst, who has been sales manager 
of the Chicago office of Swartchild & Co., 
has been transferred to the firm’s Califor- 
nia. office. Mr. Furst, who also traveled 
New York, Ohio and Pennsylvania for the 
company, has been with Swartchild for 
over 31 years. He requested his transfer 
so that he and Mrs. Furst might reside 
near their daughter and son-in-law who 
have settled in California. Before leaving 
Chicago, his fellow workers gave him and 
his wife a testimonial dinner and a plaque 
was presented to him. Members of the 
trade here extend their welcome. 

> Jensen & Fallon Jewelers, Glendale, cele- 
brated their 10th anniversary in one loca- 
tion at 119 E. Broadway, recently. Douglas 
C. Jensen and Robert L. Fallon are the 
owners. 

>» The June meeting of the Ventura County 
Retail Jewelers Association was held at 
the Glen Tavern Hotel in Santa Paula. 
Guest speaker at the dinner meeting was 
Paul Tschudin, director of The Watch- 
makers of Switzerland Information Center, 


who spoke on “The Swiss Watch and the 


Retail Jeweler in the United States.” Mr. 
Tschudin was then presented with a plaque 
by Julius Alberts, first vice-president, from 
the California RJA, as a symbol of appre- 
ciation of the service rendered to U. S. 
retail jewelers by the Swiss advertising 
and merchandising program. Mrs. Minnie 
May Bahns of Bahns Jewelers, Ventura, 
was elected director of the Ventura Dis- 
trict of the California RJA. Duard E. 
Goble, president of the Ventura County 
Retail Jewelers, presided. 

> Lou Saunders, who covers the 11 western 
states for Harry Winston, Inc., moved to 
new quarters in Room 608, Jewelry Trades 
Bldg., Los Angeles. 

>» Lee Westmyer recently changed the 
name of his store at 14421 Ramona Blvd., 








Baldwin Park, from Wright's Jewelers tg 
Lee’s Jewelers. The business was pur. 
chased by Mr. Westmyer in 1953, folloy. 
ing the death of Charles Wright who 
established it in 1928. 

> Philip’s Jewelry is the name of a ney 
store which opened June 15 at 55 Pie 
Ave., Hermosa Beach, Calif. Philip Prood, 
owner of the new establishment, formerly 
operated a jewelry store at 414 E, Map. 
chester Bivd., Inglewood, Calif. 





Allied Exhibitors Announce 
Plans for 22nd Denver Show 


The 22nd Denver Gift and Jewelry Show 
will be held at the Hotel Albany, Denver, 
Colo., during the week of September 18 
through 21, according to H. Wes Johnson, 
president of Allied Exhibitors, Inc., spon. 
sors of the show. 

Johnson said that the show will occupy 
the second to the sixth floors of the hotel, 
the game room, mezzanine parlors and 
sample rooms. 

The program will include a “Buyers 
Party” to be held on the night of Sep. 
tember 19, and a dinner-dance and enter. 
tainment which will be held the following 
evening. 

Al Sternberg, of A. Cohen and Sons 
Corp., New York, and Howard Cain, of 
Cain-Adams Co., Los Angeles, have been 
named members of the show committee. 





Tschudin is Guest Speaker 
At Huntington Park Meeting 


Paul Tschudin, director of the Watch- 
makers of Switzerland Information Center, 
was the guest speaker at the combined 
meeting of the United Horological Asso- 
ciation of America and the Southeast Re- 
tail Jewelers Association, held recently at 
Huntington Park, Cal. 

Jerry Ostermier, of Podmore Jewelers, 
presided at the meeting. 





Attendance of Over 1400 
Expected at Los Angeles Show 


An anticipated attendance of more than 
1400 was expected for the 7th Western 
Jewelry and Silverware Show to be held 
at the Biltmore Hotel, Los Angeles, August 
14 through 17. This is an increase of 
nearly 350 per cent over its first year’s 
attendance. 

The complete committee, as announced 
by Chairman Walter B. Dorrer of Higbee 
and Dorrer, included: Walter H. Butler, 
Jr:, E. W. Reynolds Co.; J. H. Alberts, 
Albert’s, Ventura; Robert R. Ender, The 
Napier Co.; Edward L. Endman, Pacific 
Jewelers Supply; Russell V. Fergoda, J. 
Herbert Hall Co., Pasadena; Durward 
Howes, III, B. D. Howes & Son, Pasadena; 
Robert Mendelson, Jacques Kreisler Mfg. 
Corp.; Karel Pappie, Forstner Chain; 
Leonard Ross, Bruner-Ritter; Jack H. 
Spiro, A. Cohen & Sons; Harry J. Sted- 
man, Riverside; Martin R. Thomas, Sub- 
way Terminal Jewelers; Wendell White, 
The Ball Co.; Rudy Apffel, James A. 
Apffel Co.; Jerry Fels, Renoir of Calif.; 
and Frank Robinson, executive secretary of 


the California RJA. 





THE JEWELERS’ CIRCULAR-KEYSTONE 

















elers to 
‘as pur. 
y follow. 
ht who 


f a new 
29 Pier 
» Prood, 
formerly 


E. Man. 


7 


WwW 


ry Show 
Denver, 
nber 18 
Johnson, 
’+y Spon- 


occupy 
ie hotel, 
TS and 


‘Buyers’ 
of Sep. 
1 enter. 
lowing 


id Sons 
vain, of 
ve been 
ittee, 


ng 

Watch- 
Center, 
mbined 
1 Asso- 
ast Re. 
ntly at 


»welers, 


iow 


‘e than 
Vestern 
e held 
August 
ase of 
year’s 


ounced 
Higbee 
Butler, 
Iberts, 
r, The 
Pacific 
da, J. 
irward 
idena; 
> Mfg. 
chain; 
*k H. 
Sted- 





August 


1-12—Chicago Gift Show, Palmer House 
and Hotel, La Salle, Chicago, IIl. 

1-12—Merchandise Mart, China, Glass 
& Gift Market, Merchandise Mart, Chicago. 

4-7—Gift, China, Glass, Stationery & 
Housewares Show, Western Merchandise 
Mart, San Francisco, Calif. 

7-10—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

14-16—Mid-South Gift & Jewelry Show, 
Hotel Peabody, Memphis, Tenn. 

14-17—Pittsburgh Gift Show, Hotel Wil- 
liam Penn, Pittsburgh, Pa. 

14-17—Kansas City Gift & Toy Show, 
Municipal Auditorium, Kansas City, Mo. 

14-17—Pacific Northwest China, Glass, 
Gift, Jewelry, Stationery, Toy & House- 
wares Show, Civic Auditorium, Olympic 
and New Washington Hotels, Terminal 
Sales Building, Seattle, Wash. 

14-17—Western Jewelry & Silverware 
Show, Biltmore Hotel, Los Angeles, Calif. 

14-18—American National Retail 
Jewelers Association, 50th Annual 
Convention and Trade Show, Waldorf- 
Astoria Hotel, New York. 

21-23—Houston Gift and Housewares 
Show, Sam Houston Coliseum, Houston, 
Texas. 

21-24—Indianapolis Gift Show, Hotel 
Claypool, Indianapolis, Ind. 

21-24—Portland China, Glass, Gift, 
Jewelry, Stationery, Toy & Housewares 
Show, Public Auditorium, Plaza and Ben- 
son Hotels, Portland, Ore. 
21-26—Registered California Gift & Din- 
nerware Show, Hotel Vanderbilt, New 
York. 

21-26—International Gift and Fancy 
Goods Show, Hotel Sheraton-Astor, New 
York. 

22-26—New York Gift Show, Hotels 
New Yorker and Statler, New York. 
22-26—225 Fifth Avenue Fall Market, 
225 Fifth Ave., New York. 
28-30—Spokane Gift Show, Davenport 
Hotel, Spokane, Wash. 

28-30—Minnesota Retail Jewelers Asso- 
ciation, Annual Convention and Trade 
Show, Nicollet Hotel, Minneapolis, Minn. 
28-31—Southern Jewelry Show, Dinkler- 
Plaza Hotel, Atlanta, Ga. 
28-31—Northwest Gift, Art & House- 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 

28-31—Pittsburgh Jewelry Fair, Hotel 
William Penn, Pittsburgh, Pa. 


September 


4-6—Omaha-Midwest Gift Show, Pax- 
ton Hotel, Omaha, Nebr. 

4-6-—Ohio Retail Jewelers Association, 
Annual Convention and Regional Jewelry 
Show, Netherland Plaza Hotel, Cincinnati, 


Ohio. 
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4-7—Greater Miami Gift Show, Miami 
Beach Auditorium, Miami Beach, Fla. 
4-8—Dallas Gift Show, Baker Hotel, 
Santa Fe Building and Merchandise Mart, 
Dallas, Texas. 
4-8—Detroit Gift Show, Hotels Sheraton 
Cadillac and Tuller, Detroit, Mich. 
4-8—Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 
10-12—Michigan Retail Jewelers Asso- 
ciation, Annual Convention and Jewelry 
Show. Hotel Hayes, Jackson, Mich. 
1-13—Salt Lake City Gift Show, Hotel 
Utah, Salt Lake City, Utah. 
11-14—Cincinnati Gift Show, Nether- 
land Plaza Hotel, Cincinnati, Ohio. 
11-14—Miami Beach Gift and Jewelry 
Show, DeLido Hotel, Miami Beach, Fla. 
11-15—Parker House Gift Show, Parker 
House, Boston, Mass. 
11-15—New York Boutique Show, Park 
Sheraton Hotel, New York, N. Y. 
12-16—Boston Gift Show, Hotel Statler, 
Boston, Mass. 
18-1—Retail Jewelers 
Missouri, Annual Convention, 
Hotel, Jefferson City, Mo. 
18-19—Iowa Retail Jewelers Association, 
Annual Convention, Hotel Fort Des Moines, 
Des Moines, la. 
18-20—Wisconsin-State Gift Show, Mil- 
waukee City Auditorium, Milwaukee, Wis. 
18-21—Denver Gift & Jewelry Show, 
Hotel Albany, Denver, Colo. 


Association of 
Governor 


October 
2-4—Phoenix Souvenir & Giftware Show, 
Westward Ho Hotel, Phoenix, Ariz. 
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size rings to fit 
your customers 


NEW 
RING 
SIZER 


ALLOWS SMALL 
INVENTORY 


@Expanding mandrel 
accepts rings from 
sizes 1 to 15. 


@ Upright mandrel en- 
ables easier sizing 
of rings. 


@No scratching 
No marring. 


@ Reducing die with 16 
sizing holes permits 
the greatest range of 
reductions. 


only 9950 


Time Payments 


SEND FOR LITERATURE 


NEW HERMES 
PRODUCTS CORPORATION 
13-19 University Place, N. Y. 3, N. Y. 
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profits for more jewelers 





More and more jewelers are cashing in on SUC 
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‘Rocket Cylinder’ Crystals. Each crystal is pre- 
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tapered side wall, accurately sized to fit bezel. 
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123 East 144th Street 
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ING STRETCHING—To what degree of heat should 
we anneal a 14K gold band ring, before stretching 
it to make it one size larger? (Question No. 6497) P. R. 


Answer—For stretching a ring as little as one size 
larger, it would be unnecessary to pre-heat it at all, if 
made of average composition 14K gold; this, whether the 
stretching be done either by hammering on a mandrel, or 
by using one of the machines that rall the gold to stretch 
a hand-ring. Sufficiently high heat to anneal the gold 
would also melt the solder if the ring is of the kind 
manufactured with a soldered joint, or if it had ever 
been resized by cutting and soldering. 


ROKEN COSTUME JEWELRY-—Have a piece of 

costume jewelry made of colored lucite, with a leaf 
broken off at two places. How can these be fused to- 
gether? (Question No. 6498) W. W. 


Answer—We understand that there is no perfect way 
te fuse or otherwise join broken pieces of this material 
together, to become equal in strength to the original 
attachment. If the job is such that there would not be 
much strain placed on the mended parts while in use, 
the broken pieces may be cemented on with DuPont 
Household Cement, obtainable at hardware or drug stores 
everywhere. Clean the broken surfaces with denatured 
alcohol; quickly spread a thin coat of cement on; press 
the parts together, tying in place with binding wire or 
dental floss, if their shape causes any tendency to sepa- 
rate; pressure should be so that the thinnest possible film 
of cement remains, not “squeezed” out, between the 
pieces. Allow about 24 hours for hardening. 


or LATHES—How do these fiddle-bow pivot 
lathes work in straightening bent pivots? (Question 
No. 6499) B. T. 


Answer—Probably your question refers to pivot 
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lathes such as the Dorrington tool, which is a dead-cen. 
ter lathe, in which the pivot to be worked on protrudes 
through a hole in a thin steel disc, the pivot supported 
by the hole on its lower or “conical” end. In this, the 
bow-lathe only holds the pivot while it is worked on; the 
straightening is done with a pair of heavy tweezers, 
often made of brass, used as hot as can be handled, 
Turning the staff slowly, stop when the bent pivot points 
upward; bend it downward carefully with the tweezers; 
repeat this until the pivot runs true. 


IME DISTANCE—How far will a watch run in 24 
hours? I saw this explained somewhere but I cannot 
find the paper. I want to use it in advertising. (Question 


No. 6500) G. S. 


Answer—We understand your question “how far 
will a watch run in 24 hours?” to mean “how far will 
a point on the balance run in 24 hours?”. For this, 
taking the diameter of the average 16 and 18 size 
balances as 5g of an inch, and assuming the customary 
18,000 beats per hour, this would figure out that a point 
on the balance will cover a distance of 17 and 1/22 miles 
in 24 hours. 


LICK-SPRING—For a new click-spring for the moon 
dial of a grandfather clock, that is missing, should 
this be made of clock mainspring? The only other one 
I ever saw was brass, very roughly made, and maybe 2 
tinker job. We want to restore this antique correctly. 


(Question No. 6501) J. B. 


Answer—To carry out your good aim of correct 
restoration, the spring should be made of brass, which 
was practically always the metal used originally in these 
clocks. Sufficient resiliency can be given brass by any 
treatment that will compress the metal; by hammering 
it with a roundfaced hammer, or rolling it in a jewelers 
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rolling mill. After hammering, the surface usually needs 
flattening to remove the slight dents made by the ham- 
mer, which may be done by draw-filing or stroking 
with an emery cloth covered block of wood. The quickest- 
cutting abrasive cloth is sold under the trade-mark 
“Metalite.” 


ESTING SILVER—I am familiar with the testing of 
gold with nitric acid but I am wondering if there 
is any way of testing silver by using some chemical or 


‘ other. Please explain. (Question No. 6502) S. H. 


Answer—On the piece of metal to be tested, place 
a drop of chromic acid; after a half minute or so, 
rinse the acid off with water and if the metal is silver, 
there will be a red spot on it where the acid drop had 
been and the purer the silver the brighter the red color 
of the spot will be. 

For instance, sterling silver which is .925 pure will 
show a brighter spot of red than coin silver which is 
.800 pure. The best way to handle the chromic acid is 
to keep it in a regular jewelers’ acid bottle which has a 
ground-glass stopper with a prolongation for applying 
the acid to the metal. 


IVOT DRILLING—What can be done when drilling 
for a pivot, and the drill stops cutting? (Question 
No. 6503) J. D. 


Answer—this is due either to a dull drill or one of 
too-soft temper, or to the drill having produced a 
“burnish” or hard surface at the bottom of the hole. 
In the first case, resharpen, or use a new drill. If this 
doesn’t resume drilling, then the trouble is due to 
burnishing, and the hard surface must be cut through 
by sharpening the drill at a different angle of the cutting- 
edges, which will remove the hard surface by attacking 
it on edge, instead of over its entire area at the same 
time. 


6¢ PP ELVETIA” WATCH—Can you tell me the manu- 

facturer’s name, of a 12 size pocket watch with 
“Helvetia” on the dial? It is modern, not an old watch. 
(Question No. 6504) P. F. 


Answer—The watch described was made by The 
General Watch Company, of Bienne, Switzerland. 


Penis like a little information about 

cameos. Are they made of some plastic substance, 
what is it, and how is it moulded or shaped up? (Ques- 
tion No. 6505) R. N. 


Answer—lIn the first place, the word “cameo” desig- 
nates an art-form; it does not refer specifically to the 
material of which a cameo is made. A cameo is a picture 
or portrait or design of some sort, standing out on a 
background, in relief. Usually the picture and the back- 
ground are different in color. As to materials, the 
cameos of commerce are mostly either “stone” cameos, 
cut from agate with layers of different colors; or “shell” 
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cameos, cut from sea shells with layers of colors, The 
picture is cut usually in a white layer, down to the ney 
layer, of a contrasting color. Besides these cameos cy 
from natural substances, some are moulded in glass, por. 
celain, etc., either frankly as such, or made to imitate 
stone or shell cameos. 


oe RECIPE—We want a recipe for making 
a solution for rose-gold electro-plating in a variety 
of different shades. (Question No. 6506) T. H. 


Answer—A good standard solution is made of 
chloride of gold, 8 dwts.; carbonate of copper, 10 
dwts.; cyanide of potassium, 6 oz.; water, 1 gallon. Boil 
together all ingredients except carbonate of copper; then 
add this, having first dissolved it in a little cyanide 
solution; add it slowly to the hot solution previously 
prepared, keeping it at a temperature between 130 and 
140 degrees F., and stirring well. Use an anode of 
10 karat gold and copper. Various shades are obtained 
by trying different current-strengths, and varying the 
temperature of the solution during plating. A good deal 
of practice and experimentation is needed to become sure 
of good results in this kind of plating. 


ELLOW COATED DIAMOND—How can we remove 
a dirty yellow coating that appeared on a diamond 
in a ring that we had to solder? (Question No. 6507) 


H. A. 


Answer—lf you have found it impossible to clean 
the surface of this diamond by any of the ordinary 
means, such as buffing on a jewelers lathe, hot-washing, 
etc., then probably the stone has gotten into the condi- 
tion known as “fire coated’; and usually when this is 
so, about the only way to solve the problem is to send 
the diamond to a lapidary or diamond-cutting shop, to 
have the foreign matter “lapped” off of the facets of the 
stone. Addresses of shops that could do this job may 
be found by looking through the advertisements in the 
JEWELERS CIRCULAR-KEYSTONE. 


EMPERING STEEL—Could a thermometer be used 

for better work in tempering staff-steel, springs, tools, 
etc., by watchmakers? I know that this is the way they 
temper in factories. (Question No. 6508) L. S. 


Answer—Because of the conditions of work in re- 
pair-shops, it is better for watchmakers to use the simple 
color-scale method for tempering steel. For mass-pro- 
duction manufacturing, as of steel parts of watches, in 
factories, conditions are different; there they may have 
to temper thousands of certain similar parts per day, 
all to be given exactly the same tempering heat; and 
because of these quantities of work, even to invest several 
thousand dollars on pyrometric equipment is profitable, 
whereas it would be absurd to install this in a repaif 
shop. Judging tempering heats by the gradually deepen 
ing colors formed on the surface of the steel parts, is 
reliable, economical, and entirely suitable for use under 
repair-shop conditions. 
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Open-Vision 
Store Fronts 
build customer goodwill 


HE principle of open-vision design can be 
jf pers applied to virtually every 
type of retail business. If public goodwill is 
an important element in your business, you'll 





do well to investigate the advantages of In the Ark of Sweets, Lima, Ohio, the Pittsburgh Polished Plate 
Pittsburgh Open-Vision Store Fronts. For Glass show window at right gives good display for the appetizing 
more information, and a copy of our free store candies, while the Plate Glass open-\ ision front affords a clean, 
front booklet, send in the convenient coupon. inviting view of the interior. 











A package-laden customer at Bill Martin’s Mainland Liquor Leonards Camera Shop, St. Joseph, Mo., is an excellent example 
Store, Pleasantville, N. J., just steps on the mat and the Her- of good modernization for a small store. Its open-vision front and 
culite® Door with Pittcomatic® control swings open. “Our new clear, uncluttered appearance attracts the attention of the passer- 
front helps us create that desired first impression which is so . by and draws him right inside the shop. 


necessary in this competitive business 





world,” Says Edith B. Martin, Co-Owner. a ee ene 
1 t 
) Pittsburgh Plate Glass Company : 
Room 5253, 632 Fort Duquesne Blvd., Pittsburgh 22, Pa. - 
i 4 
: Without obligation on my part, please send me a FREE copy of your - 
: modernization booklet, ‘‘How To Give Your Store The Look That Sells.” - 
t i 
4 Ng ee eee eee 1 
t i 
1 i 
r Address____ ee es 1 
! i 
_ Ssahieieennitiaialian State ; a a 
1 é 
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PAINTS - GLASS - CHEMICALS - BRUSHES - PLASTICS - FIBER GLASS 


PITTSBURGH PLATE Gb A: SS COMPANY 
IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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Speidel Corp. Enters 


‘Men's Jewelry Field 


The Speidel Corp., the nation’s leading 
manufacturer of watchbands, recently an- 
nounced that it has entered the Men’s 
Jewelry field. The 50-year-old company has 
stated that the new line of tie bars and 
cuff links will retail from $2.50 to $15. 

In making the announcement, a Speidel 
official said that the new line would be 
backed up by a full-scale advertising and 
merchandising campaign. T. V. ‘advertis- 
ing will be spearheaded by “Caesar’s Hour” 
starring Sid Caesar. Carl Reiner, Howard 
Morris and Nanette Fabray, the show’s 
other stars, will help promote the new 
line as well as watchbands. 
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The merchandising program will be cen- 
tered around a new window display, shown 
here, known as the “Fashion Flip.” Ac- 
cording to a company report, this is the 
first time that a men’s jewelry manufac- 
turer has employed a display of this 
type, using both light and motion. 

The new display consists of sets of 
cards which rotate to present five pic- 
tures and selling slogans. Lights hidden 
in the display serve to spotlight the cards 
as they come into view. 

Featured in the display will be the 
“Tribal Series,” inspired by Indian scenes; 
“Shades of Day and Night,” in styles of 
both evening and leisure wear; “On the 
Wing,” depicting a bird in flight; “Pa- 
goda,” featuring an_ oriental design; 
“Moderna,” executed in an abstract motif; 
and the more conservative “Golden Rope” 
series. 

In addition to the “Fashion Flip,” a 
a smaller stand-up tie clasp display is 
also available to jewelers. 
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Naomi Offers Earring Lock 
That Doesn't Need Threading 





A new type of earring lock that does 
not need threading has been placed on the 
market by Naomi, of Island Park, N. Y. 

Designated as type No. 50, the new fric- 
tion lock, shown here, fits any earring of 
the pierced-ear variety and completely does 
away with the need for a threaded nut. 
Exclusive with Naomi, the new friction 
nut will fit any size of earring screw. 


Naomi officials feel that the new nut 
will appeal to jewelers because of the way 
it will simplify earring repairs. 


G-E Telechron Clocks Offer 
New ‘Wall-O-Rama’ Display 
“Wall-O-Rama,” a new display of nat- 


ural birch, has been introduced to facil- 
itate point-of-sale display of the new 


General Electric-Telechron clocks by | 


dealers and distributors. 


Designed to hold both shelf and wall 
clocks, the unit is available in four sizes 
or may be custom made for the retailer’s 
wall. The horizontal paneling provides a 
hiding place for the electric cords. 





The Clock and Timer Dept., Small Ap- 
pliance Div., General Electric Co., Ash- 
land, Mass., will ship the display prepaid 
to dealers or distributors. 

The four models cost from $15.50 to 
$23.75. Custom-made sizes are available at 
$3.50 a square foot. 









Wittnauer Instruments Division 
Introduces Weather Equipment 


The newly established Wittnauer Jp. 
struments Division, of the Longines-Wit. 
nauer Watch Co., recently announced that 
it is introducing to jewelers across the 
country its new “Weather-Key”  instry. 
ments for the home. 

This includes a complete line of barom. 
eters, hygrometers and thermometers 
which are unique in that each has heey 
exclusively styled in the manner of fine 
jewelry. 

The basic stock of “Weather-Key” jp. 
struments includes the gilt-wire window. 
counter display shown here, five ther. 
mometer-and-percentage-of-humidity _ indi 
cators, four barometers and _ three ba. 
rometer - thermometer - and - percentage - 
of-humidity indicator combination instru. 
ments. 





The various instruments are priced to 
retail from $3.95 to $19.95. A free mer- 
chandising kit includes such sales promo- 
tion aids as window streamer, display and 
reorder cards and a counter catalog. Other 
de luxe Wittnauer weather instruments 
retail from $14.95 to $200. 


David Sarkin Announces 
New ‘Kin-Lock' Promotions 


David Sarkin, Inc., manufacturers of 
“Kin-Lock” diamond wedding ring sets, 
is offering “give-away” plaques to dealers 
who carry the “Kin-Lock” line. 

According to Sam Gorman, sales mat- 
ager, the promotion will reach the bride 
and groom before they buy their rings and 
will develop three perfectly spaced later 
visits when customers may buy silverware 
or other items. 

Retailers buying one of the three “Kin- 
Lock” packages will receive a free plaque, 
a mat and a display. According to Mr. 
Gorman, the plaque has a gold beveled 
edge, a mahogany border and is suitable 
to any home decor. 
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UNIFORM GOLD PLATING 


FOR SMALL FINDINGS 
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Vision You get heavier, MORE UNIFORM gold plate with our Spectralloy 
yment Process*. This process, which is unique with our plant, permits the deposit 
ret_Tn of four metals in alloy with gold. The result is longer wearing, richer looking 
aa plate for your findings. Our modern, automatic equipment makes this 
pois better plating possible at greater economy. Our plant is equipped with 
ida the latest type barrel plating machinery to also handle nickel, rhodium, 
— antique gold, and other types of plating for small findings. 
lines ESTABLISHED 1936 
Pos Write for free catalogue, "The Science of Gold Plating” 
“in 
ee ba 
pe * Pat. Pend. 

SPECTRANOME PLATING CO., INC. 

336 W. 13th St. © N.Y. 14,N. Y. © AL 5-8677 














SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


A very fine new book of facts about B.T.S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
ced to B. T. S. course, and will be mailed you, free: 


e mer- write for it. | Finest Made, ALL Ways 


promo- B.T.S. graduates pass any State Board ex- ~ 
ay and aminations, or the Certified Master Watch- | HI 
- Other maker tests of H.I. of A. ; 
uments Highest authorities say B.T.S. is the best | on 4 ’ 
school . . . that means the best for you. | 


ee i ae Compare and see for yourself The 
more critical you are the more con- 











Jewelry Repairing. 











Write for free book “Your Future and Our | . ’ 
School” which shows how many finest jewelry “L vinced you ll be that WRC means 
ers of businesses have been built on thorough Bow- | <= supreme quality in every respect 
; a man Training. Ge . in style, mechanical construc- 
ealers i ish. 
to BOWMAN TECHNICAL SCHOOL tion and finis 
} man Bowman Building, Ear Wires and Ear Screws now 
bride Lancaster, Pa. | available in basic actions shown 
gs and here and others too, all in a variety 
1 later of front styles and in various met- 
erware 
Ps Paw D. als. 
“Kin- — — eeeroe | DD pes Charles Ezra Bowman, | Order through your material jobber 
rector a 
— f an oe W. R. COBB COMPANY 
oll | 101 Sabin St., Providence, R. I. 
uitable New York Office Chicago Office 
320 Fifth Ave. 29 E. Madison St. 
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Flex-Let Introduces Three-Section Watch Band Trim 











The Flex-Let Corp., manufacturer of 
watch bands, is now offering to jewelers a 
new three-section watch band trim de- 
signed to fit a standard six-foot showcase. 
According to the company, this is the 
first time that a showcase trim has been 
specially designed to show and stock watch 
bands. 

The new trim, shown here, has a center 
section, 35 inches long and 16 _ inches 
deep, and two end sections each 16 inches 


Xr 


long and 16 inches deep. 

Because of the difference in available 
display space in retail jewelry stores across 
the country, Flex-Let designed the trim 
so that the sections can be used separate- 
ly or together. 


The three sections display 42 bands, and 
stock 80 in the 16 drawers concealed in 
the back. Also in the rear of the trim 
is space for the storage of tools. 





Lady Elgin Ensemble Features 
Interchangeable Watch Straps 






P Sree 


A new Lady Elgin ensemble, which fea- 
tures an $85 watch complete with four in- 
terchangeable straps, has been placed on 
the market. The watch is cased in 10- 
karat gold and has 21 jewels. The straps 
are colored red, brown, black and gold, 
and are designed to be worn as style ac- 
cessories with different colored suits and 
dresses. 


Cash Box with Alarm 


The latest device to protect valuables 
from burglars is the “Alarm-O-Safe,” a 
cash box with an alarm that rings for 
five hours when the box is disturbed. 

Made of 13-gauge steel, it measures 12 
inches in length. The alarm is set by 
turning the key. Once set, the slightest 
movement starts the alarm ringing. 





Distributed by Joseph McLaughlin, 595 
Fifth Avenue, N. Y., the “Alarm-O-Safe” 
retails for $29.95. 
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National Ad Campaign 
Announced by Toastmaster 


A national advertising campaign in sup- 
port of its “Golden Slice” dealer promo- 
tion has been made public by the Toast- 
master Products Div., McGraw Electric 
Co., Elgin, Ill. 

Don E. Roettger, advertising manager, 
said that full-color advertisements would 
appear in Life, Saturday Evening Post, 
McCall's, Better Homes and Gardens, True 
Story and Farm Journal. Full page ads 
will also appear in Modern Bride, This 
Week Magazine, Bride’s Magazine, and 
Guide for the Bride during the last half 
of this year, he said. 

The new promotion will also be sup- 
ported by a permanent display which con- 
tains the complete line of four toasters. 
Additional retail sales aids will be made 
available during the campaign. 


I. Smallman & Sons Offer 
New Billfold-Jewelry Set 


A new combination billfold and jewelry 
set has been placed on the market by I. 
Smallman and Sons, 47 West 34th St., 
N. Y. It consists of a leather billfold 
wih matching tie bar and cuff links. 





Illustrated here is the “Charcoal Grey 
Florentine Goat” model, which retails for 
$7.50. Other sets offered include matching 
leather-covered lighters for men and wo- 
man. All are gift-boxed. 








International Silver Co. 
Announces Ad Campaign 


The International Silver Co., has an- 
nounced that its advertising plans for the 
last six months of 1955 include the use 
of 29 magazines. 

The list includes Life, Reader's Digest, 
women’s service, brides’ and shelter maga- 
zines and Sunday supplements. The cam. 
paign will make use of four-color, two. 
color and black and white presentations 
and will include double-page spreads, A 
new flatware pattern and hollowware will 
be featured. 


Ronson Display is Free 
With Purchase of Six Shavers 


Ronson has announced that it will make 
available its new electric shaver window 
display, at no cost to the dealer, with the 
purchase of six Ronson shavers retailing at 
$19.95 each. At the same time, the com- 
pany reported, the jeweler will receive for 
resale, or his personal use, a Ronson 
“Princess” lighter which retails for $8.50, 





(RS-1) has a 


The shaver display 
wrought iron base, vinyl plastic banner 
and a red-flecked chestnut board. It has 
eight interchangeable vinyl cards carry- 
ing seasonal and sales messages making it 
usable the year round. 


Five Year Service Guarantee 
Offered by Hamilton Beach 


The Hamilton Beach Co. has announced 
a five-year free service guarantee on all of 
its motorized home appliances including 
food mixers. Mixette, Liquid-Blender, hair 
dryers, Deep-Clean and Champion vacuum 
cleaners and Hand-Vac, according to Ralph 
Zenner, sales manager. 

The new guarantee will be featured in 
conjunction with new model mixers in 
advertisements in the Saturday Evening 
Post, Better Homes and Gardens, True 
Story, Successful Farming, Electricity on 
the Farm and three brides magazines. 
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Oneida's ‘Twilight’ Pattern 
To Get Heavy Merchandising 


The largest advertising and merchan- 
dising campaign in the history of Oneida 
Ltd. Silversmiths, to introduce the new 
“Twilight” pattern, has been announced 
by Dudley E. Sanderson, vice-president 
and director of advertising-sales promo- 
tion. 

In making the announcement, Mr. San- 
derson said that the introduction of the 
new pattern to the trade and to consumers 
would be backed “by the greatest trade 
paper, television and magazine advertising 
and publicity campaign in the company’s 
history.” 

Advertising will appear in four colors 
in Lije, Ladies Home Journal, Woman’s 
Home Companion, and Seventeen. In addi- 
tion the new pattern will receive promo- 
tion on the T. V. program “Home Show,” 
starring Arlene Francis, starting on Sep- 
tember 6. The program will be seen each 
Tuesday and Thursday over NBC—TV. 

The Twilight display (No. 7019), shown 





here, is being offered to jewelers free 


of charge. Normally a_ six-dollar value, 


if sold with the knife, fork and teaspoon, 
it is free with the purchase of two 54 or 
52-piece sets in a Twilight Chest; an 
assortment (No. 9026) of Twilight fruit 
spoons; or an assortment (No. 9025) of 
a Twilight two piece party serving set. 

The display is suitable for either coun- 
ter or window use. The knife, fork and 
spoon are held to the metal frame by 
plastic clips, and the base is constructed 
of wood. 

The two-piece party serving set retails 
for $1.95. A regular $3.50 value, it can 
be used for the serving of cheese or 
spreads, and it includes a six-inch glass 
dish and a server in the Twilight pattern. 
Gift-boxed, the sets are packaged in sets 
of 12. 

The Twilight Chest, containing a 54 
piece service for eight, available in either 
mahogany or blond wood, retails for $84.75. 
A service for 12 with chest is priced at 
$09.75. 

The set of four Twilight-pattern fruit 
spoons normally retails for six dollars. 
As a special inducement to dealers and 
to the public, it is being offered by 
Oneida, as an introductory offer, for $2.95. 
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Evans Combines Table Lighter With Salt and Pepper Set 





An unique table lighter and salt and 
pepper shaker combination has been 
developed by the Evans Case Co., North 
Attleboro, Mass. 

The complete set, consisting of a total 


of seven pieces, lighter, salt and pepper 
shakers, and four ash trays, retails for 
$25. Shown here in the “Wheat” pattern 
are (l-r) ash trays, salt shaker, lighter, 
and a table lighter in another pattern. 














New ‘Admark’ Catalog 


Albert Adler, Sansom St., Philadelphia, 
has announced that the new “Admark” 
catalog for 1955-56 will be distributed at 


the ANRJA Show. 


Anson Motion Display 
Is Offered to Jewelers 


Anson, Inc., Providence, R. I., manufac- 
turer of men’s jewelry, has announced that 
it is making available to jewelers a new 
motion display built around the theme: 
“Festival of Sterling Silver Values.” 





The window and counter display has a 
“ferris wheel” action with six seats on 
the wheel for displaying six boxed sets of 
Anson Sterling Silver Jewelry. Decorated 
in blue and grey, the display has an il- 
luminated sign that reads: “Anson Jewelry 
for Men.” It is offered free in Unit 36/56 
which consists of six Anson Sterling Sil- 
ver sets in handsome new engraved de- 
signs. Each set retails for $17.50. 





Portable Laminating Machine 


A new portable laminating machine has 
been placed on the market by the New 
Hermes Laminating Machine Co., 13 Uni- 
versity Place, New York. 








Named the “Seal-O-Mat,” the machine 
allows the operator to laminate photo- 
graphs, membership cards, valuable pa- 
pers, credit or identity cards. The plastic 
lamination is said “to last a lifetime,” is 
waterproof and resists the daily wear of 
use in handbag, wallet or pocket 


Four-Page Color Insert 
Issued by L. Harris & Co. 


A four-page catalogue insert in color 
has been made available to wholesale dis- 
tributors by the L. Harris Co., U. S. dis- 
tributors of Bayard and Endura clocks. 
Available in quantity, they can be used 
by wholesalers in their own catalogues. 

Mr. L. Harris, president, has reported 
that both clock lines have been well re- 
ceived because of original designs and low 
price ranges. 
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New Facilities Acquired By Heller Tara, Inc. 





HELLER TARA INC. | 
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New construction will 
allow continuous flow 
operation on one level 
for Helen Tara, Inc., 
Pawtucket, R. I|., man- 
ufacturer. 








New manufacturing facilities were re- 
cently opened at Pawtucket, R. I., by 
Heller Tara, Inc. The new plant has one- 
and-a-half acres of working space on one 
level. 

Within the plant are facilities for the 
manufacture of plated, gold filled, gold 
and sterling silver jewelry by all proc- 
esses including stamping, die-striking, 





rubber-mold-casting and die-casting. In 
addition, the new facilities will be 
equipped to handle pearlizing, glass blow- 
ing and bead making. Natural and artifi- 
cial light will make possible detailed in- 
spection of the merchandise. 

The Heller Tara showrooms, located at 
41 Fifth Avenue, have recently been re- 
decorated. 





Rights Granted to Agency 
For Balanced Advertising 


A certificate of trade-mark registration 
has been granted by the U. S. Patent Of- 
fice to Lewin Williams and Saylor, New 
York advertising agency, for the exclusive 
use of the phrase, “Balanced Advertis- 
ing.” 

A. W. Lewin, agency president, said 
“it’s the fact that our campaigns for 
clients are planned to keep pace with the 
movement of goods which rightfully char- 
acterize them as ‘Balanced Advertising.’ ” 


Amity Leather 
Distributes "Busy Susan’ 


A new type of counter case recently 
distributed by Amity Leather Products Co., 
West Bend, Wis., is reported to have 
spurred billfold sales 78 per cent. Based 
on the principle of the “lazy Susan,” the 
“Busy Susan” is a three sided wood and 
glass rack displaying 30 billfolds. 


AMITY 
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Among the features of the new rack are 
easy re-stocking by the retailer because 
the description of each billfold is num- 
bered on the front display panel and good 
visibility due to the revolving action of 
the rack. 
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"Cluster’ Rings Hold Leading 
Position, Says Manufacturer 


Sales studies indicate that Karlan and 
Bleicher’s die-struck “Cluster” rings con- 
tinue to hold a leading position as excel- 
lent year around ring promotions, ac- 
cording to an announcement from Jacob 
Karlan, president of the firm. 





The Cluster ring design, says the firm, 
creates the illusion that the center dia- 
mond is brighter and bigger than it ac- 
tually is. The photo shows a matched 
Cluster set (#192) from the company’s 
“Grand Illusion” series of settings. It is 
available in four sizes, from 5% m/m to 
8 m/m. 


Norma Pencil Corp. Offers 
Mailing Piece to Dealers 


The Norma Pencil Corp. has announced 
that it is making available to dealers a 
new four-color mailing piece with the 
dealer’s imprint added at no charge. The 
leaflet shows various models of Norma 
“Multikolor” pencils. 





New Goldstein-Gerson Setting 


Jules Gerson, vice president of Gold- 
stein-Gerson Co., has announced the cre- 
ation of a new diamond ring setting that 
the company will show at the New York 
jewelry show this month. The firm has 
also prepared advertising mats, showing 
the setting, for the use of jewelers. 











Elgin American Display Tray 
Available with Compact Order 

Retailers who order the American Beauty 
Compact Assortment #2400 will receive 


a free display tray, according to a state. 
ment by Elgin American. 


The tray holds six compacts and a fur- 
ther six are shipped with each order. Each 
compact will retail for $3.50 for a total 
retail value of $42. Cost to the retailer is 
$24. 


English Cigarette Lighter 
Is Also a Flashlight 


A new type of cigarette lighter, made 
in England and distributed here by Magna- 
Lux Corp., 222 Fourth Ave., New York, 
uses storage batteries for ignition instead 
of a flint. The new lighter also has a 
flashlight which is operated by pressing 
a button on the side of the lighter. 





The lighter is operated by pressing the 
side bar forward. Moving it back extin- 
guishes the flame. The batteries last from 
three to five months. ; 

The new lighter-flashlight combination 1s 
made in five engine-turned models and is 
available with a block for initialing. All 
models retail for $10. 
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Jacoby-Bender Inc. Offers 
Service Desk Cabinet 


Jacoby-Bender, Inc., Woodside 77, N. Y., 
manufacturer of J-B Watch Bands, has 
just introduced a new service desk cab- 
inet for use on a jeweler’s show case. Ii 
is described as durable, portable and made 
of natural-grained wood. 

The cabinet contains a special drawer 
for tools and compartments for repair 
envelopes and order cards. The unit comes 
com;ete with 75 J-B watch bands, 40 for 
ladies and 35 for men, of which the ma- 
jority of the latter incorporate the new 
and exclusive J-B “Multi-Size” link fea- 


ture. 


SERVICE RESK 


The front of the desk shows seven bands 
attractively displayed and protected from 
dust, dirt and damage by a glass panel. 
Inside the cabinet are three plastic trays 
containing 10 bands. Back-up stock con- 
sisting of 38 bands is arranged in the stock 
compartments. 

The jeweler pays only for the 75 bands, 
the service desk is free. 


Two-Week Trip to Switzeriand 
Is Prize in Incabloc Contest 


An all-expense paid two-week trip to 
Switzerland for two, aboard a Scandina- 
vian Airlines DC-6B will be the first prize 
in the new retail contest announced by 
the Incabloc Corp. 

According to William G. Wenzel, vice- 
president in charge of sales and advertis- 
ing for Incabloc, the contest is open to 
all jewelers, watchmakers and jewelry 
sales people in the country. Contestants 
should submit a letter on “How I in- 
creased my Watch Sales with Incabloc 
Shock Absorbers.” 

The winners will fly from New York 
and can stop over in such cities as Paris, 
Copenhagen, Glasgow, Frankfurt or Ham- 
burg, if they desire. First prize winners 
who do net wish to make the trip will 
receive $1,000 in cash. 

Second prize will be a Vibrograf, watch 
and clock timing machine, valued at 
$650; third prize will be $250 in cash and 
the fourth prize will be $100 in cash. 
Other prizes awarded will consist of 
Chastell “Miracle Power” clocks, electric 
clocks without wires that require no wind- 
ing, which are valued at $29.75. 

Contest entries should be mailed to Con- 
test Director, Incabloc Corp., 15 West 


46th Street, New York 36, N. Y., before 
October 30. 
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Sheaffer Pen Co. Introduces 
New Cartridge-Filled Pen 





A new popular-priced pen that is filled 
by a removable cartridge has been placed 
on the market by the Sheaffer Pen Co. 

Named the “Fineline Cartridge,” it is 
refilled by removing the used plastic ink 
cartridge from the barrel, putting in a 
refill, and replacing the nib section. 

In four colors, it retails for $2.95. Re- 
fills are five for 49 cents. 


Palladium Sports Trophies 
To be Seen at ANRJA Show 


Two sports trophies fashioned in pal- 
ladium will be on view at the ANRJA 
show. They are the $7,500 Baker Palladium 
Trophy, speedboat racing award, and a 
baseball made out of palladium. Both 
will be seen at the exhibition booth of 
Baker and Co., Iuc., Newark, N. J. 

The speedboat award is given to the 
winner of the International Grand Prix, 
which is run each year on New Year’s Day 
in Miami as the feature of the Orange 
Bowl Festival. 

The baseball, the first ever made in 
palladium, was executed by Albert Grall, 
of Louisville, Ky., a specialist in creating 
athletic trophies in precious metals. The 
shell, valued at about $1,500, is approx- 
imately 64/100ths of an inch thick. 





Label Changes Function 
Of Rosner Mailing Box 


The “Jet Saf-T-Mailer” a mailing box 
recently introduced by the Rosner Con- 
tainer Co., 143 Greene St., New York, 
can be used for both parcel post and 
registered mail. A change in sealing 


labels meets the postal requirements for 
both. 





For parcel post a printed gum tape, 
cut to size, handles addressing and sealing 
in one operation. For registered mail, a 
pre-formed sealer, pre-scored and cut, is 
used. It is made of quick sealing gummed 
stock for secure, four-side closing. 








Platinum Mounting Prices 
Lowered by Detroit Maker 


Traub Manufacturing Co., Detroit, 
maker of Orange Blossom engagements and 
wedding rings, has reported price reduc- 
tions averaging 20 per cent on platinum 
mountings. 

In announcing the cuts, Frank H. 
Smith, sales manager, said that the plati- 
num rings would now retail for about 15 
per cent more than white gold. 





Hamilton Watch Co. 
Restyles Boxes for Fall 


A new concept in watch packaging has 
been announced for the Fall season by the 
Hamilton Watch Co. The “azure blue” 
watch box, shown here, is one of a new 
series which also includes similar adap- 
tations for Hamilton cord and strap 
models. 








The bracelet box is lined with blue vel- 
vet and is edged with lucite. The watch 
holder is tilted for effective display and is 
easily removed for demonstration purposes. 
The Hamilton name is etched on the edge 
of the box and also on the inside of the 
lid. 

Boxes for men’s strap models are brown 
lined with champagne—colored velvet; 
those for the Lady Hamilton and cord 
styles are black with blue lining. The 
model shown, the 10-karat gold filled 
“Clark,” retails for $72.50 with strap, and 
with bracelet for $79.50. 





New Atmos ‘Century’ Clock 
To Retail for Less than $100 


The Vacheron and Constantin-LeCoultre 
division of the Longines-Wittnauer Watch 
Co. has announced the introduction of the 
new “Atmos Century,” the newest addi- 
tion to the well known family of perpetual 
motion clocks. 

The new clock will retail for $99.50 and 
will come with a choice of three dials 
with trylon hour markers; with Roman 
or Arabic numerals at the cardinal points 
and trylons to mark the other hours. 

The “Century” is powered, as are other 
Atmos clocks, by a barometric pressure 
mechanism. Production of the new clock 
has been made possible because of ex- 
panded facilities at the LeCoultre factory. 
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News of Personnel 








Glenn L. Seitz was recently appointed 
West Coast representative of The Hol- 
landia Co., importers of Marvin watches. 
He was formerly watch buyer for Brock 
and Co., Los Angeles, and Granat Bros., 
San Francisco. 





GLENN L. SEITZ 
Hollandia 


HENRY HARRISON 
Feature Ring 


Henry Harrison recently joined the 
sales staff of the Feature Ring Co., Inc., 
according to an announcement by Henry 
Peterson, president. Harrison, who has 
had 20 years’ experience in selling and 
servicing the jewelry trade, will be re- 
sponsible for the eastern section of the 
country. 


Charles Spitzer, sales manager of the 
Speidel Corp., has announced the appoint- 
ment of Jack Ladley as sales representa- 
tive in western Pennsylvania and eastern 
Ohio. 

Ladley was formerly employed for 17 
years by H. O. Hulbert and Sons, Phila- 
delphia, Pa., where his sales territory in- 
cluded western Pennsylvania, eastern 
Ohio and the northern part of West Vir- 
ginia and the Ohio River Valley. 





JACK LADLEY 
Speidel 


C. H. STEELE 
Kaspar & Esh 


Kaspar and Esh, makers of diamond 
rings, have named C. H. “Casey” Steele 
as representative in Michigan, Illinois, In- 
diana and southern Wisconsin. Steele has 
spent many years in the industry and has 
also had experience working in a retail 
jewelry store. 
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Appointment of D. P. Hugo as port- 
able appliance district manager in the 
Knoxville, Nashville and Chattanooga area 
has been announced by A. D. Lynch south- 
eastern regional manager of portable ap- 
pliances for the Westinghouse Electric 
Appliance Division. 

Before assuming his new post he was 
a portable appliance salesman in Ohio, 
Pennsylvania and West Virginia. 


Maury Ash, vice-president in charge of 
marketing for the Gruen Watch Co., has 
announced the appointment of Max J. 
Bayles as field sales manager. Bayles 
was previously sales manager for the com- 
pany’s midwestern division. 


MAX J. BAYLES DON ROBERTS 


ruen Ronson 


Don Roberts has joined the Ronson 
Corp. as a sales representative in the 
Kansas City area, according to Herbert 
M. Stein, general sales manager. He was 
formerly a sales representative with the 
Sheaffer Pen Co. He will replace J. J. 
Simons who has been transferred to 
Ronson’s Middle Atlantic territory, with 
headquarters in Washington, D. C. 


The E. Ingraham Co., Bristol, Conn., 
has announced the appointment of Rex 
Partington as New York district sales 
manager. He will be responsible for dis- 
tributor sales of Sentinel clocks and 
watches. Until recently Partington was 
buyer and merchandiser of general sun- 
dries for United Cigar-Whelan Stores 
Corp. 


John N. Phillips has been appointed 
manager of the product planning opera- 
tion of the radio and television depart- 
ment of General Electric, Syracuse, ac- 
cording to an announcement by Jack S. 
Beldon, department marketing manager. 
Prior to his new appointment, Phillips 
was manager of G.E.’s color television 
product engineering. 























































Stuart Robinson, son of Barnett Rob. 
inson, president of Barnett Robinson, Inc, 
610 Fifth Ave., New York, has joined 
that company’s sales staff and will work 
out of the New York office. Prior to 


joining the company he served as a mem. 
ber of the U. S. Navy’s amphibious forces 
overseas. His duties took him to Japan, 
Korea, Hong Kong and other places jn 
the Far East. 





F Rea 


STUART ROBINSON 
Barnett Robinson 





CRAIG MULVANY 
autner 


J. Mautner, president of the Mautner 
Co., Inc., has announced the appointment 
of Craig Mulvany as mid-western sales 
manager. He will also travel in Ohio, 
Indiana, Missouri, West Virginia, Ken- 
tucky and New York. Mulvany was for- 
merly with the Electric City Box Co. 


T. O. Wright, general sales manager of 
the Elgin National Watch Co., has re- 
ported the promotion of two members of 
the sales force. Charles C. Haven, for- 
merly sales manager of the East-Central 
district has been named manager of pre- 
sentation sales. He has been with Elgin 
since 1951 and has been regional sales 
manager for the past two years. 





BART McCLOSKEY 
Elgin Elgin 


CHARLES C. HAVEN 


He will be replaced by Bart J. Me- 
Closkey who has been responsible for 
Elgin sales in the Baltimore area. He 
also joined the company in 1951. Pre- 
viously he was assistant general sales 
manager for one of the nation’s leading 
pen manufacturers. 
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Lowell F. Halligan, vice-president in 
charge of sales for the Hamilton Watch 
Co., has announced the appointment of 
two new field salesmen. 

R. Edward Tipton will cover the St. 
Louis, Mo., metropolitan area. Prior 


to joining the Hamilton sales force, he 
Tipton’s 


operated Jewelry 


owned and 
Store in St. Louis. 





x a 
R. EDWARD TIPTON JOHN K. MARION 
Hamilton Hamilton 


John K. Marion will be responsible 
for coverage of the Indianapolis area. 
For the past eight years he has been a 
member of Hamilton’s merchandising 
staff. 


The German-American Import Co., Bal- 
timore, Md., importers of Rheinkiesel 
Jewelry, have announced the appvintment 
of Wilfred E. Baillargeon, Jr., as 
eastern sales representative. He will make 
his headquarters in Meriden, Conn., and 
will cover Maine, New Hampshire, Ver- 
mont, Massachusetts, Rhode Island, Con- 
necticut and upper New York State. He 
has been associated with the silverware 
and jewelry business for several years. 





MORTIMER LEWIN 


. F. Simmons 


W. E. BAILLARGEON 


German-American 


Mortimer J. Lewin has_ been ap- 
pointed to the eastern sales staff of the 
R. F. Simmons Co., chain manufacturers, 
where he will assist George C. Spellmeyer. 

Prior to his appointment, Lewin was 
employed for 15 years by William B. 
Ogush. 


The Ralph Singer Co., manufacturers 
of rhinestone jewelry, have announced 
that Finn and Donna Lee, of Oswego, 
Oregon, will represent the company in 
Oregon, Washington, Idaho and all but 
six southern towns in Montana. 
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Henry Coehler Fall Line Ready 


Henry Coehler Co., Inc., 101 Fifth Ave- 
nue, New York, sole United States agent 
for Junghans and Heco clocks, has an- 
nounced that their new fall line of clocks 
will be shown at the New York showroom 
while the jewelry show is in progress. The 
firm will feature Black Forest cuckoo 
clocks, 400-day clocks, anniversary clocks 
and traveling alarms. 


Selling Rings by Age Groups 
Is Theme of Philips Display 

\ new display developed by the Philips 
Mig. Co. Inc... 


sell rings to children of 


has been designed to help 
various age 
groups. 





The display, shown here, consists of a 
plastic tray and a velvet pad. Cards help 
identify the five ring assortments for babies 
up to five, for boys and girls from six to 
12, and for boys and girls from 12 to 
16. The backs of the cards contain in- 
formation on the various birth stones. 


Mink Stole for E—A Salesman 


Ed Egan, Boston and Northern New En- 
gland sales representative for Elgin Amer- 
ican, is seen receiving a mink stole for 
his wife from Leo Kaye, general sales man- 
ager, and Allen B. Gellman, president, for 
doubling his sales quota in the first quar- 
ter of 1955. The presentation was made 
at a recent sales meeting held at Elgin, Ill. 


Eterna Among ‘Big Three’ 
Says Director General 


The Eterna Watch Co., of Grenchen, 
Switzerland, “ranks today as one of the 
world’s ‘Big Three’ producers of chro- 
nometers,” according to a recent state- 
ment by Dr. Rudolph Schild Comtesse, 
the director general of the company. 

Dr. Comtesse returned to Switzerland on 
June 25 after conferences with Eterna 
executives at the company’s New York 
offices at 677 Fifth Avenue at which time 
selling, promotion, styling and merchan- 
dising were discussed. 

Dr. Comtesse forecast an _ increased 
demand for chronometers because of “the 
increased monetary value of each second 
of modern man’s time.” 











18th Century Mahogany Clock 
Designed by Seth Thomas 


One of a series of seven new clocks, 
shown here, is a copy of 


the “Legacy,” 





an 18th Century design in mahogany. 
With an antique dial background and a 
silver plated dial ring with Roman nu- 
merals, it rings every quarter-hour with 
Westminster chimes. The retail price is 
$115. 


Incabloc Demonstration Unit 
Offered Free to Jewelers 


William Wenzel, vice-president and 
director of sales of the Incabloc Corp., 
has announced that a new demonstration 
unit will be offered free to jewelers at the 
Chicago and New York conventions. 





“gives” 
when pressed by a customer's finger, 
demonstrating how Incabloc absorbs shock 
and protects the heart of a watch. 


The new unit, shown here, 


Barbara Bates Accessories 
Enter Low-Price Brackets 
The Barbara Bates division of C. J. 


Bates and Son has announced that it will 
extend its line of gift accessories into 
lower price brackets. The statement fol- 
lows a previous announcement that the 
Barbara Bates line would be sold to re- 
tail dealers only. 

Retailing from $1.80 to $4, the new 
items will be a pill box or ash receiver, 
a hinged mirror and lipstick case with a 
leather cover, a photo case for purse or 
travelling that holds four photos, a com- 
pact with leather panels and a leather 
covered cigarette case. 
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. . . 
Special Notices 

“Situation Wanted’’—Regular type only $2.00 
first 25 words; additional words, 10 cents per 
word. Heavy type $7.00; additional words 25 
cents per word. 

“Help Wanted’—‘“Lines Wanted”? and “Side 
Lines” —regular type $4.00 first 25 words. Ad- 


ditional words 15 cents per word. Heavy type. 


$7.00 first 25 words; additional words 25 cents 
per word. 

All other headings—regular type $8.00 first 
25 words; additional words 25 cents per word. 
Heavy type $12.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials, and abbreviatiens 
count as words, and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with erder. 

Not subject to agency commission. 

Advertising matter addressed te classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
eeding month. 

Te avoid y correspond 
tien your loeation in the advertisement. 

All answers will be directed care Jewolers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of recommendations. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 











Situations Wanted 





WATCHMAKER, experienced and reliable 
mechanic, seeks steady job in fine re- 
tail store in Midwest. Address “F., 2501,” 
care J C-K. 





ALL around knowledge of diamonds; am 
looking for position as buyer or similar 
work ; excellent references. Address “C., 
2743,” care J C-K. 





SALESMAN; jewelry; retail; with expe- 
rience and progressive ideas; all around 
man; watchmaker; vicinity New York 
City. Address “‘S., 2731,” care J C-K. 





STOCK control clerk (female) 17 years’ 
experience in watch cases, weighing 
gold, knowledge of metals; Metropolitan 
area. Address “‘C., 2650,” care J C-K. 





BOOKKEEPER, Accountant; correspon- 
dence, credits, collections, expert knowl- 
edge of jewelry business; exceptional 
record. Address “H., 2718,’’ care J C-K. 





JEWELER, 12 years’ experience on plati- 
num, gold; ean do light special orders 
and repairing; wishes position, $2 per 
hour. Address “A., 2739,” care J C-K. 





CERTIFIED Master Watchmaker, 21 
years’ experience; capable of managing 


department; finest references; Midwest 
— Address “K., 2564,” care 





WATCH and clock repairer, all makes, 
wishes position; will work 50-50; esti- 
mate and wait on customers: write 
Watchmaker, 2673 Taft Ave., Youngs- 
town, Ohio. 





MANAGER; experienced all phases of 
credit jewelry; experience with top 
flight chains; locate any place; chain 





store preferred. Address “M., 2724," 
care J C-K. 
POSITION as watchmaker; at present 


manager of a credit store; years of ex- 
perience as salesman and watchmaker. 
Address Rex F. Gelly, 404% Riverside 
Ave., Muncie, Ind. 








DIAMOND buyer seeks position with large 
jewelry store; experienced as assorter 

and as a successful buyer and seller; 

will also consider investing. Address 

““E., 2651,” care J C-K. 





WATCHMAKER, 33, married; six years 
with present employer; eight years’ ex- 
perience, desires change for better op- 
portunities, preferably North West. Ad- 
dress “D., 2713,” care J C-K. 





ESTIMATOR, available busy watch repair 
shop; expert salesman, merchandiser, 
window dresser; intelligent fast moving 
money maker; first class reference. Ad- 
dress ‘“‘A., 2765,” care J C-K. 





WATCHMAKER, experienced on all plain 
and complicated watches, seeks perma- 
nent position with importer or first class 
store, New York City or vicinity. Ad- 
dress “Y., 27387,” care J C-K. 





WATCHMAKER, salesman, ring sizer, 
capable managing; B.T.S. graduate; 25 
years’ experience; best references; any 
State; reliable stores; no floater. Ad- 
dress “R., 2671,” care J C-K. 





EXCEPTIONAL bookkeeper; volume, ac- 
counts receivables, everything to gen- 
eral ledger, typing, N.C.R. 3000; 12 
years’ unexcelled experience ; adaptable ; 
$85. Address “R., 2703,” care J C-K. 





BOOKKEEPER; full charge, thoroughly 
experienced diamonds and jewelry; very 
competent, conscientious, personable; 
excellent references: New York City 
only. Address “G., 2687,” care J C-K. 





POLISHER; young lady, reliable, com- 
petent, conscientious, experienced in dia- 
mond rings, stone rings, repairs, rhodium 
plating, desires permanent position Man- 
hattan. Address “L., 2693,” care J C-K. 











JEWELRY buyer and show-room sales- 
man, wholesale and retail experience, 


trained in all phases of the jewelry 
business; employed last position 14 
years. Address ‘‘T., 2705,” care J C-K. 





HOROLOGY school graduate, age 39, mar- 
ried, steady and ambitious, desires posi- 
tion in all around work, watchmaking, 
jewelry repair, stone setting and en- 
graving. Address “F., 2715,” care J C-K. 





BOOKKEEPER (female) full charge; ex- 
perienced all phases diamond and pre- 
cious stone office; extremely capable; 
efficient, trustworthy, personable; Man- 
hattan only. Address “H., 2719,” care 





COUNTERMAN;; | successful intensified 
experience diamonds, watches; seeks 
lucrative job Newark, Hoboken, East 
Orange or Elizabeth; highest unit sales 
eo eee Address “C., 2602,” care 





MANAGER, excellent salesman, merchan- 
diser, top man with 20 years’ experience 
in all phases of credit or high class 
jewelry; age 40, married; desires per- 
manent position. Address “E., 2714,” 





care J C-K. 
MANAGER - salesman - buyer, executive 
ability, 30 years’ experience, familiar 


every detail jewelry business; a pro- 
ducer, desires affiliation in South, 
Georgia preferred. Address “E., 2748,” 
care J C-K. 








WATCHMAKER, 18 years’ experience ex, 
cellent salesman and estimator; high 
grade workman; own Watchmaster re. 
corder; desires steady employment out. 
side New York City. Address “F,, 2747." 
care J C-K. . 





EXPERIENCED diamond buyer, melee 
and sizes; handled factory, mounteq 
rings and wedding rings to retail trade: 
give estimates for profitable operation: 
would consider partnership. Address 
“A., 2710,” care J C-K. 





ENGRAVER, graduate student, diploma 
some experience on plaques, trophies 
and flatware, etc. ; near New York City: 
will travel; please quote salary; form: 
erly commercial artist, signwriter. Ad. 
dress “G., 2656,” care J C-K. 








YOUNG man, 10 years’ jewelry experience, 
now manager $50,000 per year jewelry 
department with all fine lines, desires 
position with opportunity, wholesale or 
retail; prefer South or Middlewest. Ad- 
dress ‘“‘K., 2722,” care J C-K. 





AGGRESSIVE diamond and watch sales. 
man, age 31, desiring position in retail 
jewelry store, five years’ experience, 
gemology, buying, window trimming; 
references: prefer Midwest, West. Ad. 
dress “H., 2685,’ care J C-K. 





MANAGER; well rounded, successful, ex- 
perience sales, credits, collections, buy- 
ing, merchandising, promotions, dis- 
plays, advertising, stock control, per- 
sonnel co-ordination, store maintenance, 
Address “B., 2766,’ care J C-K. 





ASSIST employer (female) thoroughly 
experienced jewelry industry ; diamonds, 
watches, imports; secretary-bookkeeper- 
correspondent, handle stock, assume re- 
sponsibility important matters; mature, 
Address “G., 2717,” care J C-K. 





DIAMOND buyer, assorter, salesman, 
desires connection with reputable 
merchants or diamond ring manu- 
facturers; excellent background; 
well known; highest of references. 
Address “J., 2720,” care J C-K. 





TOP salesman, 29, aggressive go-getter 
for progressive retail credit jewelry es- 
tablishment; thoroughly experienced in 
all phases including credits, promotions, 
windows, creative selling; desires posi- 
tion in New York City or vicinity. Ad- 
dress “P., 2726,” care J C-K. 





MANUFACTURER, having sold factory 
after 15 years in own business, desires 
responsible position with large whole- 
sale or manufacturing concern; capable 
of taking charge of entire business oper- 
ation, regardless of size. Address ies oF 
2729,” care J C-K. 








MANAGER-salesman, desires A-1 connec- 
tion with “a firm with a future”; if 
your plans call for a young executive 
who can show results with dynamic 
“know how” in all phases of a success- 
ful operation, answer my ad; available 
for interview, ANRJA convention, New 
York. Address “W., 2735,” care J C-K. 





MANAGER, age 33, presently employed; 
years same store and know all phases 
credit operation; will consider salary 
and percentage or interested buying into 
going business; family man; best of 
references; prefer to locate Mississippi, 
Louisiana or South East Texas. Address 
“K., 2752,” care J C-K. 
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WATCHMAKER, graduate A.A. of H., 
certified by U.H.A.A., eight years’ ex- 




















SALESMAN, presently calling on _ better 
jewelers with rings, gold and gold filled 

















SALESMAN, to represent jewelry manu- 


facturer with small line of fast selling 

















































































P Te. ience, capable of managing watch jewelry in N s > i - - ; 

om Popair department on close timing, ex- Pennsylvania, y "The You a peer grrr Pm —_ mountings, faney 

147," cellent results; cooperative,- reliable sires non-conflicting side line. Address and pearl] rings; high commission basis. 
family man; prefers Midwest. George “T., 2733,” care J C-K. ; : see Se 
Weodard, 409 N. Buchanan St., Marion, 

= Illinois. 

: WANTED; an experienced salesman for 
1elee a SALESMAN; Chicago office; established, the Middle West to carry a well made 
nted young, aggressive; extensive Middle and popular priced 14K gold fancy ring 
ade ; SKILLED watchmaker, 20 years’ experi- West following among wholesale jewel- mounting line; drawing against_com- 
‘ion ; ence as first watchmaker; desires per- ers, material jobbers and catalogue mission. Address “D., 2616,” care J C-K. 
ress manent position with or without option houses; desires reputable line on com- 

to purchase ee later ; Bh a eri best references. Address 
aduate; experience on a makes -ircular 5, oom 1420, Heyworth ; 4 

“—7 atches and clocks; also jewelry repair- Bldg., Chicago 2 " ag me yen wanted, to carry a line of 
ing; references; your reply appreciated a pt Bae Pty stone rings in 10K 

oma, and held confidential; interview can be and 1 50 a to the jobbers and large 

les arranged. Address “V.,. 2728," care Soe talemes cee aor Fe <iomer 

tty J C-K. bade awake jewelry manufacturers, Address “H., 2662,” care J C-K. 

Ad. this is your opportunity, if you are 

looking for a young, aggressive 
MANAGER - enlosman, 36, outstanding sales organization to sell your prod- eee, wanted by monies of 

ii combination of superior salesmanshi i ° S_ of go ancy ring mountings and pin 
Sad executive ability; full knewledge — pe er at this time we mountings and earring mountings, for 

nce, every phase credit jewelry business in- ee er -1 accounts and are the Middle West or part of the Middle 

elry cluding aggressive selling, windows, expanding our organization; we can West; drawing against commission. 

sires promotions, advertising, credits, person- handle two additional top lines: Address “C., 2615,” care J C-K. 

@ or nel; ability to get volume at a profit; . P ; 

Ad- 17 years’ intensive experience New York Bide Mig “— Co., 930 Seybold 
and Midwest areas ; now complete super- ° iami a. Su 
vision unit doing $250,000 a year; Pill 6+ i SALESMEN wanted for most exclusive 

— relocate. Address “‘T., 2761,” care J C-K side line of venetian beads, chokers, 

: ’ : bracelets, earrings, etc. or gold filled 

—_ MANUFACTURERS’ representative, now perm | Rearend Ri eat 

stail selling wholesale jewelers, material #316, Room 1420 Heyworth Bldg Chi- 

nee, LOS ANGELES; here’s wealth of retail houses, large chains, large users and cago 2 " 

ing ; experience, knowledge, abilities; man- special order manufacturers and cover- 

Ad. agerial, buying, merchandising, selling; ing the following territory: New_York 
diamonds, watches, silverware, jewelry: State, Pennsylvania, Delaware, Mary- : ome 
young executive available top  inde- land, District of Columbia, Virginia, SALESMAN wanted with non-conflicting 

— pendent, chain or department store. West Virginia, Tennessee, North and line for Middle West; also salesman for 
Address “F., 2686,” care J C-K. South Carolina, Kentucky, Georgia, Ala- West, South, to carry manufacturer’s 

ex- bama and Florida, desires fine jewelry, line of ladies 14K gold antique jewelry ; 

yuy- watch attachments, mountings or spe- apply in person; Isaac Levy, 71 West 

dis- bc - ee eee has been selling 47th Street, New York City. Room 606- 

per- A-1 jeweler, on new work, gold and plati- an nme rates acoounts Ih seve — 668, Ja 6-669. 

nce, num; expert repair man, stene rele ss Sa tories for past 18 years. Address “B., 
mond setter, all around man, 54 years 2694,” care J C-K. 

— old, in good health; 35 years’ experi- SALESMEN wanted, for West Coast ter- 
poner single, sober, trustworthy; store ritory, for South Eastern territory and 
preferred. Address N., 2697, care for New England, Pennsylvania and 

shly slain eed New York State (except enceter new 


nds, York City); straight commission; no 
_ objection to one side line. Address “J., 


re. Side Lines 2688,” care J C-K. 
































ure, 
C eememmnanr geen tat eas Gee ee 
va i SALESMAN, with a non-conflicting line, 
Lines Wanted SALESMAN, experienced; side line ster- to represent a manufacturer of wedding 
ling marcasite, for Midwest, to call on rings, mountings, etc., sold direct to the 
ian, =— = = — wholesale trade: high commission. Ad- jewelry stores; strictly commission 
ible . dress “V., 2706,” care J C-K. basis: state territory, experience and 
ne- EXPERIBNCED resident salesman wants give information in detail. Address “Z., 
" manufacturer’s line for jewelry and gift 2702,” care J C-K. 
nd; stores for Florida _ territory. Address 
ces, D., 2744,” care J C-K. SALESMEN with jobber following, 
watch straps, different; 10% com- SALESMAN, with following among better 
seta mission; some territories open. Ad- poh age ——— OP MR ny, 
a ISMAN, Western territory e i “ ” stores, to carry a mani s fi 
over 26 years, desires tial gn ae dress “C., 2675,” care J C-K. rhinestone and pearl line; territories 
tter and gold ring mountings, or cases and New York, New Jersey and Pennsyl- 
.- attachments; highest references. <Ad- vania, also Midwest —_ —_ Fs 
ons, dress “T., 2544,” care J C-K. SALESMAN wanted to carry a line of siesta cithaeditailaaalaieiait pean 





osi- men’s 14K gold jewelry for better 
Ade stores; commission basis; all territories 
6 _ “ 9 ” 

SALESMAN, covering Middlewest, and ee ene eee ee 
other territories, 18 years, calling on 
fine jewelry stores, better credit stores, 
department stores; highest references. 


ory Address “V., 2734," care J C-K. SALESMAN wanted by well known 


— ring manufacturer; well established 
‘ble territory; drawing account; give 
experience and references. Address 


“B., 2648,” care J C-K. 





SALESMEN, with good retail following to 
sell ladies’ and men’s birthstone rings, 
diamond dinner rings, crosses, cuff links 
and tie holders in 10K and 14K gold: 
state territory you are covering and 
references; drawing against commis- 
sion. Address “E., 2659,” care J C-K. 











TOP manufacturer’s stone ring line direct 
to chain, credit and cash stores, _Sstyled 
and priced right; liberal commission ; 
line ready to go immediately; Califor- 


~¥ PACIFIC Coast salesman, well estab- 
B lished, desires line of mountings, blank 
and semi mounted for the better stores; 
commission basis only; best of refer- 


























om ences. Address “S., 2543,” care J C-K ni " 
Pree : F ia, Southeast, Southwest, and Ohio, 
~ SALESMAN, to better retail stores, to Michigan, Indiana open; give all decails 
it — Sage of sterling —— novelty in confidence. Address “K., 2689,” care 
mS : items of our own manufacture; com- 2 
— REPRESENTATION of lucrative line mission basis. Address “L., 2753,” care ee 
2s8- wanted by successful salesman, deal- J C-E. rae ’ 
or Fif oy 10 years with jewelers; have AMBITIOUS salesmen, desiring addi- 
-K. pi ™ Avenue office in New York COSTUME jewelry salesman, to call on tional income, now traveling Michi- 
ity; Al references, Address “N., retail trade with a line you can sell gan, Ohio, Kentucky, or Wisconsin, 
— 2669,” care J C-K. every account; replies confidential. Minnesota, Dakotas; earn 15% 
ed; ti dae Coy ee Sie commission selling popular leather 
mo ; ; watch strap line of proven quality; 
“4 DIAMONDS; loose goods contact wanted small line. Address “G., 2749,” 
of Baggs reputable wholesaler who car- WANTED, by manufacturer, salesmen eare J C-K. 
oph, sl lamond_ mountings; office in San with good retail following for Midwest 
88 tee gia will handle on representative and West Coast, to carry a fine gold 
asis, or can buy outright. Address “B., filled and sterling jewelry line. Address 


2740,” care J CLK. 


— ee 


“BE., 2770,” care J C-K. (Continued on page 274) 
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SIDE LINES—Continued 








SALESMEN wanted for New York City, 
Chicago and Southwest, to carry side 
line of highly styled 14K men’s jewelry, 
ladies’ pearl and diamond earrings and 
pins, gold bangle bracelets and gold 
novelties; salesmen with following of 
finer retail stores. Address ‘‘R., 2727,” 
care J C-K. 





SALESMEN, with following among better 
jewelry, department and chain stores, 
to carry a popular priced and very sal- 

' able line of brass costume jewelry, in- 
cluding an exceptional line of men’s 
jewelry ; several territories open; vol- 
ume desired ; 12% commission. Address 
“H., 2750,” care J C-K. 





SALESMEN, for established territory of 
New York State, Pennsylvania, Con- 
necticut, New Jersey, Long Island, 
Greater New York, Southeastern States, 
to carry line of all kinds of smokers 
articles, gift items, sterling, gold, gold 
filled, 14K, costume and garnet jewelry, 
ete. Address “G.G., 2769,” care J C-K. 


=" 





SALESMAN wanted to sell fine qual- 
ity nationally advertised line of sterl- 
ing silver flatware, hollowware and 
pewter, for Texas, Louisiana, Okla- 
homa, Colorado, Arkansas, New 
Mexico and Kansas; must carry re- 
lated lines, sell to better jewelry 
and department stores; write giving 
full details; The Stief Co., Wyman 
Park Driveway, Baltimore 11, Md. 





SALESMAN wanted with following to 
sell exclusive side line of beautiful 
gold sets, fancy rings and attach- 
ments for well established manu- 
facturer with territories open in 
Virginia, Georgia, North and South 
Carolina and Florida; wonderful 
proposition for right man; give full 
particulars first letter; replies con- 
fidential. Address “L., 2565,” care 
J C-K. 





SALESMAN, to carry a well known manu- 
facturer’s line of ladies’ mountings, 
wedding rings, lock sets, princess, 
cluster, fancy rings, ete., in gold and 
platinum, to the wholesalers, chain 
stores, and large users; territory New 
York City, Washington, D. C., Balti- 
more, Philadelphia, Boston and New 
Jersey; many active accounts in terri- 
tory; drawing against commission: give 
full details; replies kept confidential. 
Address “T., 2630,” care J C-K. 





DO you cover retail jewelry stores on a 
national basis; if you are interested in 
increasing your salesmen’s’ earnings, 
and wish to increase your own earnings 
from these men, our non-conflicting gold 
line may be the answer; permanent set- 
up desired by successful manufacturer 
80 years in business who has not used 
retail jewelry store outlets up to now; 
if interested in this opportunity, please 
write immediately; all replies will be 
answered and kept confidential. Ad- 
dress “‘N., 2515,” care J C-K. 





SALESMEN, with established following, 
calling on retail jewelers and department 
stores to sell sensational, promotional, 
volume selling small line of 14k cultured 
pear! rings; local market test was highly 
successful in recent promotions by lead- 
ing department stores and jewelers in 
southern California; this self-selling one 
tray presentation direct from manufac- 
turer to retailer; highly profitable on 
straight commission basis; excellent 
permanent opportunity for right man 
with non-conflicting line; write giving 
full particulars ; replies kept confidential. 

Address “F., 2771,” care J C-K. 





MONEY-MAKING compact side line, for 
jewelry salesmen with retail following; 
sell dynamic Vari-Gem gold birthstone 
rings; only ring line where retail jeweler 
(in his own store) can interchange and 
reset birthstones in 60 seconds; follow- 
ing States are open: Ohio, Michigan, 
West Virginia, Pennsylvania (except 
Metropolitan Philadelphia area), New 
Jersey, New York City, New York State 
and New England area; excellent com- 
mission; supply reference and experi- 
ence; confidential. D. Pfeffer Co., 106 
Fulton Street, New York City. 





Help Wanted 











WANTED; A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” care 
J C-K. 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address ‘‘T., 1460,” 
care J C-K. 





SALESMEN, for New York and Chicago 
to sell 10K and 14K gold ring castings. 
Address ‘M., 2668,” care J C-K. 





SALES agent, for New England territory, 
long established manufacturets of fine 
14K gold novelties; address “L., 2666,” 
eare J C-K. 





JEWELER, for special order work and 
production work; fine opportunity for a 
capable man. Address ‘“J., 2700,” care 





JEWELER, who is also able to do some 
stone setting; fine city in which to live 
and a pleasant place to work. Address 
“Y., 2101," care J C-K. 





DESIGNER of fine jewelry to work part 
time in our shop or outside. Merrin 
Jewelry Co., Ine., 530 Madison Ave., 
New York. Plaza 38-8688. 





SALESMAN: aggressive, experienced in 
all phases of retail credit jewelry store, 
sales promotions, display and credit. 
Address “A., 2647,” care J C-K. 





WANTED, capable, fast credit jewelry 
salesman for large central North Caro- 
lina city ; state qualifications, references, 
salary desired. Address ‘'M., 2696,” care 
J Cee. 





WANTED experienced manager between 

25 and 45 for credit store in North 
Carolina, $650 monthly, plus percentage 
of profits: write fully. Address ‘M., 
2668,” care J C-K. 





EXPERIENCED salesman, willing to work 
for advancement to manager ; all replies 
confidential; state experience age, sal- 
ary expected. Ta Vel’s, 119 N. Illinois, 
Indianapolis 4, Ind. 





WOMEN: fine jewelry buyer and depart- 
ment manager wanted, age 30 to 45 pre- 
ferred; permanent, five day week. Ad- 
dress Inquiries to J. Herbert Hall Jewel- 
ers, Pasadena, Calif. 









































































































ENGRAVER wanted; permanent posi 
tion; good working conditions; Bive 
full particulars of experience, ete 


Fred Buehn Co., 233 Post St, Sa 
Francisco 8, Calif. om 





iia, 


JEWELER, diamond setter, experi. 
enced; large, well equipped, air. 
conditioned shop; old established 
retail store; permanent employment, 


H. Post & Sons, Decatur, II], 





nares 


SALESMAN, experienced, aggressive may 
for retail cash-credit store; good oppor. 
tunity ; permanent, state salary and 
previous experience. Klausner, 428 
Knickerbocker Ave., Brooklyn, N. Y, 





DEPENDABLE, all around jeweler for 
repairs and special order work; steady 
employment ; first class store; state sal- 
ary and full particulars. Alberts Jewel. 
ers, 434 E. Main St., Ventura, Calif, 





JEWELER, with 15 or 20 years’ experi- 
ence; a fine mechanic also capable of 
taking charge of a few jewelers; fine 
job with a wonderful opportunity; an- 
swer in detail. Address ‘“V., 2699,” care 
J C-K. 





WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio city; permanent job; 
state age, experience, salary expected, 
in first letter. Address “R., 2165,” care 





JEWELER, combination man, to do 
light special order and diamond set- 
ting; steady employment; up to $3 
per hour; time and one-half for 
overtime. Address “C., 2712,” care 
J C-K. 





WATCHMAKERS; opening for two men, 
experienced, five years or more, ages 
30-45 preferred; permanent positions; 
application in person desired. Address 
inquiries to J. Herbert Hall Jewelers, 
Pasadena, Calif. 





COMBINATION watchmaker and sales- 
man, experienced in all phases of a 
retail jewelery store; located North- 
ern Indiana; state full particulars 
about yourself and salary expected. 


Address “E., 2683,” care J C-K. 





WE have an opening for an aggressive 
salesman to cover Mid West territory; 
liberal commission and liberal drawing 
account; our men know of this ad; all 
information will be kept in strict con- 
fidence. Address “A., 2653,” care J C-K. 





WATCHMAKER; permanent position 
for experienced man; ideal work- 
ing conditions with full employee 
benefits; must come well recom- 
mended. Wire or write Hillman’s, 
612 Wabash Ave., Terre Haute, 
Ind. 
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SALESMAN, with following, among 
better jewelry, chain and department 
stores to carry Apex Quadra-Flex 
line; excellent territories available; 
furnish full particulars first letter; 
replies confidential. Apex, Green- 
wich, Connecticut. 





WANTED: first class jeweler; all- 
around bench worker who can also 
do diamond setting; pleasant and 
permanent position ; excellent salary 
for right man; air-conditioned store 
in Southern city. Address ‘“A., 
2658,” care J C-K. 





WATCHMAKER; old line store estab- 
lished for 50 years requires the services 
of a capable, experienced watchmaker 
for a permanent position; give refer- 
ences first letter, which will be followed 
by personal interview. M. Meyer, 
Jeweler, Marion. Indiana. 


JEWELRY salesman, experienced, with 
ability to take full charge of fine store 
as assistant manager; high pressure 
type not wanted; opportunity to work 
in as part owner; state salary desired, 
references and full particulars in first 
letter. Dan S. Park & Co., Cheyenne, 
Wyoming. 


SALESMAN wanted, to sell in the States 
of Arizona, New Mexico, Utah, Colorado, 
Wyoming, Montana and Idaho, a fast 
selling, nationally advertised Bavarian 
china dinnerware line on a commission 
basis: line stocked in New York for 
immediate delivery. Address “J., 2751,” 
care J C-K. 





MANAGERS wanted for credit jewel- 
ry chain New York area; experience 
necessary in window trimming, sell- 
ing, credits, collections, etc.; excel- 
lent opportunity for right man; ap- 
plications strictly confidential; our 
organization knows of this ad. Ad- 


dress “K., 2692,” care J C-K. 





WATCH salesman; excellent oppor- 
tunity to represent nationally ad- 
vertised, quality watch line; top 
commission; several important terri- 
tories open; would consider man 
with non-conflicting established 
line; write full details first letter. 


Address “S., 2760,” care J C-K. 





STORE Manager; permanent position; 
annual contract, and bonus, earnings 
$6,000 to $8,000 depending on ability, 
for established credit jeweler in suburbs 
of Detroit; age 25 to 40; state history 
last 10 years, your earnings last year 
and salary desired; replies strictly con- 
fidential. Address “G., 2661,” care 

C-Kk, 


ASSISTANT manager; aggressive 
young man for busy downtown re- 
tail jewelers; must be good salesman 
and window dresser with all around 
cash retail jewelry experience; ex- 
cellent opportunity with future; 
good salary, percentage and bonus. 
P. B. Levy, Inc., 146 Halsey St., 
Newark, N. J. 








| JEWELER buyer, as assistant to general 
buyer for credit retail jewelry estab- 


lishment in the Lansing, Pontiac, De- 


troit, Michigan District; permanent po- 
sition ; splendid opportunity for excellent 


future; state history last 10 years; sal- 


ary $6,000 to $8,000 depending on abil- 


ity ; replies strictly confidential. Address 
“K., 2664.” care J C-K. 





SALESMAN for Southwest; manufac- 


turers of a smartly styled and di- 
versified top line of mounted and 
semi mounted jewelry want a repre- 
sentative for the Southwest; we have 
a sufficient following to assure the 
right man a substantial income; all 
replies held in strict confidence. 


Address “F., 2660,” care J C-K. 


COSTUME jewelry; known manufacturer, 


SALESMAN; 


fine costume jewelry, many promotions, 
with active accounts jewelry and spe- 
cialty stores, has opening for resident 
salesmen with following: (1) Southern 
territory; (2) Kansas, Arkansas, Mis- 
souri; (3) Ohio, Michigan; references 
first letter; commission; drawing when 
qualified. Address ‘“K., 2505,” care 
J C-K. 





wonderful opportunity 
in Ohio to increase your earnings; 
old established Ohio jewelry chain 
has opening for two young, 25 to 
44, live wire, retail credit jewelry 
salesmen; good earnings, advance- 
ments and pension plan; _ please 
give full details which will be held 
in strict confidence. Address “R., 
2382.” care J C-K 





Ss 


SALESMAN’S 


ALESMAN, to cover Southern territory 


for large wholesaler: complete line in- 
cluding the top national brands and a 
fine line of diamonds, watches and 
jewelry ; opportunity for excellent earn- 
ings, backed by old-line company with 
progressive and aggressive sales and 
merchandising policies: will consider 
only man experienced in selling South- 
ern retail iewelers. Address “D., 2680,’ 
care J C-K. 


opportunity; leading 
New York fashion jewelry house, 
old established concern, has open- 
ing for one experienced salesman 
to service jewelry and specialty trade 
in Illinois, Wisconsin, Minnesota, 
Iowa and Missouri; line known for 
sales appeal and action; drawing 
or salary plus commission; state 
experience. Address “H., 2655,” 
eare J C-K. 





MANAGER; for new high volume store 


we intend opening very shortly; 
must be thoroughly experienced in 
every phase of store management: 
if vou’re between 35 and 50 and 
looking for a very well paid, per- 
manent, happy association, write in 
confidence at once; we have three 
stores now and growing, growing. 
Ed. Freed, Alpert’s, 111 E. Water 
St., Elmira, N. Y. 










OLD, reliable and progressive wholesale 


jewelry firm wants experienced jewelry 
salesman to call on established accounts 
among better retail jewelers in southern 
Indiana and Illinois territory; this is an 
opportunity to make a permanent con- 
nection where your experience and abil- 
ity will produce a splendid income with 
congenial working conditions; replies 
will be confidential; please give details 
_ first letter. Address “P., 2698,” care 
J CK: 





MAJOR watch company requires ag- 


gressive, experienced representatives 
for several established territories; 
these are high income positions with 
liberal guarantee plus commission 
and association with a product of 
outstanding reputation; all applica- 
tions held in strict confidence; send 
complete resumé including age and 
territorial preference, Address “R., 
2757,” care J C-K. 





SALESMAN; 


old established Rhode 
Island manufacturer of gold, gold 
filled and sterling staple and cos- 
tume jewelry selling direct to re- 
tailers has available the States of 
Michigan, Indiana, Illinois and Mis- 
souri for a salesman with following; 
will divide territory for competent 
salesman; commission arrangement; 
must be well known in the territory 
and give complete and _ intensive 
coverage; no objection to one non- 
conflicting side line; please furnish 
complete details as to background 
and experience which will be held 
confidential. Walter H. McKenna & 
Co., Inec., 7~9 Prairie Avenue, Provi- 


dence 5, R. I. 











For Sale 


Stores, Stoeks and Businesses 








FOR SALE: 


JEWELRY 


FOR SALE; 


cash jewelry store; volume 
about $150,000; 25 miles from New York 
City : established over 55 years. Address 
“V., 2745,” care J C-K. 





store, Times Square section 
New York City, excellent spot: good 
for buying and selling; old established ; 
lease: retiring. Address “C., 2767,” care 
J C-K. 


jewelry store in excellent 
location on Campus of University cf 
Illinois; price $4,500 or will consider 
leasing. Box 256, Station A., Cham- 
paign, Ill. 





STORE; busy Queens street, 100% 


FOR SALE, jewelry store, Mobridge, So. 


Dakota, near thirty million dollar gov- 
ernment project; have $25,000 invest- 
ment: will reduce inventory; reason re- 
tiring. Ellison Jewelry. 





loca- 
tion; cash and credit operation: will 
sell with or without inventory and ac- 
counts: owner must relocate. Address 
“N.Y., 2756,” care J C-K. 








(Continued on page 276) 
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FOR SALE—Continued 
Stores, Steeks and Businesses 








ALABAMA; credit jewelry store; profit- 
able $125,000 annual volume; modern 
fixtures, front and air-conditioning ; ma- 
jor city; requires $25,000 to handle. 
Address “B., 2674,” care J C-K. 





BEAUTIFUL store in a thriving town 
Upstate New York; excellent location 

' and lease; opportunity for ambitious 
man with $20-25,000; will do $100,000. 
Address “P., 2670,” care J C-K. 





ESTABLISHED jewelry store and gift 
shop of good reputation, handling name 
lines, grossing around $50,000; good 
location ; owner’s health, reason for sell- 
ing. Address “F., 2654,’ care J C-K. 





FOR SALE, only jewelry store in town 
of Southern Arkansas; 100% location; 
major lines in jewelry, watches, china, 
crystal; excellent watch repair; low 
peek bargain. Address “M., 2535,” care 





LONG established, Middle West manu- 
facturing jeweler, fine reputation, 
selling all catalog and special order 
dies; records and catalog cuts, for 
fraction of cost; confidential, Ad- 


dress “S., 2704,” care J C-K. 





ESTABLISHED store, good lines, custom 
fixtures ; good location in diversified in- 
dustrial and agricultural center, south- 
eastern Pennsylvania; volume $50,000, 
inventory $25,000 approximately ; terms; 
i—- Address “V., 2762,” care 





ESTABLISHED cash jewelry store for 
sale in thriving town of 12,000, 40 
miles from Philadelphia; $50,000 
year gross C.P.A. figures; low rent; 
good lease; clean stock major lines 
jewelry, watches, silver, china, crys- 
tal; excellent repair business; 
modern fixtures; air-conditioned. 


Address “N., 2725,’ care J C-K. 





ESTABLISHED, beautiful jewelry store 
in Illinois town of 13,000 where city’s 
average business is 27% above the na- 
tional average; store’s 1954 gross over 
$61,000, can be doubled with proper 
supervision ; good lease; net value $50,- 
000; can be had for $25,000, if taken 
before August 1; have greater interests 
in this State, reason for selling. Address 
“Store,’”’ Box #489, Shawnee, Oklahoma. 





NORTH CAROLINA; well located 
cash and installment jewelry store, 
in heart of Piedmont area estab- 
lished 11 years; excellent reputation 
and location; opportunity for larger 
credit business; fine clean stock and 
fixtures; $25,000 cash to handle 
subject to inventory; other interest 
require present owners full atten- 
tion; all national lines; no brokers. 


Address “M., 2754,” care J C-K. 





For Sale 


Tools, Equipments 








USED tools, benches, lathes, cleaning ma- 
chines, staking tools, etc. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 





FOR SALE; complete Marshall material 
system, late model Watchmaster, for 
only $1200; material alone will inven- 
tory over $2000; Midwest. Address “D., 
2768,” care J C-K. 





TOOLS, equipment, complete new plat- 
ing plant, gold, silver, nickel, copper, 
hundred buffs, scratch brushes, sup- 
plies, three new Green rectifiers, buff- 
ers, vats, $3,000; write details. Moses 
George Jewelry, Thibodaux, La. 





FOR SALE; modern jewelry and silver- 
ware store fixtures; two complete in- 
stallations at bargain prices, also com- 
plete independent 10 ft. credit and cash 
counter, gift and china island fixtures 
and etc. Address “L., 2723,” care 
J C-K. 


oncemaenamesestiaentennemmememnenmeeememen 
Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 





See page 255, Thomas J. Faussett, 
Auctioneer, 521 Fleming St., How- 
ell, Mich. 





ANTHONY J. Gregory, Auctioneer, 
6748 No. Ashland. Br. 4-7303, Chi- 
eago 26, Ill. 





DON E. KNAPP, specializing in a digni- 
fied and ethical auction service for 
jewelers. Write or wire, Don E. Knapp, 
1804 Willow Circle, Colorado Springs, 
Colo. 


CASH for your store, regardless of 
amount; if you really want to sel] 
now and get the highest dollar Write 
wire or phone R. A. Zanone & Co, 
81 Madison Bldg., Suite 701.2. 
Memphis, Tenn. Phone 5-0660, ’ 





SAMUEL GANSBURG will buy your gy 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane 
New York. Telephone Rector 2-5923 ” 





I AM a diamond wholesaler who woula 
like to go into a partnership with a New 
York jewelry manufacturer who ig jp. 
terested in increasing his production or 
expanding his business; capital avai]. 
able, $100,000 to $200,000; write in de. 
tail; strictly confidential. Address “N, 
2755,” care J C-K. ; 





AUCTIONEER, Vic Kelley ; over a period 
of 25 years Kelley Auctions have gained 
a reputation of such uniform suecess 
that today we maintain unrivaled leader. 
ship in our line of endeavor; all sales 
are conducted under my personal super- 
vision and with the aid of an able asgo- 
ciate; write or wire today. Vic Kelley, 
7322 N. Ridge, Chicago 45, Ill 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Wilson Sales 
System, 420 Madison Ave., New 
York. Telephone Plaza 8-2110- 
2111. 





AFFILIATED auctioneers, 30 years’ 
experience conducting successful 
auctions and promotional sales in 
area from 1000 to 7,000,000 popu- 
lation; most modern methods of ad- 
vertising drawn up to suit your in- 
dividual operation; exploitation 
ideas that create buyers interest; we 
furnish everything; yes, even 
money; best of trade reference. Af- 
filiated Auctioneers, 217-02 Jamaica 
Ave., Jamaica, N. Y. 


‘ 








RAISE cash immediately through a 
dignified auction sale, Colmes & 
Brill, auctioneers and appraisers, 
45 W. 45th St., New York; see our 
display ad page 245. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 





AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; I will take 
stock over as a going, going-out- 
of-business; not interested in any 
credit stores; I have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 
31 W. 47th St., Suite 901, New 
York, N. Y. 
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ou need cash? Examine our 
gp cto sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection, Wire, 
write or telephone, Manny Silver- 
man, of Silverman Sales Enter- 
prises, 580 Fifth Ave., New York 
19, N. Y. Telephone PL. 7-4693. 


a 





Wanted to Purchase 





CASH for used watchmakers’ and jewel- 


ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 


MANAGER of credit jewelry store wishes 


to buy, into or outright, jewelry store 
doing at least $60,000 in New York 
State; principals only. Address “Y., 
2707,” care J C-K. 


WANTED, to purchase retail jewelry store 


located in northern Indiana or southern 
Michigan; in a _ good location that 
grosses at least $70,000 per year. Ad- 
dress “B., 2711,” care J C-K. 


CASH for watches, movements, solid gold 


cases, watchmakers’ lathes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, IIl. 


MODERN established jewelry store in de- 


sirable progressive community of ap- 
proximately 50,000; must have good 
reputation and location; prefer Midwest. 
Address ‘“W., 2764,” care J C-K. 


STERLING silver flatware and standard 


brand watches; immediate payment or 
estimate by return mail; references 
Jewelers Board of Trade or Dun & 
Bradstreet. London Watch Co., 15 W. 
44th Street, New York City. 





$$$ WE pay cash for watches, dia- 


monds, silverware, rings and small 
appliances, any quantity, excess 
stocks, or complete stocks; also 
scrap gold, silver and platinum; 
check by return mail. References: 
Dun & Bradstreet Inc., Houston 
National Bank. Leo Frank Jewelry 
Co., 607-8-9 Chronicle Bldg., Hous- 


ton, Texas. 





WATCHES and diamonds wanted; any 


quantity; all brands; highest cash 
prices paid; we also buy surplus 
jewelry, rings and diamond jewelry, 
diamond rings, etc.; correspondence 
invited ; references: The Houston 
National Bank of Houston, Texas 
or Dun & Bradstreet, Inc. Diamond 
Jewelry Co., 2nd Floor Melrose 
Bldg., Houston 2, Texas. 








WE pay cash; send us your surplus 
jewelry stock; we will pay the 
highest possible cash dollar for dia- 
monds, watches, silverware, scrap 
gold, or any other jewelry; acknowl- 
edgment of your shipment same 
day by phone; our check to you 
within 24 hours. R. A. Zanone Co., 
81 Madison Bldg., Suite 701-2-3 
Memphis, Tenn, References: Union 
Planters Bank, Memphis, Tenn. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s, Dept. K, 108 
Beale Ave., Memphis, Tenn. 











Watch Work, etc., for 
the Trade 





ONE week’s service; one year guaranty; 
expert watch repairing, accurate Watch- 
master timing; reasonable prices. Fred 
Lowey, 48 W. 48th St., New York 36, 
Ns Se 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





WISCONSIN licensed watchmaker; 17 
years at the bench; Paulson timing; 
five day service ; work guaranteed; rea- 
sonable prices. Raymond Reedy, P. O. 
Box 628, Rhinelander, Wisc. 





QUALITY watch repairing is our spe- 
cialty; rated concerns find our ser- 
vice most satisfactory; we welcome 
your inquiries. Oscar Aron, 62 W. 


47th Street, New York, N. Y. 





BOSTON, Mass.; expert and guaranteed 
watch repairing; Watchmaster tested; 
prompt service; prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 





RELIABLE dependable guaranteed watch 
and travel clock repairs, chronographs, 
automatics a specialty; prices on re- 
quest. Alfred Schmidt, 88-24 78th 
eu Woodhaven 21, Long Island, 





MODERN watch repair service; humidity 
controlled, dust free shop; staff of 
highly qualified experienced repairmen ; 
work electronically timed and adjusted ; 
automatic and chronograph watches our 
specialty; waterproof watches sealed 
in condensation free air; 5-day service; 
work fully guaranteed for one year. 
Ed Falkenhayn, 6266 N. Leona Ave., 
Chicago 30, Ill. 








Special Order Work and 
Repairs for the Trade 





PHOTOGRAPHY on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., P. O. Box 6, 
Brightmoor Station, Detroit 23, Mich. 





ENCRUSTING, engraving, drilling; pre- 
cious, semi-precious stones furnished and 
cut; fraternal emblems encrusted; seals 
engraved; special orders. Harry Braun- 
feld, 108 Fulton St., New York City. 


To Let 





WATCHMAKER space, for rent in popu- 
lar jewelry store in best section of in- 
dustrial city in Pennsylvania, 60 miles 
from Philadelphia; drawing population 
over 75,000; either flat rental or com- 
mission; should be able to do some siz- 
ing; excellent opportunity. Address “A., 
2649,” care J C-K. 





FOR RENT; top location for high 
grade retail jeweler; has been oc- 
eupied as such for over half a cen- 
tury of built-in goodwill; corner 
100% location, three story brick 
building, 90 x 20, store room 70 x 
20 with shop and office in rear, full 
basement; available after August 
31st; ethical jeweler only. For fur- 
ther details write Karl Zoellner, Box 
887, Portsmouth, Ohio. 


LLP EASA BE VEE SG AA ARAN CIRM T CE 





Miscellaneous 





WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 
20¢. Dean Co., Box 3218-K, Daytona 
Beach, Fla. 





FOR AUGUST, 1955 
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Volupte Receives Fashion Award 


Volupte’s first line of simulated pearls 
was selected by Modern Screen magazine 
as the winner of the 1955 Hollywood 
Fashion Award. 


Shown in the photo are (I-r) Mort 
Spitalny, vice president, and Charles 
Braveman, sales manager, of Volupte, who 
are receiving the trophy from Miss Betty 
Harris, fashion editor and Chatles D. 
Saxon, editor, of Modern Screen. 

The new pearl line will be sold to 
jewelers this fall. 


Lewis & Co. Expands Facilities 


M. Goodis, treasurer of A. E. Lewis & 
Co., Inc., has announced that the company 
has transferred its executive offices and 
factory to larger quarters at 304 East 23rd 
Street, New York. Previously they had 
been located at 15 West 45th Street. 

Goodis has also announced that the com- 
pany’s new showroom at 225 Fifth Avenue 
is now open under the supervision of 
Arthur Vinecour. 

The selling organization of A. C. Hirsch 
Co. will represent the Lewis organization 
in metropolitan New York, Long Island, 
New Jersey, Delaware, and Maryland. 


Mayor of Lebanon, Tennessee, 
Presented with Millionth Clock 
Mayor William D. Baird of Lebanon, 


Tennessee, was the recipient recently of 
the millionth spring-wound alarm clock 
to come off the production line at the 
Lebanon factory of the Lux Clock Man- 
ufacturing Co. 


Shown in the photo are Baird (1) and 
Joseph Atkinson, plant manager, who 
made the presentation. 
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Beattie Jet Lighters Equipped 
With New Self-Cleaning Wheel 


A new type of flint wheel, described as 
“diagonal-cut and self-cleaning,” has been 
announced by the Beattie Jet Products 
Co. News of the new wheel was made 
known in a letter to dealers and whole- 
salers. 


Kitchen Cutlery Display 
Offered by Kirk's Ltd. 


A display of kitchen cutlery, offered by 
Kirk’s Ltd., 65 West Broadway, N. Y. 
contains a total of 27 pieces at a total 
cost of $78. 


The display, shown here, consists of a 
box on which there is space for each 
type of knife and the pot fork. The knives 
shown are utility, butcher, carver, slicer, 
cook’s and paring. The retail price of 
each is clearly shown on the display. 


New Gadget for Telephones 
Designed for Earring-Wearers 


The “Telaeze,” a new gadget that at- 
taches to a telephone receiver, allows a 
woman to use the telephone without re- 
moving her earrings. 


Made by the Eze Co., Fonthill St., 
Torrance, Cal., it is priced at 80 cents 
and is available in red, green, blue, ivory 
and_ black. 

The company reports that they have 
received an enthusiastic reception from 
jewelers who recognize it as an item 
that can be tied-in to earring sales, and 
that some jewelers are planning to use 
it is a “give-away” item. 





Summer Silver Sale 
By Holmes & Edwards 


The Holmes and Edwards Division of 
the International Silver Co. have 4p. 
nounced that their annual summer sale 
will take place from August 8 to 30 
and will be backed up by page ads in Lijp 
and McCall’s magazines. 


A complete service for eight people plus 
eight serving pieces will be offered to the 
consumer for $69.95, a saving of $27.55 
for the 56 pieces. The regular price js 


$97.50. 


Retail Jewelers Profit 
By Kaspar and Esh Campaign 
Kaspar and Esh, makers of “Add-A. 


Link” diamond bracelets and watch attach- 
ments, report excellent results from their 
recent national advertising campaign, 
which included the use of Vogue magazine, 


In addition to national advertising, 
newspaper ads were placed locally by 
jewelers. Counter cards and direct mail 
material were also used. An _ oustanding 
part of the campaign was a_ handsome 
display showing “Add-A-Link” merchan- 
dise against a velvet background. 


‘ 


1847 Rogers Bros. Announce 
Fall Silver Sale Promotion 


A Fall Silver Sale, designed to build 
profits for the dealer, will be the feature 
of the 1847 Rogers Bros. September to 
October promotion. 

Advertisements will appear early in 
September telling the public that they 
can save $27 on a 57-piece service for 
eight people. A similar sale staged in 
1953 sold more silverware than any event 
ever before staged in the industry, accord- 
ing to the company. 
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“How's Business?" 


At luncheon the other day one of the group ex- 
pressed the opinion that anyone to be classed as a writer 
should be able to write a piece on any subject, given as 
little as even two words. Facetiously, someone said how 
about “Aw Nuts!” 

Intrigued, last night we left a note on our office desk 
for the cleaning woman, presenting her with this chal- 
lenging assignment and asking her if she would base her 
contribution this month on those two words. Promptly. 
as is her custom, we found her response on our desk this 
morning. 

There may be those who might question the quality 
of her piece as an essay, but there will be fewer we 
wager who will question the rightness of her counsel. 
Here it is: 

“The two words you gave me to work with made me 
think of my cousin, Louie, whose got a jewelry store 
on Orchad Street. 

“Now, Cousin Louie’s wife is well fed and Louie 
himself you couldn’t heave any farther than you could 
throw an anvil. The kids are all spoiled like you can 
only do with too much money; like he is making from 
the store. 

“With all this you would think he’d be happy and 
having a laugh with everybody. But no, to ask Louie 
about his business anytime is to have him make like 
you asked him about his sacroiliak on a rainy day. It 
is always lousy. Not a customer until 3 o’clock and then 
for a bottle of ink. Price cutting competitors. Chiseling 
manufacturers. Swindeling landlord. Lying customers. 

Lazy help. Everything happens to Louie and ‘the lousy 
business he’s in.’ 

“Now Louie is no fool, he’s got a good business. But 
he could be real smart—and have a better business if 
he only just looked as happy as his business is. 


“IT know he acts sour and says business stinks be- 
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cause he don’t want salesmen to load him with stuff—ang 
he don’t want his landlord to hike the rent and he don't 
want the help to feel too friendly then loaf on him. And 
he don’t want his competitors to know how good he’s 
got it. 

“Still he could be doing more business I’ll bet if he 
only looked happier, because people only come into a 
jewelry store for some happy reason—like they’re going 
lo get married and need a ring—or grandmom wants to 
send a wedding present—or pop is looking for a watch 
for his kid’s graduation. 

“That’s cheerful stuff and people have more fun doing 
it when there’s somebody cheerful on the other side of 
the counter. Who wants to buy from a guy who looks 
and acts like he’s going out of business tomorrow? 

“Now Louie don’t think he is that way, he thinks he 
can cry the miseries to those he wants and turn on the 
cheery stuff for customers. But as Aunt Kate used to 
say, ‘a bottle empty from sour milk still smells sour.’ 
Whatsmore as someone else once said, ‘this is a small 
world’ and if your going around complaining how bum 
business is, the whole block soon gets to saying what a 
bum business you got. This gets them feeling in a dump 
and maybe they figure they won’t buy what they had 
in mind—leastwise not from you. 

“T seen it work with Louie’s customers. 

“Anyhow last week we’re over at Mamie’s and Louie 
is talking in the other room to the men playing poker. 
He is shooting off about how he took the landlord over, 
got a better price from a salesman, scared his help into 
staying late and convinced his competitor how lousy 
things are, by putting on a big act of bum-business dur- 
ing the day. I thought he’d never stop bragging how 
smart he was. 

“I got no malice for Louie, I like him. If I didn't 
I'd a gone into that other room, walked right up to him 
and said, ‘Aw Nuts.’ ” 


Editor 


THE JEWELERS’ CIRCULAR-KEYSTONE 











































E 








1847 ROGERS BROS. FALL 


SILVER SALE 


STARTS SEPT. IL! 
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Here it is again... the most successful 
silver promotion ever! 


Two years ago it broke every sales record 
in the book! And this year it’s backed by 
full-page color advertising in 175 magazine 
sections of top Sunday papers across the 
country! 





It’s an unbeatable value for your customers 
— 57 pieces in a handsome new drawer 
chest — at a whopping $27.00 saving! 


For you, it means a front door swinging 
open for record traffic right through the 
sale! PLUS—top profit on every service you 
sell. (Your regular discount applies on all 


five “1847” patterns.) 
ON DISPLAY 
A.N R.JA CONVENTION 
SERT ROOM WALDORF ASTORIA 





«« Plan now to get aboard! FALL SILVER 
SALE displays, mats, mailers, etc. are 
yours for the asking, NOW, through your 
1847” representative or Approved W hole- 
sale Distributor. 


1847 ROGERS BROS. 


America’s Finest Silverplate 


Made only by The International Silver Company, Meriden, Conn. 








A brilliant new pattern breaks across the boundaries of both modern ana traditional 





























“Twilight” adverts: 
appear during Au 
September in 
LIFE 

LADIES’ HOME J0\ 
WOMAN'S HOME ( 
SEVENTEEN 
Many cover positios 
magazines with combi: 
readership of 50 mil 





“Twilight” will be introduced in beautiful full- —_ simplicity of design... gently soaring handles 
page, full-color advertisements... and on —a pattern in timeless good taste. 
nation-wide TV! Reaching both your big 

Community* markets—brides and customers “TWILIGHT” will be presented on NBC 


ready for replacement sets of silverware! f, Television's “HOME” Show, starring Arlene 
Francis. Starting September 6! Reaching 
25 million homes each time! 


Your customers are sure to be excited about 
this new pattern. For never before has a pat- 
tern like Twilight* been made in fine silver- 


° , *Trademarks of Oneida Ltd., Oneida, New York. 
plate. Here is graceful symmetry . . . rich Copyright 1955, Oneida Ltd. 


ONEIDA LTD. SILVERSMITHS 





